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Sunday Morning in 
New Orleans means 
THE | IMES- PICAYUNE 


UNDAY morning in New Orleans 
doesn’t begin by the clock or by the 
sun. Sunday morning begins with a pleas- 
ant ceremony. In fact, all New Orleans 
mornings begin with a pleasant ceremony! 
Coffee (Coffee as We Make it Here) and 
The Times-Picayune. 


Breakfast and plenty of it a little later, 
of course, but first of all—coffee and The 
Times-Picayune. On Sunday mornings 
New Orleans’ big newspaper, with many 
sections of spot news, general news, sports, 
society, radio, automobile, financial, real 
estate news, features, color-fiction, color- 
comics, Rotogravure, interests every mem- 
ber of eight out of ten New Orleans fami- 
lies. There’s even a Young People’s Paper, 
just to make them Times-Picayune consci- 


ous at an early age. Fc 
§8 per cent of the white families in the pa 
New Orleans market area outside the city ch 


are enjoying the same issue of the South’s 
largest newspaper. 


That’s why advertisers in the New 


Orleans market like the Sunday Times- I 
Picayune particularly well. Last year they De 
New Orleans has depended upon THE TiMES- placed more linage in the favorite by 24 
PICAYUNE for news for almost 94 years—since i O ' 
January of 1837! per cent than in the other two New Or- tic 
leans Sunday newspapers combined. 


> Che Cimes-Picauune “es 


Representatives: CONE, ROTHENBURG AND NOEE, INC. Member 100,000 Group of American Cities, Inc. 
Pacific Coast Representatives: -R. J. BIDWELL Co. Member Associated Press P 


SEPTEMBER 27, 1930 SALES MANAGEME N T 453 


“Our Ambition .. . 


and Its Realization” 
by WILLIAM R. HEARST, Jr. 


President of the New York American 


For the last year or so we have been trying to build a new New York American—a 
paper that changes as the city and the thoughts and habits and attitude of New Yorkers 
change. We aim to publish a paper which every day is as modern as New York itself 
—which always is accurately in tune with the tempo of New York. In a great measure, 
| think we have succeeded in doing this—and in giving New Yorkers the kind of news- 
paper they want. During the latest circulation period, the New York American's circula- 
tion increase was greater than that of any other morning or evening New York newspaper. 


This is encouraging to all of us. It should mean something to you. 


PRE 


NEW YORK AMERICAN 


PUT YOUR MESSAGE BEFORE THE MODERNS 


Publis 


hed every Saturday and copyrighted by SALES MANAGEMENT, INC., 420 Lexington Ave., New York, N. Y. Subscription price $4.00 a year in advance. 
Entered as second-class matter June 1, 1928, at the Post Office at New York, N. Y., under the Act of March 3, 1879. Volume XXIII. No. 13. 
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BIGELOW, 
i KENT, { 
WILLARD 


} AND CO., INC. Y 


Consulting Engineers 


and Accountants — 


Merchandising 


Counselors 


Specialists 


in the coordination of 


Men,Money, Material, 
Machinery and Man- 
agement! to produce 


adequate business 
profits. 


A brochure contain- 
ing the papers pre- 
sented at the Third 
Annual Merchandis- 
ing Conference con- 
ducted by Bigelow, 
Kent, Willard & Co., 
Inc., will be loaned 
to execulives upon 
request. 
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BY WALTER MANN 


Spokane Market Facts 


Resplendent in much gold and silver ink, 
the Indian Miss labeled “‘Spokane’’ recently 
blossomed out in a thirty-six-page eight 
and one-half by eleven inch booklet head- 
ed “Market Facts About the Spokane Coun- 
try.” The stated purpose of this booklet 
is “to place before sales and advertising 
executives in brief usable form the latest 
authentic information on the Pacific North- 
west (Washington, northeastern Oregon, 
northern Idaho and western Montana), and 
she does so very efficiently, despite her 
slightly garish garb. 

This smiling Indian Miss (or Mrs.), 
who has long exemplified the great horn 
of plenty with which the Pacific Northwest 
has for many years been blessed, is the 
trade-mark of the Spokane Spokesman- 
Review and Chronicle, the sponsors of 
the above-mentioned booklet. 

According to these publishers, the 
Pacific Coast is divided into three major 
regional markets; i. e., southern California, 
central and northern California and the 
Pacific Northwest—which latter section 
boasts “seven Niagaras, nine lowas, a 
Pennsylvania or two, two or three harbors 
of New York, and six or seven other 
things unparalleled anywhere in this coun- 
try—all of this tucked away in an area 
one-eighth as great as the United States— 
That's the Pacific Northwest.” From this 
breezy descriptive paragraph it will be 
garnered that among these “‘six or seven 
other things” is a highly admirable op- 
timism for and loyalty to the native heath. 

Sources for all important statements 
in this booklet are given, thus establishing 
a real confidence never inspired by un- 
authenticated estimates and figures. For 
instance, the fact that Washington, Ore- 
gon and Idaho produce one-ninth of all 
the nation’s wheat (pray to Heaven for 
an upturn in prices), one-third of its ap- 
ples, one-third of all the nation's lumber, 
one-fourth of its silver and one-fourth of 
its copper, etc., are sponsored by Brook- 
mire Economic Service. The data on auto- 
mobile registrations is from R. L. Polk 
& Company. Other data from a dozen 
well-authenticated sources are equally clear- 
ly labeled. Market area data is supplied 
from five unbiased sources, i.e., the 1930 
edition of the 100,000 Group of American 
Cities report, the Department of Com- 
merce’s Wholesale Grocery Survey, Dr. 
Cherington’s (J. Walter Thompson’s) Retail 
Shopping Areas, Batten, Barton, Durstine 
& Osborn’s “Trade Areas for Budgeting 
Control Purposes” and the Spokane Cham- 
ber of Commerce’s delineation of whole- 
sale areas. These areas are defined as the 
Heart of the Pacific Northwest, an area 
comprising 522 cities, towns and the farm 
territories adjacent thereto; in other words, 
that rich valley lying between the Cascade 
Mountains and the northern Rockies. 

In the page after page which follows 
are found much detailed data that will help 
the sales or advertising manager in placing 
a campaign in what has been described as 
“Lincoln—the Fiftieth State.” Finally there 


is a list of the standard merchandising 
services performed by the Spokesman-Re. 
view and Chronicle and some data on the 
three state farm papers published under 
the same head, i.e., the Washington 
Farmer, Oregon Farmer and Idaho Farmer, 
Frankly, we feel that the interests of both 
newspapers and farm papers would have 
been better served if the two stories had 
been kept separate. For although the 
coverage offered by the combination is 
highly desirable, it is confusing to the 
average reader to have the two stories 
thrown in together. 

As promised by the publisher, this book- 
let contains enough data in briefed form 
to comprise three ordinary promotion 
pieces. Its completeness, its fileability and 
its conciseness more than make up for any 
of the above-mentioned shortcomings. It 
should be in the files of everyone who 
contemplates intensive sales effort in the 
Pacific Northwest. Obtainable presumably 
direct from the publisher at Spokane; from 
M. C. Mogensen & Company, San Fran- 
cisco, Los Angles, Seattle and Portland; 
or from William J. Morton Company, New 
York and Chicago. 


Thumbnail Reviews 


The 1930 Survey of the Oil Burner In- 
dustry. A survey presenting all burner 
production figures and fuel-oil consumption 
figures; also figures showing population, 
number of families, incomes and number 
of oil burners by states; the number of 
oil-burner installations by cities, etc. Fuel 
Oil Journal, 420 Madison Avenue, New 
York City. (Twenty pages.) * 


Ice Cream Sales Index, January to April, 
1930, Inclusive. An analysis of ice cream 
sales by states for this four-month period 
in 1930 compared with the same period 
in 1929. International Association of Ice 
Cream Manufacturers, Bureau of Service 
and Statistics, Harrisburg, Pennsylvania. 
(Sixteen pages.) * 


A Test Analysis of Unsuccessful Indus- 
trial Companies. (Bulletin No. 31.) An 
investigation of the financial ratios of a 
number of industrial companies which have 
failed within recent years. University of 
Illinois, Bureau of Business Research, 
Urbana, Illinois. (Fifty-nine pages.) * 


How Sales Executives Are Rearranging 
Their Work to Increase Their Field Activ- 
ities. (Report No. 326.) Plans for short 
cuts in handling salesmen, plans to reduce 
the amount of correspondence with sales- 
men and map plans to facilitate organiza- 
tion and expedite sales control are some 
of the plans reviewed. Dartnell Corpora 
tion, 4660 Ravenswood Avenue, Chicago, 
Illinois. (Thirty pages.) $2.50. 


Preliminary Production Figures, Biennial 
Census of Manufacturers (1929). Copies 
of the detailed preliminary reports on four- 
teen commodities are available without 
charge from the Bureau of the Census, 
Washington, D. C. 


*Not for general free distribution. 
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Goldilocks 


isn’t a bit afraid of 


EG 
—s 


the Wall Street bears! 


As the Boone Man about the thousands of entrants in 
the Uptown New York Baby Contest, sponsored by the 
Evening Journal. Then buzz him about the huge number of 
children who entered pets in the Brooklyn pets contest. Then 
about the Just Kids Safety Club. After he tells these true 
stories of reader-interest in New York homes with children, 
you'll want to hear of the selling experiences of home prod- 
ucts similar to your own here. And of the part the Boone Man 
played in getting proper distribution and real dealer cooper- 
ation. Then discuss your own product with him ... for you 
will have found him to know this market thoroughly, and 
to have the ability to apply that knowledge intelligently. 


NEW YORK 
EVENING JOURN AL 


MAIN OFFICE: 9 EAST FORTIETH ST., 
REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


New York, International Magazine Bldg. . . . RocHester, Temple Bldg. 
Cuicaco, Hearst Bldg. . PHitapetpuia, Fidelity Philadelphia Trust Bldg. 
Detroit, General Motors Building .... . -Boston, 5 Winthrop Square 


Paciric Coast Representative, H. H. Conger, 5 Third St., San Francisco 
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Significant News 


e @ @ Secretary Lamont of the Department of Com- 
merce is Out this week with another optimistic forecast. 
He likes especially signs of better retail business, the 
increase in August exports and forward buying of raw 
materials. 


e @ @ Reports were current last week of a secret 
meeting under government auspices to devise means of 
encouraging manufacturers to buy raw material at current 
low prices. This may explain the inquiries, noted in this 
place last week, which have been raising the spirits of 
producers of raw material, 


@ @ @ Commodity prices gained somewhat last week 
in spite of the decline in agricultural products, the Irving 
Fisher index number rising from 83.4 the week before to 
83.6. Evidence accumulates that something like equili- 
brium has been reached. 


e @ @ Garment makers report a distinct September 
pick-up. In many stores business is ahead of last year, 
inventories continue low both in retail and wholesale 
establishments, production is not quite keeping up with 
orders, and more commercial travelers took the road than 
in any fall since 1926. 


@ @ @ These conditions are exceptional. In most 
other lines the fall activity is still uneven and moderate. 
Inquiries for raw material, however, are regarded as sig- 
nificant of good expectations. 


@ @ @ The tire quasi-secret price war seems to be off. 
No formal announcement is expected, but understandings 
are said to have been arrived at to restore uniform dealer 
discounts and to recognize the independent dealers as 
essential factors in the industry. The Greater New York 
Tire Dealers have condemned the production by standard 
brand manufacturers of anonymous tires for chain outlets. 


@ @ @ Consumers of food are now saving ten cents in 
the dollar over last year’s prices according to a Department 
of Labor statement issued last week. 


@ @ @ The North Carolina chain store tax—$50 a 
yeat on all stores under common ownership—has been 
sustained by the supreme court of that state in a decision 
afirming a judgment of the superior court. 


® @ @ No other chain store tax law has gone as far 
in the state courts. An appeal to the United States 
Supreme Court will follow. Taxes already paid under pro- 


test in the fiscal year 1929-1930 by 2,600 stores amount 
to $13,000. 


© e@ e@ F. & W. Grand-Silver Stores, operating 203 
stores with an annual volume of more than $40,000,000, 
have acquired Metropolitan Stores, Ltd., a Canadian 
Subsidiary of Metropolitan Chain Stores, Inc. Metro- 
politan Stores is the largest Canadian chain controlled by 
American interests. F. & W. Grand-Silver Stores owns F. 
& W. Grand 5-10-25 Cent Stores and Isaac Silver & 
Brothers with 151 units having sales of about $18,000,000. 
is 1s the largest chain merger of the year. 


e@ @ e W. T. Grant, department store chain, has 
agreed to buy the ten department stores operated by 
Howorth-Snyder in Portchester, New York; Malden, 
Roslindale, Allison, Dorchester and Watertown, Massa- 
chusetts; Woonsocket, Rhode Island; Somerville, New 
Jersey ; and Williamsport, Pennsylvania,—in none of which 
are there Grant stores. This is W. T. Grant’s first ex- 
pansion by merger. 


@ e@ e A study of independent and chain store prices 
in Chicago is said to show that the chain stores sell their 
commodities at an average level of about 14 per cent 
lower than the independents. This is about the same dif- 
ference as was found in Durham, North Carolina, and 
Lexington, Kentucky. 


@ @ e As a result of cuts in gasoline prices in the 
middle west suit has been begun by independent dealers 
in the Federal District Courts sitting in Detroit against 
White Star Refining, Standard Oil of Indiana, Sinclair 
Refining, Shell Petroleum and Sun Oil. The action is 
under the anti-trust acts and is based on allegations of con- 
certed action. 


@ @ @ Separation of earned surplus from unearned 
surplus in balance sheets was urged this week by J. M. B. 
Hoxsey, executive assistant to the New York Stock Ex- 
change listing committee, in a statement that caused much 
discussion in financial circles. The idea is to emphasize 
and identify earning power as distinguished from capital 
resources. 


@ @ e@ Phelps Dodge has acquired National Electric 
Products, one of the largest manufacturers of copper and 
other metals for electrical and building industries. This 
enables Phelps Dodge to round out plans for complete 
operations. 


@ @ e@ American Telephone & Telegraph has pur- 
chased United States and Canadian rights to Teletype, 
which controls a telegraph printer service, and Creed & 
Company, a subsidiary of International Telephone & Tele- 
gtaph, has bought the foreign rights. 


@ @ @ Merchandisers with an eye to age groups have 
a particular interest in the Public Health Service estimate 
that average life expectancy at birth has been increased in 
the last twenty years from forty-eight to fifty-eight years. 
Youth predominates but middle age is increasing. 


@ @ e A warning against excess of selling talk on the 
air was uttered last week by Ira E. Robinson, Federal Radio 
Commissioner. He sees “ a radio menace steadily growing 
greater, more ruthless, more deserving of suspicion and 
more generally detested” because of ‘the use of blatant 
advertising in larger and larger doses.” “Short-sighted 
avarice,” he adds, “is at work to curtail the usefulness and 
beneficence of radio in the home, in the school, as a 
means of entertainment, of education, of uplift generally.” 


@ @ @ The impending appearance of returns of the 
national census of distribution is causing much discussion 
of readjustments that may be suggested by the figures look- 
ing to savings in the costs of distribution. 
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Protecting Retail Dealers 
Built General Tire’s Success 


manufacturing business cannot re- 

main small. If a manufacturer is 
successfully producing roasted cof- 
fee, or bakery goods, soft drinks, or 
some other commodity limited to his 
Incal field, his business grows with his 
community and the building up of 
his reputation in nearby communities. 
If he is producing a line or a specialty 
which can be economically distributed 
over a wider area, the volume of his 
business will be limited largely to the 
extent and aggressiveness of his mer- 
chandising. A study of small manu- 
facturing enterprises in the United 
States soon reveals the paradox that 
the success of a small business is de- 
termined by the rapidity with which 
it develops into a large business. 


I: appears that a successful small 


No Longer Small Company 


Judged by its present volume and 
standing in its industry, the General 
Tire & Rubber Company would have 
no place in a series of articles devoted 
to the methods of small manufactur- 
ers, for the company is now one of 
the six largest of its kind in the coun- 
try. Only a few years ago, however, 
the company was comparatively small 
and, because of its rapid and stable 
growth, the policy it has adhered to 
and the principles it has employed are 
well worth the study of small and large 
manufacturers in many lines. For the 
brief history of the company demon- 
strates how it is possible for a small 
manufacturing concern to enter a 
highly competitive field and, by tak- 
ing advantage of factors usually con- 
sidered handicaps, rapidly build up a 
large and profitable volume. 

A significant fact of the history is 
that the company still adheres to the 
policy and merchandising methods it 
adopted when it was organized. For 
some years, William O'Neil, president 
and general manager of the company, 
was a tire distributor and a manufac- 
turer of accessories in Kansas City. 
Associated with him was W. E. Fouse, 
now vice-president of the company. 
During their experience as distributors 
they gained a number of ideas as to 
how a tire manufacturing business 
should be conducted, and in 1915 
they went to Akron, Ohio, and estab- 


W. E. Fouse 


“When Mr. Fouse and I or- 
ganized the General Tire & 
Rubber Company in 1915 
our most valuable asset was 
a collection of ideas and 
hard cold facts that we had 
acquired as distributors of 
tires,” says William O’Neil, 
president and general mana- 
ger. “Usually a small manu- 
facturer takes it for granted 
that his big competitors are 
right because they are big. 
We were convinced that we 
knew of better ways to pro- 
duce and distribute tires and 
the success of the company 
indicates, I think, that our 
conviction was about right.” 
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lished the General Tire & Rubber 
Company. 

Since then, the company, under the 
leadership of Mr. O'Neil, has never 
failed to pay an annual profit in the 
form of dividends to its stockholders, 
It entered a field that was considered 
crowded, and its original capital was 
hardly more than 1 per cent of the 
capital of its largest competitor. In 
1923, it was still a comparatively small 
concern, as it sold that year a volume 
of $9,000,000, approximately. Dur- 
ing 1924, the company gained more 
than $4,000,000 in volume, with a 
gain of $4,500,000 the following year. 
Every subsequent year has shown an 
increase, and in 1929 the volume 
reached a total of $27,200,000. 

Even during 1920 and early in 
1921, the period of greatest depres- 
sion the rubber industry has ever 
known, the General company carried 
on without trouble, and regularly paid 
dividends on its preferred and com- 
mon stock. It was financed entirely 
within its own organization, has no 
bonded indebtedness and is not obli- 
gated in any way to any outside group 
of financial interests. 


Sound Financial Position 


Business and financial papers have 
frequently commented on the sound- 
ness of the company’s financial posi- 
tion. A recent issue of business 
analysis and forecast, published by a 
prominent research institution, fe- 
vealed the fact that, since 1923, the 
company has made a larger percentage 
gain than any other company in the 
rubber industry. 

Too frequently the small manufac- 
turer shows a tendency to imitate his 
large rivals in both merchandise and 
methods, But the General company 
appears to succeed because it does 
things differently—and well. Recently 
during an interview in his Akron of- 
fice, Mr. O'Neil emphasized this 
point, and said that he believed in- 
telligent originality to be one of the 
greatest advantages of the small manu- 
facturer. He dismissed the financial 
problem as one that will almost take 
care of itself under sound manage 
ment, and mentioned superior goods, 
specializing and economic merchandis- 
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The fourth of a series of 
articles* on small 
businesses 


BY JAMES TRUE 


ing as three of the major reasons for 
the success of his company. 

“When Mr. Fouse and I organized 
the General Tire & Rubber Company, 
he continued, ‘“‘our most valuable as- 
set was a collection of ideas and hard 
cold facts we had acquired as distrib- 
utors of tires. If a small manufac- 
turer knows his business and is known 
in his industry, he should not have 
any trouble in getting sufficient capital 
to launch a sound proposition. We 
had some money, and we had no 
trouble in gathering an organization 
of experienced men around us who 
had as much more as we needed, with 
sufficient faith in our plans to invest 
it with us. 


Dared to Be Different 


“Usually, a small manufacturer 
takes it for granted that his big com- 
petitors are right because they are big. 
We knew from experience that they 
were wrong in a good many things 
they did—and are still doing. Busi- 
ness methods have a way of repeating 
themselves as long as they are effec- 
tive, and their faults are not recog- 
nized until somebody discovers better 
methods. We had studied the busi- 
ness for years, and we were familiar 
with the faults and failings, or at 
least the weaknesses, of the old estab- 
lished methods. We were convinced 
that we knew of better ways to pro- 
duce and distribute tires, and the suc- 
cess of the company indicates, I think, 
that our conviction was about right.” 

Some of the company’s different 
ways of doing things, as Mr. O’Neil 
explained them, undoubtedly will be 
of suggestive value to manufacturers 
in other lines. For instance, in 1915 
practically all of the company’s com- 
petitors were striving for large vol- 
ume. Some of the largest concerns 
were manufacturing, besides tires, 
extensive lines of rubber goods. But 
the General company determined to 
manufacture nothing but tires, tubes 
and tire accessories of the highest 
quality, and it still adheres to its spe- 
cializing policy. 

Then, as now, nearly all tire manu- 
facturers were competing for the 

* Other articles appeared May 24, June 
7 and August 16. 
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From the first, the company has selected its dealers with the 
greatest care, giving them the exclusive distribution of General 
tires in their communities. 


equipment business, striving to in- 
crease their volume by selling large 
orders on contract to manufacturers 
of automobiles. This business, sold 
on very close margins, was considered 
hazardous by Mr. O'Neil, and the 
General company never has accepted 
an equipment order. 

Also, as has been the custom ever 
since, several of the large manufac- 
turers put out their tires under special 
brands for mail order houses and 
other mass distributors. This business, 
like equipment volume, is taken at 
very low prices, and the General com- 
pany considered it not only unprofit- 
able over a long period, but unfair to 
its established distributors. Therefore, 
the company never has sold an order 
at a reduced price to anyone for any 
volume, and it never has placed any 
trade-mark but “General” on any of 
its products. 

Still another custom which prevails 
generally in the industry is the dis- 
tribution of tires from the manufac- 
turers to wholesalers who, in turn, sell 
them to retail dealers. Although this 
system has been general since the be- 
ginning of the rubber tire industry, 
Mr. O’Neil believes it has serious 
faults which can be overcome only by 
selling direct to carefully selected 
dealers. Therefore, the General com- 
pany’s business has been built up by 
merchandising through individual re- 
tail dealers, with the interests of the 
dealer uppermost in mind, on the 
theory that it is better for the manu- 
facturer to have one intelligent, en- 
thusiastic dealer in a community than 
a number of indifferent and compet- 
ing accounts. 
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“When our general policy was an- 
nounced,” Mr. O'Neil said with a 
smile, “it was ridiculed by other tire 
manufacturers. They said it couldn’t 
be done, and they laughed at us for 
trying to do it. I don’t think any 
of them doubted our ability to pro- 
duce an excellent tire, but they could 
see nothing but failure for us in the 
way we had elected to distribute our 
production. 

“Well, we began by building tires 
of the highest quality, and we have 
been at it ever since. At the outset, 
we had enough money to establish a 
research laboratory, and many times 
we have improved our product long 
before the improvement was adopted 
by other manufacturers. As an ex- 
ample, when cords were on the hor- 
izon, we anticipated their popularity 
and specialized on them far ahead of 
our competition. We have always 
tried to keep a lap or two ahead on 
the quality of our tires, and I think 
the small manufacturer’s ability to get 
into production quicker than his big 
rivals gives him an advantage. 

“Strangely, we could not believe 
that volume for its own sake had any 
value for us. We knew we could 
make a better tire by concentrating all 
of our thought and effort on produc- 
ing the best quality we could, and not 
scattering our attention over a large 
line of rubber hose, gloves, toys and 
what not. Price within reason, we 
were convinced, was all that was 
necessary as far as pricing was con- 
cerned. We also believed that it 
would hamper us a great deal to at- 
tempt to reduce the cost of our tire 
production by turning out a number 
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of unrelated products. It was our 
conviction that the right kind of tires, 
priced at cost plus a reasonable profit 
and sold in the right way, would be 
successful. 

“Selling in the right way, we were 
sure, did not include taking equip- 
ment contracts. Although our big 
competitors were striving for this 
business, we could not see that the 
volume and the profits, any way you 
figured them, compensated for the 
risks and the almost inevitable losses. 
If we had devoted, say 10 or 15 per 
cent of our volume to an automobile 
manufacturer for equipment, the loss 
of the account would have meant 
shutting down part of the plant and 
laying off workers, while we scurried 
around to land another equipment 
contract. From the experiences of a 
number of manufacturers, we learned 
that the losses because of this sort of 
thing were frequently greater than the 
profits on and savings credited to the 
business. 

“The same principle applies to in- 
creasing volume by selling mail order 
houses and other large distributors 
under their own trade-mark. But there 
was still another reason why we did 
not want this business. We could not 
have sold the so-called mass buyers 
at prices necessary to take the business 
unless we were selling a number of 
regular distributors at considerably 
higher prices. And it did not seem 
fair to us to make our distributors 
support their cheapest and most de- 
moralizing competition in this fashion. 


Never Lowered Quality 


“Because of our previous experi- 
ence, we were familiar with the deal- 
ers’ problems. His purpose, of course, 
is to sell the tires he buys at a profit, 
and our policy was to aid the dealer 
to make money on our goods. We 
could see nothing but opposition to 
the dealers’ purpose and weakening of 
our policy in selling our tires at lower 
prices under special trade-marks. 
Therefore, we never have sold a tire 
that did not bear our own trade-mark, 
nor have we ever made a compromise 
with quality by offering a second or a 
third line. Neither have we ever dis- 
tributed a tire that did not go through 
the hands of a member of our dealer 
organization.”’ 

In building up its dealer organiza- 
tion, as Mr. O’Neil explained the 
procedure, it is obvious that the Gen- 
eral Tire & Rubber Company has 
created a distributive factor that is the 
principal reason for its success. From 
the first, the company has selected its 
dealers with the greatest care, giving 
them the exclusive distribution of 
General tires in their communities. 


And as a result, for a number of years 
the company has had the energetic co- 
operation of a dealer, selected for his 
intelligence, business ability, reputa- 
tion and financial standing, in every 
merchandising community in the 
United States. 

It is the policy of other manufac- 
turers to sell as many dealers as pos- 
sible through wholesale distributors. 
Naturally, these dealers compete with 
each other on the same makes of tires, 
and it is impossible for the manufac- 
turers to prevent price-cutting and 
other demoralizing practices. In sell- 
ing only one dealer in a community, 
the General company avoids the evils 
of direct competition in its merchan- 


dising. 
Practically No Turnover 


In their advertising it is apparent 
that other manufacturers are attempt- 
ing to create consumer demand that 
will encourage more dealers to take on 
their lines, with the belief that dis- 
tribution is benefited by a multiplicity 
of retail outlets. The General com- 
pany advertises for another reason. 
In 1929, it spent more than $500,000 
for advertising and stood fourth on 
the comparative advertising list for the 
industry; but every advertisement it 
published was planned for the pur- 
pose, not of selling more dealers, but 
of building up its own business by 
creating a larger and better demand 
for its established dealer organization. 

There is a permanency in this dealer 
organization not found in the distribu- 
tion machinery of any other tire manu- 
facturing concern. The General com- 
pany’s cost of selling is comparatively 
very low because its dealer turnover is 
practically nothing. Whenever, for 
any reason, a dealer gives up the line, 
there is always a qualified dealer in 
the community waiting to take on 
General tires. But this seldom hap- 
pens, and only with dealers who have 
not fully understood the advantages 
of the policy. Among dealers who 
have affiliated closely with the com- 
pany, there has not been a single in- 
stance of one going over to a compet- 
ing manufacturer. Because of the 
policy of the company, the General 
Tire dealer franchise has a recognized 
value in every merchandising com- 
munity, and it is also considered an 
asset that assures the success of the 
qualified dealer. 

The permanency of the dealer or- 
ganization is reflected in the produc- 
tion of the company, and many 
economies and advantages are due to 
the uniformity of production. There 
is never a slump of 5 or 10 per cent, 
or any appreciable part of the regular 
volume because of the loss of an 
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equipment contract, a large distribut. 
or’s business, or the orders of a mass 
buyer. Not a single distributor out. 
let takes more than 114 per cent of 
the company’s output. 

This beneficial effect of the uni. 
formity of distribution and production 
is apparent in every department of the 
General business. As an example, 
steady employment the year round 
enables the company to choose its tire. 
builders from the best workmen in 
the industry. There has been less fluc. 
tuation in the factory organization of 
the General company than in the 
working force of any other of the rub- 
ber companies. 

Although the company pays its 
workers on the basis prevailing in 
1929 the average General workman 
received more in wages than the aver- 
age workman in the other rubber fac. 
tories, because of steadier employ- 
ment. All of which creates pride of 
workmanship, greater care in manufac- 
turing, a saving in the cost of employ- 
ment and an assurance of the mainten- 
ance of the highest quality of produc- 
tion. 

When these facts are considered, 
there can be no doubt that the General 
company’s merchandising policy is re- 
sponsible for the fact that, from 1926 
to 1929, the volume of the company’s 
business increased 35 per cent, while 
the tire industry as a whole, during 
the same period, experienced a loss in 
volume of 18 per cent. 


Sought Cooperation Above All 


“When we organized the com. 
pany,” Mr. O’Neil said, “our inten- 
tion was not merely to make money, 
but to build an institution—an organ- 
ization that would grow steadily and 
surely, and maintain its position in the 
industry without hazard. From our 
experience as distributors and dealers, 
we were convinced that, in the long 
run, the most profitable support for a 
tire manufacturer would come from 
the cooperation of intelligent dealers 
organized according to an equitable 
merchandising policy. 

“We realized that this support 
would be vastly more valuable than 
any benefits accruing from large vol- 
ume orders. And we realized that 
what would be best for our dealers 
would be best for the company. 

‘As tire dealers, we had been 
through the discouraging experience 
of having the business we had built 
up on a line demoralized by price-cut- 
ters. As distributors, we had learned 
that it is impossible to secure the co- 
operation of intelligent dealers with- 
out protecting them against the prob- 
ability of ignorant and demoralizing 

(Continued on page 484) 
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Can Government Regulation 
Rescue American Business? 


BY RUDOLPH SPRECEELS* 


President, Spreckels Sugar Corporation, New York, and President, 
The Sugar Institute 


UR facilities for the produc- 

tion of almost all commodities 

are far in excess of the 

present-day restricted con- 
sumption. The old theory that 
“competition is the life of trade’ is 
not applicable to present-day condi- 
tions. Neither are our state and 
Federal laws governing business con- 
ducive, under existing conditions, to 
the preservation of vested capital, nor 
do they promote the welfare of our 
people. Under our anti-trust laws, 
several corporations may merge, 
whereupon the directors of such com- 
panies may legally do many things 
they would not have been permitted 
to do in consultation while they were 
competitors. 

Independent companies, controlling 
a small percentage of the output of 
an industry, are severely handicapped 
because constructive methods of mer- 
chandising cannot be freely discussed 
with competitors. Consequently, trade 
associations have been formed, after 
consultations with the Department of 
Justice and the Federal Trade Com- 
mission, relating to business codes of 
ethics under which unfair trade prac- 
tices might be eliminated. | Unfor- 
tunately, only tentative approval of the 
plans of a trade association can be 
given by our governmental depart- 
ments, 

Trade associations might be helpful 
(0 industry provided, first, that our 
governmental departments had author- 
ity to give legal sanction to their 
activities after prior consultation con- 
cerning the steps they desired to take; 
second, if all the members could be 
legally held in damages to their com- 
petitors for violations of an associa- 
tion's code of ethics or interpretations 
thereof approved by governmental 
authority. 


Tt is not my purpose to find fault 
with government officials charged 
with enforcing Federal or state laws. 

“Address given at the Boston Conference 
on Retail Distribution this week. 


What I condemn is the failure of 
Congress and state legislatures to 
realize that changing conditions in 
business and public welfare demand 
readjustments. 

The United States Supreme Court 
decisions have not so clarified the 
legal questions involved in our anti- 
trust laws that legal opinions may be 
relied upon as a safe guide in the 
conduct of trade associations or busi- 
ness generally. 

For the moment at least our nation 
seems woefully lacking in constructive 
leadership. The dollar has become 
the only medal of distinction. 

‘‘Racketeering’’ is not the invention 
of bootleggers. They, and the ever- 
increasing lawless bands who levy 
tribute on big and little business 
through threats against life and prop- 
erty, are mere infringers. Our busi- 
ness history is replete with records of 
corruption of public officials, bribery 
of competitors’ employes, and other 
“rackets” used to intimidate or destroy 
less powerfully organized competitors. 
Even placing business competitors ‘‘on 
the spot,” financially speaking, is not 
uncommon in our business annals. 
With decreased demand for their 
products, competitors engage in ruth- 
less competition, each striving to 
secure the lion’s share of the reduced 
demand. Our Government should 
realize that destructive competition in 
business results in less profits for all 
and in some cases financial ruin. 

We cannot expect a return of pros- 
perity until the present condition of 
unemployment is overcome. 

Immediate steps should be taken by 
our Government to regulate competi- 
tion as it did during the World War. 
By allocating to each manufacturing 
company its legitimate share of the 
existing demand and requiring it to 
sell at a price fair to consumers 
which will insure a reasonable profit, 
confidence could be quickly restored. 

With confidence restored, labor 
would be in greater demand. In- 
creased employment would augment 
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Rudolph Spreckels 


buying power and soon lift us out of 
the vicious circle of depression we are 
now floundering in. Our Government 
alone is in a position to prevent a 
bad situation from becoming worse. 

I still have confidence in the in- 
telligence of our people and firmly 
believe courageous leadership will de- 
velop in time to prevent our falling 
into the European mistake of adopting 
a dole system or some other unwise 
and unnecessary expedient. 

We must not go on fiddling while 
the fire of discontent is being fed 
by widespread unemployment and 
“profitless prosperity.” 

What is needed most is the formu- 
lation of constructive plans which 
will blaze the way along a new and 
better road by which our Government 
may go hand in hand with the people 
in every walk of life, toward a just 
and sane solution of all our prob- 
lems. 

I suggest that this conference adopt 
resolutions calling another conference 
in the near future—that trade asso- 
ciations, representatives of industry 
and business, national labor organiza- 
tions, national farm organizations, 
wholesale and retail associations be 
requested to send delegates to that 
conference and that the President of 

(Continued on page 481) 
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Demonstrators show housewives how foods should 
be prepared and explain the superiority of High 
Grade brands. 


the independent grocer, the H. 

D. Lee Mercantile Company, 
of Kansas City, evolved a plan for the 
protection of its own business with in- 
dependent grocers by enabling them 
to protect themselves. The plan has 
placed in their hands the same com- 
petitive weapons used by chain stores 
—power to buy quantity and thus re- 
duce the retail selling price of indi- 
vidual items. 

The organization carrying out this 
plan is the High-Grade Food Stores, 
a group of nearly 800 independent 
grocers in the central western and 
southwestern states, formed in June, 
1929. 

For its buying power on all articles, 
from foodstuffs to filling cabinets, an 
expert knowledge of good merchan- 
dising and an advertising intelligence, 
the company asks nothing. Its con- 
tract with the merchant may be ter- 
minated by a postal card. It is bind- 
ing in no way except that the merchant 
must modernize his store, its fixtures 
and its ideas, and offer full coopera- 


FTER five years of studying 
Az store encroachment upon 


tion to the organization in these re- 
spects. 

The plan has changed the old meet- 
ing-place of local philosophers to a 
modern store, arranged effectively and 
manned by an aggressive sales force. 
Education in merchandising and power 
to place goods on his shelves at com- 
petitive prices have increased the in- 
dividual store owner’s business from 
$900 a month to triple his former 
business. Savings on insurance alone 
amount to about $15,000 a year for 
the group. On all cooperative buying, 
savings run from 25 to 40 per cent. 
In return independent merchants have 
been enabled to buy more from H. 
D. Lee and more merchants have been 
attracted to buy. 

John E. Sanderson, field man in 
charge of all merchandising develop- 
ments, was for some years with Jewett 
& Sherman, of Milwaukee, and is 
himself a developer of a chain of 
stores under his own name in Kansas 
City. The selection of specialties and 
preparation of copy for each week’s 
advertising in each town with a group 
of High-Grade Food Store merchants, 
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How H. D. Lee 
a Challenge of] 


Five years of study back up the plan 
used by this Kansas City wholesaler 
to teach their dealers how to help 
themselves. Mass buying, modern 
store arrangement, expert advertis- 
ing assistance, and training of em- 
ployes and employers is making this 


voluntary chain a valuable factor in 
today’s Middle West distribution. 


preparation of hand bills, etc. is under 
E. D. Paul, formerly of the advertising 
staff of the Kansas City Star, and an 
organizer of the Associated Grocers of 
Kansas City and the Allied Independ- 
ent Druggists. 

Window posters, featuring nation- 
ally advertised articles, are prepared 
for the grocer’s window each week. 
A weekly bulletin is issued containing 
information of general interest to the 
group, news of member stores and 
listings of desirable items ready for 
purchase and shipment. These are 
only a few of the advantages of a cen- 
tral expert advertising department. 

Every Monday night, school is held 
for proprietors, clerks and telephone 
girls. Mr. Sanderson at these meet- 
ings takes up the history and prepara- 
tion of foods, and salesmanship. No 
label is mentioned, but a definite at- 
tempt is made to impress upon the 
grocer the fact that the essential dif- 
ference between an extta high grade 
and the average grade is in the food 
itself, since it costs as much to pack, 
crate and ship one kind as another. 

For instance, the history of coffee 
is discussed from the time the coffee 
tree is planted to the time it bears 
fruit. Why coffees bear different 
names is brought out. Teas are simt- 
larly treated, and such things as why 
there are green and black teas are ex- 
plained. To demonstrate meats— 
which the company does not sell—a 
practical butcher who has proved him- 
self a success is obtained. He cuts up 
a side of meat, pointing out as he 
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BY KENNETH FORCE 
olan 
aler does so how best to do it to make a 
profit on each cut. Bread, candies, 
relp fruits, etc., are treated in the same ex- 
haustive manner, 
lern The school for clerks and telephone 
= operators is essentially a school in 
ts- “salesmanship over the counter.” 
: Personal appearance, manners and 
-M- conduct best suited to selling are 
this taught. The proprietor is also taught 
Y these subjects with the addition of 
rin window trimming according to mod- 
ern psychological methods, and dec- 
ion. oration. The entire object of the 
school is to make the merchant and 
his staff better salesmen—to enable 
under them to move goods more rapidly. 
Using A merchant, to belong to the High- 
ad an Grade Food Store organization, must 
ers of modernize his place, and, for this pur- 
pend- pose, Mr. Sanderson has expert advice. 
He uses blue prints in helping the “Salesmanship over the counter’ is taught to clerks 
ation- merchant rearrange his store. If the in all the High Grade stores. 
pared merchant isn’t profiting as he should, 
week, he helps him discover and remedy the 
ining leaks. He plans sales campaigns for an educational and home economics 275 local papers throughout the mid- 
0 the the merchant when he is trying to | department and placed Miss Mildred dle west now are being used. 
and move old stock. Bowersock, former hospital dietician Advertising funds are handled by 
y for A staff of trained women demon- at its head. The department works the High-Grade Food Store depart- 
ao strators is maintained by the company _— with the Parent-Teachers Pre-School ment and a committee of ten mer- 
jal for two purposes. Every Saturday, Association, giving lectures on proper ~ chants, elected by the group as a 
t. they go to a certain town to work diet and food for the pre-school child. | whole in June and December. This 
held with the various stores there, demon- _—Its services are available to anyone § committee and the department select 
shone strating foods the merchant sells. preparing a special lunch or dinner, articles to be advertised and plan the 
meet- On other days, a demonstrator is | and menus for housewives are pre- advertising for each week in advance. 
pata- assigned to each merchant in a given pared upon request for any length = In addition to advertising the com- 
_ No town. Each takes samples of a full period. This work is a vital adjunct mittee guides merchandising and other 
te at- line of the merchandise he handles. to that of the High-Grade Food Store interests of the group for the period. 
1 the After the merchant makes appoint- department. It handles all cooperative buying, 
| dif- ments for her among his customers, Each grocer who belongs to the using the company’s buying power, 
grade the demonstrator takes her sample case group has one monetary obligation which is given with only a 3 per cent 
food and goes into the home. She has the only. For advertising purposes, he handling charge. It cooperates with 
pack, housewife sample the food, shows her _ pays into a general fund $10 a month, _ the department, but decides independ- 
mr how it is packed, gives her its history | which, in face of his savings through _ ently of it where it shall buy. Thus 
coffee and demonstrates its superior qualities. | bulk buying, is only a nominal fee. If _—_ far, it buys from the H. D. Lee Mer- 
offee It is not unusual for a demonstrator there are seventeen other High-Grade — cantile Company whenever possible. 
bears to walk away from a home with a Food stores in his city, there is $180 There are a great number of com- 
“7 $750 order. In some instances this | a month available for advertising in petitive items the company handles 
_— practice has resulted in orders much his local paper. ‘To each merchant for the group at no profit, even food- 
why larger, though the average is between accrues the entire benefit of the ad- stuffs bearing competitive labels. For 
al $200 and $300. There are nine  vertising buying power of eighteen instance, the company is a big roaster 
“i demonstrators, all thoroughly educated = merchants. These advertisements are of coffee, yet if a grocer wants a brand 
an, by the company before being sent out _ institutional in type and feature High- _ of coffee it does not carry, it is pur- 
i over the territory. Grade Food Store products bought chased for him at cost. 
" na In 1929, the Lee company created _— through the organization. More than (Continued on page 481) 
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Mr. and Mrs. see how the wheels go around in the new Brunswick radio models. As they sit on the edge of the 
turntable, the salesman points out the advantages of radio and Panatrope combined. 


Sugar-Coating Mechanical Facts 
with Trick Photography 5, ». « sarap 


AKING advantage of the 

educational attributes and inter- 

est-commanding features of 

modern photography, several 
manufacturers recently have created 
dramatic impressions and aroused 
much favorable interest and comment 
by distributing portfolios in which a 
prospect is depicted as being conducted 
on a “tour” through the interior of 
the product. 

‘Four of our executives and I have 
just spent two hours in studying your 
remarkable “Tour Through a Fuel 
Pump’,” the president of one of the 
largest automobile manufacturing 
companies wrote the Stewart-Warner 
Corporation, for example, and this is 
said to be typical of the comment of 
several hundred other car company 
executives and engineers who wrote to 
express their praise and appreciation 
of this impressive presentation. 

This “tour” through a product the 
dimensions of which are expressed in 
inches consists of a sixteen-page port- 
folio, nine-by-twelve inches in size, 
profusely illustrated with photographs 
of cut-away sections of the fuel pump 


Two variations of a “tour” through a product, as 
used by Stewart-Warner and the Brunswick Radio 
Corporation, suggest a practical and effective plan 
for getting important mechanical facts before 
buyers and at the same time making ’em like it. 


upon which reduced photographs of 
two men in appropriate positions had 
been superimposed. 

Close-up views of the product were 
taken to produce the illusion of 
greatly magnified size and the nega- 
tives were left unretouched to show 
the rough grain of the metal, making 
the photograph all the more realistic. 

Two models were then posed in the 
desired positions, one taking the part 
of a guest, the other that of a Stewart- 
Warner engineer conducting him on 
a tour through the fuel pump. The 
guest wears a hat and carries a top- 
coat on his arm; the engineer is hat- 
less and without a topcoat. In various 
poses, the guest looks on with inter- 
ested attention while the engineer 
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points to or climbs about on the dif- 
ferent parts of the device. 

The posed photographs were tre- 
duced, superimposed upon the close- 
ups of the sectional views of the 
pump, and the layout was reproduced, 
showing the two men apparently mak- 
ing an actual inspection tour through 
the interior of the small device. 

The reproduced photographs were 
supplemented by drawings of the com- 
plete pump and of sections of it, the 
latter showing the two men in red 
silhouette within the mechanism. 

The copy, written in the first per- 
son, is brief purporting to be com- 
ments of the engineer-conductor as 
he calls the attention of his guest to 
the various features as they go along. 
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The first view shows the two men 
standing at one end of the pump and 
the conductor is saying, “Just a word 
before we enter the pump.” After a 
bit of general comment he says, 
“Now, let’s step inside,” and a sketch 
in the lower corner shows the two 
walking a gangplank leading into the 
pump. 

On page two, the men are standing 
in the lower section of the pump, the 
conductor with one hand upraised as 
he calls attention to the cam-operated 
lever. 

Two small cuts and a sketch on 
page three show the tourists inspecting 
the plunger and its leather heel. 

On page four the conductor re- 
marks that, “We are now up on the 
flange’ and a_ seven-by-seven-and-a- 
half inch cut shows the two figures 
up on what appears to be a mammoth 
casting, examining the following 
spring. 

Another cut of equal size on the 
facing page shows them peering down 
into a vast chasm which in reality is 
probably about half an inch wide and 
perhaps an inch or so deep; the fuel 
entrance to the pump. 


Only Two Graphs in Book 


A full-page illustration on page six 
shows them standing on the filter 
screen of the gas strainer, examining 
the inlet valve opening into the pump- 
ing chamber. 

Another full-page view shows them 
advancing cautiously through the 
pumping chamber, while another on 
page ten depicts them standing on the 
diaphragm, while the engineer points 
out many of its excellent features. 

They then climb up through the 
widening throat of the outlet, into 
the vapor dome, where they look 
down into a huge caldron and watch 
the vapor bubbles coming up, in an- 
other full-page reproduction. 

Page sixteen is the only technical 
part of the presentation and it tells 
the story by means of two graphs and 
brief copy. 

The portfolio was prepared for and 
sent to executives and engineers of 
automobile manufacturing companies 
that use or are prospects for Stewart- 
Warner fuel pump. The work is 
copyrighted by Stewart-Warner Cor- 
poration. 

A somewhat similar brochure is 
being used by the Brunswick Radio 
Corporation, Chicago, in presenting 
its new line of radio receivers to dis- 
tributors and dealers. The Brunswick 
portfolio is larger, being twelve by 
eighteen inches, and is in color, in- 
stead of black and white. 

The first two pages present a semi- 
technical description of the new line 
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of receivers. This is followed by, 
“An Illustrated Journey Through 
Brunswick Radio.” A man and a 
woman are the guests who are con- 
ducted on the tour by a Brunswick 
salesman. 

The journey begins out in a forest, 
where the salesman tells his prospects 
about woods from which Brunswick 
cabinets are fashioned, then the trio 
take a position of vantage and get a 
bird’s-eye view of the factories. 

We next find all three persons 
standing on the doorsill of a radio 
receiver while the salesman points to 
the new horizontal tuning scale. 

They then stand by on a radio 
cabinet and watch a cabinetmaker 
putting the finishing touches on it. 

Next they go inside and examine 
the “Uni-Selector” and the horizontal 
tuning scale, then pass on around the 
screen-gtid tubes—which are taller 
than the figures in the reproductions 
—thence into a power transformer, 
one wall of which has conveniently 
been cut away to permit such inspec- 
tion. 

They then examine the dynamic 
speaker and finally get 
up on the turntable 
of the phonograph 
division of a Bruns- 
wick radio with Pana- 
trope. Not content 
with this, they stroll 
around through a 
radio cabinet, the 
walls of which have 
been cut away, and 
examine joints, cor- 
ners, and veneer work 
to see with what care 
it has been  con- 
structed. 

Following this, the 
new Brunswick line 
of receivers is pre- 
sented in four full- 
color pages. 

Brunswick is also 
distributing a tiny 
little brochure, only 
two and a quarter by 
three and a quarter 
inches in size, en- 
titled,, “The Auto- 
biography of a Note,” 
in which the same 


Touring through the 
Stewart-Warner fuel 
pump, the prospect 
and salesmen enter 
the widening throat 
of the pump outlet 
before they go up 
into the dome of the 


pump. 
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action views and some others are 
reproduced. 

The copy is written in the first per- 
son, in story form, and consists of 
ten chapters: “I Am Born,” “Why 
Journey Through Space,” ‘Your 
Brunswick Receives Me,” ‘The Uni- 
Selector Admits Me,” “The Tubes 
Amplify Me,” “The Armored Chassis 
Protects Me,” “The Source of My 
New Power,” “The Speaker Repro- 
duces Me,” “I Am Born Again,” “I 
Entertain You.” 

This little brochure obviously is to 
be sent out by dealers to users and 
prospects. It is said that the larger 
portfolio may also be reproduced in 
smaller and less elaborate form. 

The presentation of a product in 
this way is unusual and exceptionally 
impressive and it is to be expected 
that consumers and prospects will be 
making ‘“‘tours” through all manner 
of products soon. It is obviously 
feasible to employ the same methods 
in connection with almost any product, 
from needles to locomotives, and it is 
difficult to imagine a more effective 
form of printed salesmanship. 


P. W. Combs, Sr. 


N the club car returning from 

Chicago to New York, the man 

on my right turned toward me and 

holding up his newspaper for my 
attention indicated an article on the 
front page. 

“See that story of the latest merg- 
er?” he questioned. 

He continued: 

“Every time I pick up a newspaper 
or a magazine I read about mergers; 
vertical mergers, horizontal mergers, 
circular mergers, department store 
mergers, chain store expansions, mail 
order houses building branch houses 
all over the country—all of which 
means consolidated buying, with a 
greatly reduced number of individual 
buyers, and a greatly reduced number 
of salesmen needed to sell them— 
what’s going to happen to us salesmen 
anyway?” 

“What do you think is going to 
happen?” I asked, hoping for a reply 
that would show what a salesman 
really thinks about it, but he came 
back with this rather surprising 
answer— 

“Oh, I don’t know. I suppose they 
will keep on until one small group 
owns all the factories, and another 
group owns all distribution outlets; 
then they will put those two together, 
and some kind of an interlocking 


Has the Salesman 


a Future? 


BY P. W. COMBS, SR. 


Associate Professor of Sales Management, New York University, 
New York City. 


directorate will allocate all the busi- 
ness and they won't need any sales- 
men. It’s too deep for me. I’m go- 
ing back to the car where some of the 
boys are playing bridge, get in the 
game and forget all about it.” And 
he was gone. 

“Left you flat, didn’t he?” came 
from my left. I recognized in the 
speaker a merchandising executive 
whose achievements have been given 
much publicity and realized that if I 
could get him started he would have 
much of interest to say on the subject. 

“Isn’t it just too bad that a young 
man with such an active imagination 
should allow it to travel so fast in the 
wrong direction?” he said. 

Here was my opportunity, and I 
seized it with “Is he so far wrong?” 

My companion gazed thoughtfully 
at the landscape speeding by, seem- 
ingly turning something over in his 
mind, then: “In the first place, he 
starts wrong by completely ignoring 
a very obvious fact. All those move- 
ments in merchandising the young 
man mentioned have opened up to the 
salesmen of today a wider range of 
activities with consequent greater op- 
portunities than the salesmen in any 
previous period enjoyed.” 

Reaching to his coat pocket, he took 
out a small booklet: 

“See here, let me show you some- 
thing bearing on the question. Here’s 
a booklet I picked up as I was leaving 
the office; I don’t know who pub- 
lished it as there appears to be no 
name on it, but it is a series of ex- 
tracts from a talk on distribution by 
Dr. Julius Klein. Just read that last 
paragraph,” and he handed me the 
booklet. 

I read “Marketing—therein lies the 
great field for the future improvement 
of commercial conditions in the coun- 
try. This is the gravest problem now 
confronting our business world.” 

“Think of it,” he continued, “mar- 
keting is called the gravest problem 
now confronting our business world; 
and what is marketing but just an- 
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other word for selling; and efficient 
selling surely means the need for 
many efficient salesmen. 

“I doubt very much that any num- 
ber of real salesmen are let out because 
of mergers. You must remember that 
when mergers are made, the combined 
output becomes immediately a bigger 
problem in distribution; very likely 
the executives of mergers are para- 
phrasing the young man’s question, 
and saying to themselves ‘without 
efficient salesmen, what’s going to 
happen to us?’ 

“Probably they do let out some 
‘traveling men,’ ‘order takers,’ ‘high- 
pressure go-getters’ and ‘representa- 
tives,’ for those types are entirely out 
of step with modern merchandising 
methods—and, by the way, you might 
classify the young man who asked you 
the question as one of those types; 
real salesmen are deep thinkers, who 
think straight; our young friend evi- 
dently does not belong to that class. 

“I noticed with amusement your 
apparent bewilderment when I rattled 
off those types. Well, in the sense I 
used them, they are purely products 
of my fancy; to me the ‘traveling 
man’ is the salesman who tears madly 
from town to town obsessed with the 
thought of making as many towns as 
he can in a day, and not spending 
enough time in any one to do a real 
job. 

“The ‘order taker’ is content to take 
such orders as may be waiting for 
him, but hasn’t the energy or initiative 
to create one, if it isn’t in plain sight. 

“The ‘high-pressure go-getter’ is 
perhaps the most dangerous because 
he frequently creates ill will by his 
dominating aggressive attitude of ‘J 
am determined to sell you something 
whether you need it or not, of 
whether it even suits your purpose.’ 

“And the ‘representative’—he’s just 
a nice, mild-mannered, excessively 
polite individual who has somehow 
conceived the idea that his house has 
such prestige that he need only say he 
is a ‘representative’ and some one will 
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“Iam only showing you what 
every woman knows.” 


Cutting Down the Calls Per Sale 


One year ago the Electric Refrigeration Department of the 
General Electric Co. started using a simple, effective sales 
training method to teach the salesmen what to do and show 
them exactly how to do it. 


Calls on prospects are controlled by pictures which present 
sales points in the exact pattern approved by the Central Office. 


During the year calls-per-sale have been reduced to a “‘very 


wat ’ satisfactory extent.” 
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give him an order. Now, you might 
add one more of my pet aversions to 
that group—the back-slapping, story- 
telling jovial good fellow—he’s out 
too. 

“However, it is my opinion, formed 
from many years’ experience, that it is 
not primarily the fault of the men; 
the fault lies in the wrong kind of 
sales training, and the lack of a fol- 
low through to see how the men trans- 
late their sales training in the field. 

“What have many of us who em- 
ploy salesmen been doing in our sales 
training? I'll tell you my impression 
—we've been literally cramming them 
with information about our plants, 
our facilities, our products, our his- 
torical background, our prestige. 

“Then we have some snappy pep- 
up sales meetings where we try to in- 
spire such thoughts as — ‘greater 
speed,’ ‘quicker action,’ ‘see more 
buyers,’ ‘make more towns,’ ‘get more 
volume’—we bring in a professional 
speaker who is a good orator but 
probably never sold anything in his 
life and he contributes vague, high- 
sounding phrases such as ‘buying im- 
pulse,’ ‘sales resistance,’ ‘consumer ac- 
ceptance,’ ‘the approach’ and ‘closing 
the sale’— 

“Probably we conclude with the 
sales manager who says, ‘Now you are 
all go-getters, hop to it; and remem- 
ber, the president expects every man 
to beat his quota.’ 


Information Not Enough 


“Now the leading educators agree 
that we can’t implant resourcefulness 
in a man merely by cramming him 
with information. That’s what’s the 
matter with the picture of sales train- 
ing and sales meetings that I have just 
painted for you. 

“In my opinion we don’t start at 
the proper point in our sales training. 
There are six major qualities that must 
be developed in a salesman if he is to 
approach perfection in salesmanship 
—the sixth is resourcefulness, which 
comes automatically with a high de- 
velopment of three of the others, and 
the other two enable the salesman to 
make the fullest use of the sixth. 

“The first is persistent orderliness— 
note the adjective, for it is important 
—orderliness, so that they may train 
their minds to seek facts in logical 
order, then arrange and present them 
in methodical, logical sequence. 

“Next comes one that will probably 
surprise you. It is the most neglected 
factor in sales training and one of the 
most important. Fine articulation— 


so that they may speak intelligibly, 

utter their thoughts clearly, logically, 

distinctly and in pleasing tones. 
“Now we have one which is dis- 
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cussed as much as the sixth quality 
and much misunderstood as related to 
the science of selling. Pleasing per- 
sonality—we must have that quality, 
otherwise many buyers won't give us a 
chance to present our proposition. It 
can be cultivated, but most of us think 
we are all right as we are: if the 
other fellow doesn’t like us, it’s just 
too bad. 

“Alert observation is necessary, 
for it enables the salesman to see and 
mentally record all things relevant to 
his work. This is the feeder for con- 
structive imagination which enables 
the salesman to devise plans for more 
effectively presenting his propositions, 
or for handling a given situation. 

“The sixth is spontaneous resource- 
fulness, and that quality will be auto- 
matically created through persistent, 
orderly exercise of observation and 
imagination. But even though a sales- 
man be resourceful, he must also have 
a pleasing personality and fine articu- 
lation if he is to capitalize fully on 
his ability. 


Unselfish Service to Buyer 


“There you have my idea of the six 
major qualities, but remember this: a 
casual interpretation of the meaning 
of those words won’t accomplish any- 
thing. There’s a whole course of sales 
training right in those six points; with 
a full development of these qualities, 
however, the salesmen will have in- 
tuitive comprehension of those things 
called fundamentals or principles of 
salesmanship and a ready understand- 
ing of the most efficient method of 
applying them in the practice of his 
art. 

‘Modern salesmanship cannot be 
predicated on the mere effort to sell a 
good article at a fair price. The 
buyer’s interest must be served beyond 
that point. Today's selling requires 
more and more that the salesman 
render some unusual, distinctive, or 
unselfish service to the buyer—and he 
should also be the source of much 
valuable information for his employer. 

“The spirit of the salesman’s ap- 
proach to buyers should not be the 
time-worn, ‘I am determined to sell 
you something’ attitude—instead it 
should be, ‘my company and I desire 
to be of some service in helping you 
increase your business, or solve your 
problems—tell us how we may serve, 
or permit us the opportunity to try to 
find a way.’ 

“Obviously, it is impossible to say 
exactly what service a salesman can 
render; it isn’t a thing to be handled 
by formula; it might be sales aids sup- 
plied by his company, more often it 
will be what he discovers himself 
through alert observation and con- 


structive imagination. If the salesman 
will think as hard about the buyer's 
problems as he does in a game of 
bridge, he will find a way to perform 
some unusual service. 

“The salesman is right out in the 
midst of circumstances and activities 
that combine to make a market for 
things. He is in that market con. 
stantly with an ever-changing picture 
passing in front of his eyes; if he be 
alertly observant, he will see what 
people buy, what persuades them to 
buy, what they need, and how their 
needs are supplied. 

“When he classifies his information 
in orderly arrangement and presents it 
to his employer, he is rendering a 
service far beyond that of merely sell- 
ing something. 

‘Remember Dr. Klein said that dis. 
tribution is the gravest problem con- 
fronting the business world. Then it 
must be apparent that the men who 
can be most useful in solving that 
problem are the salesmen who fully 
measure up to the requirements of 
modern salesmanship. 

“When they do measure up, they 
won't need to wonder what's going 
to happen to them—they will either 
be earning top salaries as salesmen, or 
they will graduate right into an execu- 
tive position. The business leaders of 
tomorrow should come from the 
ranks of the salesmen of today.” 


Ford May Inaugurate 
Europe Air Services 


Henry Ford has been investigat- 
ing the possibilities of establish- 
ing a regular air mail and 
passenger service in Europe, 
SALES MANAGEMENT learned 
from its London correspondent. 
The first proposals are being 
submitted to the Danish postal 
authorities and involve regular 
services between Copenhagen 
and Aarhus and Copenhagen 
and Esbjerg. For a beginning it 
is planned that one machine 
shall travel each way daily on 
each route. The service will 
operate on a purely commercial 
basis without state or other sub- 
sidy. It is hoped that no in- 
creased charge will be made to 
the public for mail carried by 
air and the planes will carry 
twelve to fourteen passengers at 
rates not greatly in excess of the 
rail and steamer fares. 

Mr. Ford is said to be contem- 
plating the establishment of an 
airplane assembly works at Co- 
penhagen, and a seaplane setv- 
ice between Esbjerg and London. 
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Developing Business 
by Telephoning customers from Key Towns 


Tue Key Town Plan of telephoning is so 
flexible that it will fit practically any sales 
program. A building materials company 
needs to keep in close touch with customers 
over a wide area in four Western states. Its 
salesmen visit certain key cities in person 
and telephone those nearby. In this way, 
they can contact each customer more fre- 
quently and at less expense. Learn before- 
hand of new building projects. Handle 
orders more promptly. Communicate 
with the home office on new developments 


accurately and without delay. 


A rubber footwear company co-ordinates 
its Key Town activities with the weather. 
Representatives maintain close contact with 
customers regularly in person. Then when 
stormy weather breaks, they immediately 
telephone, using Sequence Calling Lists to 
put the calls through in quick succession. 


The result is a rush of orders. 


The Key Town Plan can be custom-fitted 
to your business. The local Bell Business 
Office will gladly have a representative 
show you how it will build business and 
cut selling costs. Telephoning is inexpen- 
sive. Typical station-to-station day rates: 
Philadelphia to New York, soc. Chicago 
to Seattle, $6.50. Atlanta to St. Louis, 
$1.95. For all inter-city business, the tele- 


Phone is Quick... Effective . . . Convenient. 
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Issue ““Close-up”’ of Connecticut, 
First of State Market Studies 


With the cooperation of thirty promi- 
nent Eastern advertising agencies, four- 
teen Connecticut mewspapers, five 
organizations of newspaper repre- 
sentatives, and the endorsement of the 
Association of National Advertisers, 
A. S. Harley, of Market Data Bureau, 
55 West Forty-second Street, New 
York, has just completed a study of 
the Connecticut market, used as a 
starting-point for a similar series of 
studies which later may be extended 
to every state in the Union. 

Mr. Harley and his assistants inter- 
viewed personally in the last nine 
months merchants, bankers, news- 
paper publishers and even postmasters 
in every city and town in the state. 
The state was then divided up into 
twenty-seven trading areas—a trading 
area being considered the distance to 
which people would go to buy other 
than purely ‘convenience’ merchan- 
dise. 

Detailed figures were then prepared 
for retail trading areas, agricultural 
areas and townships. One hundred and 
sixty-nine townships called “towns” 
in Connecticut were covered. All to- 
gether the survey reports on condi- 
tions in 331 villages, towns and cities 
in Connecticut and seventeen in New 
York State. 

Under Retail Trading Centers the 


Market Data Plan shows the census of - 


all Connecticut cities for the years 
1900, 1910, 1920 and 1930, as well 
as for their metropolitan areas in 
1930, down to the number of fam- 
ilies and the composition and charac- 
ter of their population—including 
male and female, black, white, foreign 
born (and other breakdown) ; mar- 
tiages and births, professional men 
and women (and a further break- 
down to physicians, dentists, artists, 
lawyers and music teachers). There 
is then an occupation analysis, manu- 
facturing, transportation, trade, pub- 
lic service, professional service, and 
clerical. The number of manufactur- 
ing establishments, the value of prod- 
ucts, and the value added by manu- 
facture and the total and average wage 
is also included. Further studies 
under Retail Trade Areas cover build- 
ing values and costs, post office re- 
ceipts, income tax returns, the business 
done by banks and building and loan 
associations, the number and type of 
homes and their conveniences and the 
number of automobiles and the popu- 
lation per passenger car. 

The survey then goes into break- 


downs of the “institutional markets” 
within these areas—covering schools, 
libraries, churches and theatres, and 
then into wholesale and retail mar- 
kets, listing jobbers in main lines of 
business and retailers, independent 
and chain in each locality for every 
type of product. 

The study of twenty-seven retail trad- 
ing areas includes population, families, 
income tax returns and population 
per commercial and passenger cars, 
and phones, number of school pupils, 
population and bank resources and 
resources per capita. 

Agricultural and other data are also 
presented, by counties, 


Now, a Vest Pocket 
Shaving Apparatus 


The Foldabrush Shavo Kit, in- 
cluding a complete shaving out- 
fit of Gillette razor, tube for 
shaving cream, folding brush— 
all small enough to fit in a vest 
pocket and intended for use by 
traveling men and business ex- 
ecutives at their office desks— 
will be introduced soon in thir- 
teen national and seven trade 
magazines, by the Old Colony 
Distributing Company, Boston. 
The advertising will be placed 
by the Kenyon Company, a 
Boston agency. 


Armstrong Advertising 


Stresses New Label 


Emphasizing a new label which will 
appear on the face of each of its 
Quaker rugs, Armstrong Cork Com- 
pany, Lancaster, Pennsylvania, will 
start a new campaign October 4. Five 
magazines—Ladies’ Home Journal, 
Country Gentleman, Capper’s Farmer, 
Farmer's Wife and Holland’s Mag- 
azine—will be used. 

To help dealers tie in with the mag- 
azine advertising, Armstrong has pre- 
pared a kit of materials to be used 
in display windows and floor-covering 
departments. This kit will include a 
Quaker Girl cut-out display featuring 
the new label, a flasher light to il- 
luminate it, mounted enlargement of 
the new label, poster calling atttention 
to the Armstrong Quaker broadcasts 
and to Quaker piece goods, newspaper 
mats, a throw sheet of advertisements, 
an instruction sheet and stickers. 
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Roads to Prosperity 
Mapped by Leaders 
at Retail Meeting 


Four hundred executives in al] 
branches of business, including many 
sales and advertising managers, heard 
half a hundred speakers address the 
annual Conference on Retail Distrj- 
bution at the University Club, Bos. 
ton, this week. 

The conference was under the aus. 
pices of the Retail Trade Board of the 
Boston Chamber of Commerce. Co. 
operating with it were the Harvard 
University Graduate School of Busi- 
ness Administration, Boston Univer. 
sity College of Business Administra. 
tion, Massachusetts Institute of Tech- 
nology, the Advertising Federation of 
America, National Retail Dry Goods 
Association, National Association of 
Retail Clothiers & Furnishers, Whole. 
sale Dry Goods Institute, Inc., New 
York Retail Dry Goods Association, 
Pittsburgh Retail Merchants’ Associa- 
tion, National Chain Store Associa- 
tion, Garment Retailers of America, 
Specialty Stores Association, Inc., As- 
sociation of National Advertisers, 
Inc., Ohio State Council of Retail 
Merchants and Cleveland Retail Mer- 
chants’ Board and numerous Chambers 
of Commerce in Massachusetts. 
The conference was opened by George 
B. Johnson, president of the Retail 
Trade Board. 

Featuring the first day’s session was a 
severe criticism of the Federal Farm 
Board by Aaron Sapiro, whose subject 
was “Some Features of Last Year's 
Farm Distribution.” 

Another highlight of the conference 
was an address by Rudolph Spreckels, 
president of the Sugar Institute, Inc., 
which appears on page 463 of this 
issue. 

Edwin B. George, chief of market 
service, United States Bureau of For- 
eign and Domestic Commerce, talked 
on “The First Results of the Distti- 
bution Census,” 

The influence of mergers as they affect 
modern business and the consumef 
was discussed by Lew Hahn, president, 
Hahn Department Stores; J. George 
Frederick, and H. A. Toulmin, Jr. 
They forecast great changes in distti- 
bution methods, with manufacturer, 
wholesaler and retailer coming closet 
and closer together. William Nelson 
Taft, editor, Retail Ledger, discussed 
“The Sales Tax and Other Trends in 
@-cgislation.” , 
“The Consumer Looks at Advettis- 
ing,” was the subject of Paul T. 
Cherington, director of research, J. 
Walter Thompson Company. 


> 1930 Bf cepreMBER 27, 1930 SALES MANAGEMENT 473 


ales Stimulant 


Molloy Assure Your Sales Litera- 
Made ture a Satisfactory Intro- 
Covers duction to Your Prospects— 


Assure the Continued Good 
Standing of Your Catalog 
in the Recipient’s Favor — 


Jniver- 
nistra- 


eae ELY | 
WiERECOMMEND] | 
ae “On i IOGON: | it Molloy Covers Can Always 
LENSE! | | Look Fresh and Inviting Be- 
cause Dirt and Grease Can 


Be Washed Off — 


ssOcia- 
ssocia- 
nerica, 
., As- 
rtisers, 
Retail 
| Mer- 


: They Have a Permanent, 
imMpers 


Not a One-time, Sales Value 
—They Keep Your Books 


Longer in Service. 


seorge 
Retail 


was a 
Farm 
ubject 
Year's 


If YOUR Sales Literature 
Deserves the Prestige that 


erence 


[ 
{ 

{ 

t 

t 

f 

} 

' 

iM 
% 
' 

t 

; 

i 
f 
y 
t 
} 
: 
i 
i 
} 
4 
! 
f. 
‘ 
g 
\ 
t 
' 
I 
¢ 
{ 
¢ 
ee 


kels, : 
en“ Only Such Covers Can Give 
f this —If You Need an Unusual 
natket Sales Stimulant—Then 
f For- 


talked Send for Sample Cover. 


Distri- Commerc ial 


affect 


sn Covers for 


ident, 
eorge 


Ba Every Purpose 
cose 


=| The David J. Molloy Co. 


“Es 2864 North Western Avenue GP New York Address: 
h, J , 52 Vanderbilt Ave. 


Chicago, Illinois 


4740 SALES 


MANAGEMENT 


SEPTEMBER 27, 1930 


Iodent Radio Campaign 
Seeks Juvenile Trade 
for Corner Druggist 


A radio advertising campaign to link 
American druggists with the families 
which support their business will be 
inaugurated by the Iodent Chemical 
Company, Sunday, September 28, over 
twenty-one stations of the National 
Broadcasting Company. 

Iodent will spend about $15,000 a 
month in supplementary media, in- 
cluding one-third national showing of 
street car cards, small copy in Sunday 
newspapers and quarter pages in boys’ 
and girls’ magazines. 

The broadcasts will preach the gospel 
of ‘‘Patronize Your Neighborhood 
Druggist.”” They will picture him as 
a friend and counselor—emphasizing 
the “Big Brother Club,” sponsored by 
the Iodent company, members of 
which are required to brush their 
teeth twice daily. Boy Scouts, Camp- 
fire Girls and others are members. In 
appealing to the “youth” market, the 
company points out that 40 per cent 
of America’s total population is under 
twenty years of age. 

The advertising is in charge of 
George Harrison Phelps, Inc., Detroit. 


W. T. Grant to Acquire 


Howorth-Snyder Stores 

W. T. Grant Company, department 
store chain, New York, has acquired 
the ten department store units of the 
Howorth-Snyder Company, subject to 
approval of stockholders of that com- 
pany. 

The acquisition will be the first time 
the Grant company has expanded 
through the purchase of existing stores 
—every one of the present 315 units 
having been acquired separately. 
Grant sales for the first six months 
of this year were $31,040,161, an in- 
crease of 10.6 per cent; net profits, 
$935,011, an increase of 12.6 per 
cent. 


Willapa Oyster Farms 


Start Campaign Soon 


The Willapa Oyster Farms, Inc., Wil- 
lapa Harbor, Washington, has retained 
the Carl W. Art Advertising Agency 
of Seattle to conduct a campaign to 
popularize these new oysters propa- 
gated from seed from Japan. 
Advertising plans call for a coverage 
over the entire Pacific Coast—outdoor 
posters and a new motion picture, 
“The Romance of the Oyster,” being 
included. 


Shipping Containers 
Produced in Color 


Myracol, a colored liner which 
is said virtually to make a dis- 
play box out of corrugated 
containers, has just been intro- 
duced by the Container Cor- 
poration of America, Chicago. 
The new fibreboard is available 
in any color at slight additional 
expense. Several manufacturers, 
including Canada Dry Ginger 
Ale, Inc., and Welch Grape 
Juice Company, Inc., are adopt- 
ing it. 

The Container Corporation has 
acquired the Gibraltar Cor- 
tugated Paper Company, of 
North Bergen, New Jersey. 


Los Angeles Launches 


Commodity Exchange 

The California Commodity Exchange 
has been formed at Los Angeles, to 
aid in marketing the products for spot 
and future delivery in eleven Western 
states. Membership is limited to 
1,100 seats for brokers and producers. 
Members of the executive committee 
are J. N. McNaughton, general man- 
ager, Union Stockyards; Dr. W. D. 
Moriarty, director, school of merchan- 
dising, University of Southern Cali- 
fornia, and C. C. Hine, vice-president, 
Globe Grain & Milling Company. 


N. I. A. A. to Meet May 2 


The annual convention of the National 
Industrial Advertisers’ Association will be 
held at White Sulphur Springs, West Vir- 
gina, May 2-4, 1931. 


$250,000 Kelvinator 
Campaign Launches 
Low-Priced Model 


About $250,000 will be spent by the | 


Kelvinator Corporation in a new ad- 
vertising campaign to promote its 
Yukon model, now selling at $159.50 
f.o. b. Detroit, A. M. Taylor, adver- 
tising director, told SALES. Man- 
AGEMENT this week. Nation-wide 
showing of the new model took place 
recently. 


The campaign started with a series 
of teaser advertisements pointing out 
that there is “Something New under 
the Sun.” Full-page announcements 
marked the formal launching of the 
program in newspapers. Other media 
include mailing cards, window dis- 
plays, photograph albums, “The New 
Yukon Story,” projected by the 
Visual Film Service, posters, car-cards, 
streamers across streets and truck and 
automobile bumper banners. A spe- 
cial edition of a house organ, Sales 
Slants, providing information and 
instruction for salesmen, and a book- 
let on ‘Showroom Presentation of the 
New Yukon,” are also being used in 
the campaign. 

The new model was first announced 
April 9, but was reduced to its pres- 
ent price level only this month. 


A Correction 


Catherine McNelis, president of Tower 
Magazines, Inc., New York, corrects a 
statement by Ralph Williams of Williams 
& Saylor, in a recent article in SALEs 
MANAGEMENT, that the magazines were 
launched by the F. W. Woolworth Com- 
pany. “Woolworth has no financial inter- 
est in this corporation whatever,’ Miss 
McNelis said. 


Printer Tells Fish Story with Profitable Moral 


A fish story that is not only true but con- 
tains a moral was told recently in a booklet 


tition. 


by Githens-Sohl Corporation, “printer . 
with a creative complex,’ New York. 

“A naturalist divided an aquarium with a 
clear glass partition. He put a lusty bass 
in one section and minnows in the other. 
The bass would strike every time a minnow 
approached the glass partition. After three 
days of fruitless lunging, which netted him 
only bruises, he ceased his efforts and sub- 
sisted on the food that was dropped in. 
“Then the naturalist removed the glass par- 
The minnows swam all around the 
bass, but he did not strike at a single one. 
He was thoroughly sold on the idea that 
business was bad. 


“Moral: Take another shot at the glass par- 
tition. Maybe it isn’t there any more.” 
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Westinghouse-N. H. 
Unite to Introduce 
Electric Clocks 


Facilities of the New Haven Clock 
Company, New Haven, and the West- 
inghouse Electric & Manufacturing 
Company, Pittsburgh, have been joined 
to introduce electric clocks carrying 
the names of both companies and 
manufactured at New Haven. 


The clocks, which retail from $7.95 
to $75, are being advertised in nine 
magazines, C. A. Curtis, sales engi- 
neer, New Haven Clock division, told 
SALES MANAGEMENT. ‘The appro- 
priation will run between $75,000 
and $125,000, Mr. Curtis said. ‘‘The 
new line will be distributed princi- 
pally through electric, jewelry, hard- 
ware and drug stores,’ Mr. Curtis 
continued, “the electrical distribution 
being handled by the Westinghouse 
Electric & Supply group. About 135 
wholesalers in these four fields were 
selected, of which 130 have been 
contacted and 128 sold. 


“Authorized dealers have been fur- 
nished with an identifying insignia, 
as well as window display material 
and supplies of booklets and mailing 
pieces. The dealers and their clerks 
ate also being taught how to sell the 
clocks.” 


Klenzit Uses Rice Hulls 


in New Soap Powder 


The Klenzit Laboratory, Sacramento, 
California, has developed a new soap 
powder from rice hulls—the other in- 
gtedients being cocoanut palm and 
olive oil—which will soon be ready 
for distribution. 


It is estimated that the soap powder 
by-product will have a commercial 
value almost as great as that of the 
tice itself, so that the hulls will be 
neatly as valuable as the grain. The 
product may be used for cleaning 
bathroom porcelain, windows, etc., as 
well as the hands and in dishwashing. 


— 


Marquis and Goodwin 
Direct Magee Sales 


Frank Marquis and Harry Goodwin 
have been appointed sales managers, 
at New York, of the Magee Carpet 
Company, Bloomsburg, Pennsylvania, 
succeeding to the duties of Howard 
McCaddin, who died recently. Mr. 
McCaddin had been with the company 
for eighteen years, for the last twelve 
in charge of sales. 

Mr. Marquis and Mr. Goodwin have 
been assistants to Mr. McCaddin. 


Postal Introduces Bus 
Wire Service 


The Postal Telegraph-Cable 
Company has entered into a 
contract with Frank Martz 
Coach Company to supply tele- 
gtaphic service on all of its 
buses, similar to the service now 
available on railroad trains. 
Each bus carries telegraph blanks 
next to the driver’s seat. Tele- 
grams filled out en route will 
be filed by the driver at the next 
station. 


Tire Companies Adopt 
Standards of Selling 


Acting voluntarily to rid their indus- 
try of unfair advertising and selling 
practices, a number of tire manufac- 
turers and distributors at a _ trade 
practice conference with the National 
Better Business Bureau, at Akron, last 
week, adopted a resolution to elimi- 
nate deception and disparagement in 
advertising copy and to submit proof 
of claims to the bureau upon request. 
Manufacturers represented were Goodyear 
Tire & Rubber Company, United States 
Rubber Company, Goodrich Tire & Rub- 
ber Company, General Tire & Rubber 
Company, Fisk Rubber Company, Seiber- 
ling Rubber Company, Sears, Roebuck & 
Company and Montgomery Ward & Com- 
pany. 

Other manufacturers who were not repre- 
sented at the meeting but have indicated 
willingness to adopt the standards are: 
Armstrong Rubber Company, Corduroy 
Tire Company, Cupples Company, Dayton 
Rubber Manufacturing Company, Dunlop 
Tire Company, Falls Rubber Company, 
Gillette Rubber Company, Hamilton Rub- 
ber Manufacturing Company, Lee Tire & 
Rubber Company, McCreary Tire & Rubber 
Company, Norwalk Tire & Rubber Com- 
pany, Pharis Tire & Rubber Company and 
Standard Four Tire Company. 


Plowfield Back in Drugs; 
Heads Samas Products 
William F. Plowfield, president of 
the Colonial Chemical Company, 
Reading, Pennsylvania, from June, 
1919, to January, 1927, has returned 
to the drug products business as presi- 
dent of Samas Products, Inc., Phila- 
delphia, which will manufacture a 
health tonic known as Samas, and a 
tonic laxative known as Samasettes. 
Advertising of the company will be 
handled by Fisher-Wilson, advertising 
agency, Philadelphia and St. Louis. 


Boston Agency Moves 


Nelson, Duncan & Harlow, Inc., Boston 
advertising agency, has moved to 234 
Clarendon street. 
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THE BANKER IS IN 
YOUR PICTURE! 


Alden B. Baxter, Adv. Mgr. - 
J. Howard Snow - - - --- - - New York 
Charles H. Ravell, 332 So. La Salle St., Chicago 
Cupit & Birch, Los Angeles and San Francisco 


Reader Interest! 


The advertising value of any 
publication is in direct ratio 
to the degree of reader in- 
terest. 


Bankers read the American 
Bankers Association Journal 
thoroughly each month. They 
don’t just pick it up and scan 
it. They read it from cover to 
cover and we have hundreds 
of letters in our files to prove 
our claim. 


Therefore advertisers who use 
the Journal have definite as- 
surance that their message 
will be read. 


And why shouldn’t Bankers 
read the Journal? It’s their 
publication, published by the 
American Bankers Associa- 
tion—and it offers a direct 
route to the most important 
group of men in business to- 
day. 


Let one of the men listed 
below tell you more of the 
story. 

* + * 
The net paid circulation of the 
American Bankers Association 


Journal is now well over 
37,000 and is growing steadily. 


*+ * 


AMERICAN BANKERS 
JOURNAL 


110 ©. 42nd STREET NEW YORK CITY 
Edited by James E. Clark 
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Dr. J. T. Dorrance Dies; 
Made $150,000,000 in 
Soup and Advertising 


Dr. John Thompson Dorrance, presi- 
dent and owner of Campbell Soup 
Company, Camden, died of a heart 
attack at his home near Cinnaminson, 
New Jersey, last Sunday, in his fifty- 
seventh year. 

Dr. Dorrance, also a chemist of note, 
has personally supervised the sales and 
advertising for his company for many 
years, Refusing offers to teach chem- 
istry at the University of Gottingen, 
Germany, where he received his 
Ph.D. degree in 1897, as well as at 
Columbia, Cornell and Bryn Mawr in 
this country, he entered the former 
Joseph Campbell Preserving Company 
as a chemist. The company then 
manufactured a variety of food prod- 
ucts, including canned vegetables, 


jellies, jams, mince meats, salad 
dressings, prepared mustards and 
ketchups. It had never, however, 


been financially successful. 

In the course of his scientific research, 
Dr. Dorrance conceived the idea of 
preparing soup in condensed form by 
a method which would retain all the 
original nutriment and flavor while 
reducing the bulk, and therefore the 
cost of containers and transportation. 
The company soon began to concen- 
trate its efforts in this field. In 1900 
Dr. Dorrance was elected a director 
and vice-president of the company— 
subsequently becoming chairman of 
committees on property, on purchas- 
ing, advertising and sales. Twenty 
years ago he became general manager 
of the company, and in 1914 presi- 
dent. 

In the beginning five kinds of soup 
were manufactured and the early ca- 
pacity was half a million tins. The 
company today produces twenty-one 
kinds of soup, as well as pork and 
beans—with production of about 
500,000,000 tins a year. 

An important factor in the success of 
the products—a factor which also 
aided Dr. Dorrance to build up a 
personal fortune estimated at $150,- 
000,000—was his consistent advertis- 
ing program, on which the company 
is now spending nearly $3,000,000 a 
year. 


Thompson to Philco 


Roger Thompson, for the last five years 
general sales manager of the refrigeration 
division of the Welsbach Company, 
Gloucester, New Jersey, has joined the 
Philco national organization in an execu- 
tive sales capacity, with headquarters at 
Philadelphia. 


Dr. J. T. Dorrance 


Four A’s Will Hold 
Two Fall Meetings 


Two midyear meetings will be held 
this fall by members of the American 
Association of Advertising Agencies 
—a western at Chicago, October 22, 
and an eastern at New York, Octo- 
ber 29. 

The Chicago meeting will precede the 
annual convention of the Audit Bureau 
of Circulations. A quarterly meeting 
of the Four A’s executive board will 
be held Tuesday, October 21. Both 
will be at the Union League Club. 
The midyear meetings, it is expected, 
will be attended chiefly by agency 
principals and by media and radio 
managers. 


Forty-Six Newspapers 
in Boston Campaign 


Forty-six newspapers in larger cities 
of the east, middlewest and south have 
been selected by the City of Boston 
to carry its advertising campaign. 
Seven-inch double-column advertise- 
ments will appear once a week. 

A. H. Kenyon of the Kenyon Com- 
pany, Boston advertising agency, is 
chairman of the mayor’s advisory com- 
mittee. 


Newspaper Men to Meet 


The fall conference of the Newspaper Ad- 
vertising Executives’ Association will be 
held at the Stevens Hotel, Chicago, Oc- 
tober 23, Don Bridge, advertising director 
of the Indianapolis News, president of 
the association, announced this week. The 
program will be issued later. 


Government to Expand 
Domestic Commerce 
Work under Surface 


To aid in eliminating waste in mar. 
keting in the United States, William 
L. Cooper, director of the Bureau of 
Foreign and Domestic Commerce of 
the Department of Commerce, an. 
nounced at Washington this week a 
reorganization and expansion of the 
bureau’s domestic trade service. 
Three new technical service units have 
been created within the bureau to re. 
place the present division dealing 
with domestic commerce matters, Mr, 
Cooper said. These units will be 
called the merchandising research, 
domestic regional and marketing serv. 
ice divisions. 

The merchandising research division 
will cover methods of calculating the 
costs of distributing merchandise, such 
as the collection of basic market data 
on commodity sales, stocks, distribu- 
tion outlets and methods and con- 
sumer preferences. 

The domestic regional division, Mr. 
Cooper said, will study regional com. 
modity movements, providing basic sta- 
tistical pictures of the flow of goods in 
interstate commerce otherwise not avail- 
able and of fundamental importance 
in directing necessary adjustments to 
modern conditions in production, 
transportation and marketing. The 
development of authoritative informa- 
tion concerning population buying 
power, distributing outlets and routes 
and warehousing centers will be un- 
dertaken by this division, as well as 
continuing research in the factors of 
regional markets, labor and materials 
which influence the migration of trade 
and industry from one section of the 
country to another. 

The marketing service division will 
provide facilities whereby the indi- 
vidual manufacturer, distributor and 
retailer can obtain definite information 
and assistance on any details of his 
problems in marketing. It will serve 
as a Clearing house for information 
on the distribution of merchandise 
within the United States, and issue 
periodic publications designed to 
keep the public informed of the sig: 
nificance of modern developments 1n 
this field. 

Dr. Frank M. Surface, assistant 
director of the bureau in charge of 
domestic commerce activities, will 
have general supervision over these 
newly created units. The executive 
personnel will be announced later. 
Trade associations, as well as consumet 
groups, will be asked to appoint rep- 
resentatives to cooperate. 
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Bush Introduces New 
Service Certificate 
for Foreign Trade 


“A document of continuous posses- 
sion,” a new instrument of commercial 
credit, known as the Bush Service 
Certificate, was announced this week 
by Irving T. Bush, president of the 
Bush Terminal Company and chair- 
man of the Bush Service Corporation, 
New York. 

“Assignable and transferrable,” the 
document is issued for merchandise 
of “approved value,” handed over to 
the issuer at any point in the United 
States, Canada or Europe (Russia ex- 
cepted), and intended for any other 
point within these territories, Mr. 
Bush said. It is intended to provide 
manufacturers and exporters a medium 
for obtaining advances on exports 
more readily, and bankers a broader 
basis of security for loans upon goods 
in transit or destined for storage 
abroad, 

The document places “such wide ob- 
ligations upon the part of the issuing 
corporation for proper transportation, 
safekeeping, safeguarding and for 
holding on account of the owner until 
delivery against cash, or otherwise, as 
prescribed by the owner,” Mr. Bush 
explained, “that it enables the ship- 
pers banker to loan with utmost 


safety.” 


Urge Independents Unite 
in Campaign on A & P 


A cooperative advertising program by 
gtocery wholesalers and retailers has 
been urged by the American Whole- 
sale Grocers’ Association to combat 
the $6,000,000 annual advertising 
campaign of the Great Atlantic & 
Pacific Tea Company. 

In answer to inquiries from members 
the association points out that A. & 
P. advertisements are legal “inasmuch 
as they undertake to exploit the ad- 
vantage of trade’ with that organiza- 
tion, 

The association recommends that in- 
dependent wholesalers and retailers 
institute campaigns, such as those re- 
cently started in New Orleans and 
Baltimore, in newspapers of every city 
where the A. & P. advertisements ap- 
pear. 


Father John’s First Deal 


Carleton & Hovey Company, of Lowell, 
Massachusetts, has just announced, in 
honor of its seventy-sixth anniversary, a 
free deal to the retail drug trade on 
Father John’s Medicine—the first on the 
product in twenty years. One dollar cash 
onus is paid on each ten-dollar purchase. 


FRANK R. FARNHAM, formerly an account 
executive with William H. Rankin Com- 
pany and at one time with Frank Seaman, 
Inc., New York agencies, has joined the 
Arnold Research Service there in a contact 
and sales capacity. . . H. E. BReEnrt, 
for some time assistant district sales man- 
ager, has been made district sales manager, 
at Boston, of the Pennsylvania-Dixie 
Cement Corporation, succeeding E. G. 
BRICK, who remains with the company. 
R. M. PENMAN has been appointed as- 
sistant district sales manager. ok 
EpwARD HOOKER, who has been with the 
H. E. Lesan Advertising Agency, H. W. 
Kastor & Sons and Erwin, Wasey & Com- 
pany, New York, has returned to the 
Gardner Advertising Company as office 
manager, assisting F. M. ORCHARD, vice- 
president in charge of the St. Louis office. 
. . . Lewis V. Hout, for five years with 
the Printers’ Ink Publications, New York, 
and previously head of his own publishers’ 
representative service at Chicago and New 
York, is now with the home office ad- 
vertising staff of SALES MANAGEMENT, 
New York. CHARLES BROWNE, 
formerly with MacFadden Publications, is 
now in the production department of Jor- 
dan Advertising Abroad, Inc., New York. 
, . CARL MAGLATHLIN has joined the 
New York office of the Seaman Paper 
Company. He was formerly general man- 
ager of the Lindsay Paper Company, Phila- 
delphia. ROBERT J. NEVILLE has 
been appointed advertising representative 
for the National Motorist in the western 
territory, with headquarters at Chicago. 
. . Wortman, Brown & Company, Inc., 
Utica agency, has merged with Voorhees, 
Altermose & Martin Advertising Agency, 
New York. J. Stack RussELL, formerly 
head of Voorhees, Altermose & Martin, is 
now in charge of the New York office. 
. . Fay KEYLER, until recently head of 
his own agency and previously with L. 
H. Waldron Advertising Agency, is now 
in an executive capacity with O. S. Tyson 
& Company, Inc., New York agency. . . . 
Jack Conway, for the past three years 
production manager of the Hazard Adver- 
tising Corporation, is now on the sales 
staff of the Capitol Photo Engraving Com- 
pany. . . . E. L. MACWHOoRTER, repre- 
senting A. M. Byers Company in Western 
New York, has been promoted to division 
manager at Philadelphia, succeeding H. R. 
ROWLAND, who has been transferred to 
Pittsburgh. . . Percy C. Rouse, for- 
merly free lance artist in the south, and 
at one time associated with the Paragon 
Studios, Birmingham News, Monroe Let- 
terhead Company and Peerless Engraving 
Company, has joined the Jay H. Maish 
Company, Advertising Counsel of Marion, 
Ohio. . . . DorotHy DwicHtT HUuTCHI- 
SON is now an account executive with 
Badger & Browning, Inc., Boston agency. 
She has been connected with the J. Wal- 
ter Thompson Company and with Young 
& Rubicam, New York agencies. : 
SIDNEY C. Davipson, for many years 
with the publicity and advertising depart- 
ments of the Universal Pictures Corpora- 
tion and recently with Warner Brothers, 
has become associated with H. J. Cowan 
Company, Inc., New York agency. 


NEVITABLE 


SOONER 

OR LATER 
ADVERTISERS 
DRIFT INTO 


THE 
TIMES-STAR 


The current of advertis- 
ing in Cincinnati has 
been drifting to The 
Times-Star for the last 
22 consecutive years. 


Inevitable—although 
many advertisers follow 
the trial and error meth- 
od in selecting the right 
medium in Cincinnati— 
eventually they strike the 
current of advertising— 
The Times-Star. 


The medium which peo- 
ple of the Cincinnati 
market have selected as 
their buying guide and 
the medium that yields 
maximum returns on the 


advertiser’s investment, 
when entrusted to do the 
job alone. 


The C inciawail 
==," 


“THE KEY TO THE CITY” 


Eastern Representative 
MARTIN L. MARSH 
60 E. 42nd St. 

New York City, New York 


Western Representative 


KELLOGG M. PATTERSON 
333 North Michigan Ave. 
Chicago, Illinois 


RAYMOND BILL, Editor; HENRY J. WRIGHT, Advisory Editor; A. R. HAHN, Managing Editor; D. G. BAIRD, FRANKLIN 
JOHNSTON, HERBERT KERKOW, WALTER MANN, JOHN ALLEN MURPHY, RAY B. PRESCOTT, FRED SUHR, 
JAMES TRUE, Associate Editors; LAWRENCE M. HUGHES, News Editor; DOROTHY GUERNSEY, Desk Editor 


AVINGS BY ROTE:—The director of standards 
S« W. T. Grant, department store chain, Dr. C. 
F. Hansen, publishes an interesting account of 
methods used to keep down routine expenses. He has 
four tests: Is the work done profitable? Is it done oftener 
than necessary? Is it done as simply as possible? Can it 
be standardized? The end seems to justify the means; in 
a year of relatively diminished profits W. T. Grant made 
an exceptionally good showing in the first six months. 
SALES MANAGEMENT would not willingly give 
the impression that it is inclined to quibble over the 
merits of management that reduces costs of operation in 
the public interest. But in times of hesitation there is 
need of caution in pushing to extremes measures of so- 
called efficiency which, however encouraging in immediate 
results, may tend to stifle growth in the long run. The 
lessons of experience support the principle of wise econ- 
omy far more strongly than they support mechanic rules for 
saving effort and money. So that while we have nothing 
to say against the W. T. Grant system and see much to 
commend it, we are not for swallowing it whole as a 
panacea against wastes. It’s a cure which, foolishly applied, 
may kill the spirit of progress even though it heals the 
wounds of evil habits. 


~~ ~~) 


NOTABLE EXAMPLE: In the eight months 
A ended August 31 General Motors sold 826,428 


cars to dealers, of which number all but 2,026 
went to consumers. The surplus of sales to dealers over 
sales to consumers in the same period last year was 87,294. 
In 1929 dealers took more cars than they needed every 
month except August. This year they took fewer cars than 
they sold every month except January, February and May. 

Wall Street regards this analysis as conclusive 
evidence that the automobile industry in one of its major 
parts has come through a trying period in sound condition. 
The fact that General Motors’ dealers bought 28 per cent 
fewer cars this year than last year measures the severity 
of the trial. The fact that the accumulated excess cars in 
dealers’ hands in 1930 was .3 per cent compared with 
7 per cent in 1929 reflects the thoroughness with which 
the job of stabilization has been done. Nothing 
illustrates better than these figures the meaning of assur- 
ances that we face the future with low inventories, pre- 
pared to take full advantage of improved consumer de- 
mand. If the showing made were typical of American 
industry at large our position as a convalescent after serious 
illness would be satisfactory, to say the least, meeting as 


Z. 


it does every requirement laid down by the business phy. 
sicans who wrote the Hoover Committee Report on Recent 
Economic Changes for a healthy state. Only the 
most sanguine observers, however, will assume that busi- 
ness management in most lines has been as wise and com. 
petent as that of General Motors; we know of too many 
cases pointing to a different conclusion. But there is 
encouragement in a demonstration so convincing and in- 
fluential that leadership in so important a field is en- 
lightened and resolute. The example is one that cannot 
fail to stimulate emulation, and the achievement is certain 
to affect favorably that business sentiment upon which so 
much depends. 


 ) >) 


ARIFF “REPRISALS”: Under the heading “Our 
Best Customer Turns Away,’ the New York 


Journal of Commerce points to the new Canadian 
tariff schedules as the answer to administration denials that 
we are in danger of reprisals against the Hawley-Smoot 
Act. It is a sad fact that the once profitable market for 
our goods across our northern border has been partly closed 
to us, and it cannot be gainsaid that the tendency to 
similar action among the nations of Europe shows no sign 
of abatement. It is not clear, however, that all this is 
direct outcome of our recent legislation. The Liberal 
government in Canada began to decrease preferential 
duties on British empire products long before it was sure 
that our rates were to be boosted. The French agitation 
for protection against American cars was also an outgrowth 
of sentiment which had little to do with new measures in 
this country. As a matter of fact the main reason 
for the growth of protectionism in other countries was out 
constant proclamation of the advantages to us of a policy 
which assures our labor of high wages and so accounts 
for our high buying power and high standard of living. 
That younger countries like Canada and Australia should 
emulate us in this respect is only natural; and if the older 
countries are of a mind to try the same stimulus we can 
hardly blame them. Our problem is not how to 
dissuade them from following our example but how to 
adapt ourselves to new world conditions in the field of 
foreign trade. Our exports in the first eight months of 
this year were three-quarters of a billion dollars less in 
value than in the same period last year. How are we to 
increase sales to foreign customers when their buying 
power begins to revive? The relative slowing down of 
recession shown in the August figures may or may not be 
significant. 
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BAN 


Announcing 


The removal of the publication and business 
offices of the 


Petroleum Equipment 
Exporter 


from 
LOS ANGELES, CALIFORNIA 


to 420 Lexington Avenue 
New York City 


The Petroleum Equipment Exporter continues to 
be owned and published by the 


H. D. Allen Publishing Corp. 


under the direct management 
and presidency of 


H. D. ALLEN 


The Allen Corporation will operate in association 
with Conover-Mast Corp. and Edward Lyman 
Bill, Inc. 
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420 Lexington Avenue 


I Know a Man 


who should “click” as a division 


manager or assistant sales man- 
ager with a manufacturer selling 
through hardware or electrical 


channels. 


At present he is employed on the advertis- 
ing staff of a magazine but he wants to 
return to his first business love. 
an unusually successful record with a lead- 
ing electrical company—both as to getting 
new business and in increasing business 
through securing better cooperation from 
distributors. He can sell, and he can train 
and manage men. He is a college graduate 
with engineering 


Married. Thirty. 


He had 


training. Christian. 


Complete details on request. 


Address 
Puitie Satispury, Vice President 
SALES MANAGEMENT 
New York, N. Y. 


The 
Hotel 
mbassador 


The smart shops, the- 
atres, art center, busi- 
ness, financial and pro- 
fessional districts are 
reached quickly and 
conveniently from The 
Ambassador. It is inthe 
Social Center on one 
of the world’s most 


famous thoroughfares. 


NEW YORK 


PARK AVENUE 
AT Sist STREET 


ATLANTIC CITY* PALM BEACH + LOS ANGELES 


WESTINGHOUSE ELECTRIC & MANUFAC- 
TURING COMPANY, Refrigeration Depart- 
ment, Mansfield, Ohio, to Henri, Hurst 
& McDonald, Inc., Chicago. 


SHELL PETROLEUM CORPORATION, St. 
Louis, to J. Walter Thompson Company, 
Chicago. Effective January 1, 1931. 


BURMA-VITA COMPANY, Minneapolis, Min- 
nesota, Burma-Shave, a brushless shaving 
cream, to Batten, Barton, Durstine & Os- 
born, Inc., New York City. 


GEORGE W. Lurt Company, INc., Long 
Island City, Tangee lipstick and beauty 
preparations, United States and foreign 
advertising to Jordan Advertising Abroad, 
Inc., New York City. Newspapers and mag- 
azines in domestic campaign. 


RUMIDOR CORPORATION, New York City, 
to Anderson, Davis & Hyde, Inc., there. 


HINTS MANUFACTURING COMPANY, 
Orange, New Jersey, Hints Laxative Mints, 
to W. I. Tracy, Inc., New York City. 
Newspapers. 


TORRIDAIRE CORPORATION, South Boston, 
Torridaire Hot Pad, and M. HOFFMAN & 
COMPANY, Dubble-Ware work clothes, to 
the Kenyon Company, Boston. Newspapers, 
radio and direct mail on former in terri- 
tory east of Pittsburgh, to January 1, when 
national campaign will be launched in 
women’s magazines; New England news- 
papers, outdoor advertising and radio, the 
latter. 


M. A. HANNA Company, Philadelphia, 
anthracite coal operators, to Charles C. 
Green Advertising Agency, Inc., New York 
City. 


CONLON CORPORATION, Chicago,  elec- 
tric washing and ironing machines, to 
Charles H. Touzalin Agency, there. 


PoRTH PrE COMPANY and FARNUM WIN- 
TER & COMPANY, stocks and bonds, both 
of Milwaukee, to Dunham, Younggreen, 
Lesan Company, Chicago and Milwaukee. 


Dr. D. JAYNE & Sons, Philadelphia, pro- 
prietary remedies, foreign account, to 
Gotham Advertising Company, New York. 


H. D. DOUGHERTY & COMPANY, “‘Fault- 
less” line of aseptic steel hospital furni- 
ture, beds and bedding; NeEvmILLtE & 
HITCHINGS, INC., publishers’ representa- 
tives for fifty suburban newspapers and 
the Keystone Motorist; THORNE, NEALE 
& COMPANY, miners and shippers of an- 
thracite and bituminous coal; and the 
ADVERTISING COMPOSITION COMPANY, 
typographers, and Lotz ENGRAVING Com- 
PANY, photo-engravers, all of Philadelphia, 
to Jerome B. Gray, there. Trade papers 
and direct mail for Dougherty & Company. 


DEVORE MANUFACTURING COMPANY, 
Columbus, pharmaceuticals and_proprie- 
taries, to the Merchandising Advisory 
Bureau, New York City. Trade papers. 


Johns-Manville “Gets 
Behind” Its Dealers 
in Radio Campaign 


Johns-Manville Corporation, New 
York, has decided to ‘do something 
about the depression.” 


To stimulate dealer good will toward 
the company, and to help dealers get 
prospects and sell them, a nation-wide 
radio program over twenty-nine sta- 
tions of the Columbia Broadcasting 
System will start this week. Broad. 
casts will be held in the east and 
middle west every Saturday night, be. 
ginning September 27, and every 
Tuesday night on the Pacific Coast 
beginning September 30. The series 
will be devoted entirely to fireproof 
shingles and the characters will be 
“Johns-Manville Fire Fighters.” 


Incidentally, Ken R. Dyke, advertising 
manager, explained to SALES Man- 
AGEMENT, “‘it will mark the nation- 
wide introduction of the instalment 
payment plan on roofing products, 
tested in the west for the last year. 
“We hope to make our 5,000 dealers 
more aggressive merchants, by telling 
them and their prospects of the ways 
in which Johns-Manville wants to co- 
operate,” Mr. Dyke said. “The radio 
program was preceded by sales meet- 
ings in seventeen district centers, at 
which we announced a plan whereby 
dealers agree to send to us one pros- 
pect a day, whom we follow up by 
direct mail and on whom they agree 
to call within a period of ten days. 
“One reason for starting the program 
at this time is because the calendar 
is now approaching the stormy season 
and people are beginning to take their 
roofs more seriously. We also want 
to get the jump on our competitors. 
We feel that if we help dealers when 
they need help they will be more loyal 
and aggressive when times are better.” 
In addition to the regular magazine 
program, Johns-Manville is running a 
color spread in the Saturday Evening 
Post this month, another in Collier's 
next month and in the American 
Magazine in November. 


M. C. Manternach Retires 


from Hartford Agency 

M. C. Manternach has sold his intet- 
est in the advertising agency he has 
conducted at Hartford for the last 
sixteen years to Everett R. Smith and 
Arthur H. Patterson, associates. Wal- 
ter A. Allen, who has conducted his 
own agency there, will also join the 
firm, which will be called Smith, Pat- 
terson & Allen, Inc. 
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How H. D. Lee Meets the Challenge 
of the Chains 


(Continued from page 465) 


Buying power is probably the most 
valuable inducement the company has 
to offer the independent merchant to 
join the organization. One day a man 
came in and mentioned wanting to buy 
a filing cabinet. It was bought for 
him for 15 per cent less than he could 
have purchased it individually. Cot- 
tage cheese, mush, crackers, produce, 
meats, flour, window glass, punch 
bags, etc., are purchased for him in 
this way at substantial savings. 

A man is kept at the city market at 
all times and members of the group 
in Kansas City phone orders to him. 
This eliminates the primitive and un- 
comfortable trips formerly made by 
individual merchants at five o’clock in 
the morning. 

Regular company salesmen on the 
road contact High-Grade Food Store 
prospects and call on High-Grade 
Food Stores just as they did formerly, 
though the staff has been increased 
since the department was created. In- 
stead of selling merchandise, however, 
they now sell merchandising. 


Expect 1,000 Stores to Join 


The great increase in business ex- 
perienced by members of the group 
and even the creation of the group 
itself, has had no attributable effect 
upon the company’s orders from mer- 
chants not belonging. Eight cash- 
and-carry stations are maintained at 
strategic points in Kansas City for 
these customers, where they can pur- 
chase goods as cheaply as those who 
belong, although they do not receive 
delivery service and other features of 
the plan. 

By the end of 1930, the company 
expects to have well over 1,000 stores 
in the organization. In a year the 
gtoup lost only about forty members, 
less than was expected, since quali- 
fications are strict. 

Four years ago, the Lee company 
had three men investigating every co- 
Operative or multiple hook-up in the 
United States. Chain store operators, 
retail store managers, jobbers, and 
everyone else connected with food 
distribution were interviewed and 
their plans examined. Various sys- 
tems were for sale but instead of buy- 
ing, the company evolved one of its 
own. The problems of such a plan 
were investigated thoroughly for five 
years and it is the belief of company 
officials that they have the best pos- 
sible one for their purpose. 


When plans were completed, a 
meeting was called to explain the idea 
to grocers, About 200 merchants 
were expected, 300 came. And 67 
per cent of these signed up immedi- 
ately. 

The one criterion of the plan’s suc- 
cess is that it has increased the mer- 
chant’s business wherever he has co- 
operated, and this has happened in 
almost every case. Another strong 
feature of the plan recommending it 
to the independent merchant is that it 
does not tie him hand and foot. The 
company has developed the entire or- 
ganization upon the idea that the more 
it does for the merchant the more he 
will do for it—and it has succeeded. 


Government Regulation 


and American Business 
(Continued from page 463) 


the United States be requested to ap- 
point a committee composed of one 
Republican and one Democratic sen- 
ator, one Republican and one Demo- 
cratic member of the house of 
representatives, a representative of the 
Department of Justice, a representa- 
tive of the Federal Trade Commission 
and a representative of the Tariff 
Commission to be present. 

We are prone to concern ourselves 
only with our own immediate prob- 
lems, little realizing that the success 
of our own business depends very 
largely upon the prosperity of others 
at home and abroad. 

The interdependence of all branches 
of human endeavor must be brought 
to the attention of mankind. The 
man who thinks that so long as he is 
presently prosperous he can afford to 
ignore whatever ill-fortune may befall 
his competitor, those engaged in other 
industries or the hardships suffered by 
the unemployed, has a poor knowl- 
edge of the trend of human events. 

For example, the success of the 
automobile industry depends upon 
public buying power. Curtailment of 
production in other industries causes 
a state of unemployment and deprives 
millions of the means with which to 
buy automobiles. Reduction in auto- 
mobile production reduces the demand 
for steel and many other articles re- 
quired in the manufacture of automo- 
biles, while our railroads suffer losses 
in revenue from consequently reduced 
transportation. 


Among 


those present... 


FORUM has captured the ac- 
tive interest of important 
people—a picked Hundred 
Thousand whose influence 
counts mightily in all those 
activities that make up 
bright and interesting liv- 
ing. @ These people ap- 
plaud or condemn FORUM 
articles; admire even the 
arguments that they can’t 
condone; and thrive on this 
clash of others’ opinions 
against their own. Two, four, 
sometimes six months at a 
stretch, their combined 
arguments go on. First in 
articles, then in letters, then 
in articles again. . . . And 
naturally, FORUM is the 
logical entrée to them for 


merchandise worthy to claim 


their attention. 


FORUM 


and Century 


Edited by HENRY GODDARD LEACH 
441 Lexington Ave., New York City 
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August Newspaper Lineage in Eighty Cities 


One city, out of the eighty listed 
below, showed a gain in newspaper 
advertising lineage for August, 1930, 
as compared with the same month 
of last year. The 243 newspapers 
listed here carried 153,654,547 lines 
of advertising in August, 31,955,668 
less than in August, 1929, a loss of 
17.22 per cent. Fifteen newspapers 
showed gains, the remaining 228 
showing a loss for the month. Figures 
for this compilation were obtained by 
this magazine, the statistical depart- 
ment of the New York Evening Post 
and the Advertising Record Company. 


1930 1929 Change 
oe 2,167,722 3,046,507 — 878,785 
Albany 2,117,435 2,313,030 — 195,595 
Allentown .. 1,370,662 1,708,434 — 337,772 
Altoona ... 723,791 840,392 — 116,641 
Atlanta 2,173,528 2,660,042 — 486,514 
AULOTA. <.<+.2 734,447 977,970 — 243,523 
Baltimore 3,135,225 3,221,341 — 86,116 
Birmingham. 1,924,552 2,373,994 — 449,442 
Boston ...<. 730,642 4,332,176 — 601,534 
Bridgeport... 1,878,184 2,094,041 — 215,857 
Buffalo - 1,939, 976 2,853,530 — 913,554 
Camden .... 1,267, 676 1,531,115 — 263,439 
a Rapids, 
eae 579,697 662,316 — 82,619 
Pe oat 974,734 1,233,833 — 259,099 
Chicago .... 5,603,301 5,961,579 — 358,278 
Cincinnati .. 2,513,557 3,044,985 — 531,428 
Cleveland .. 2,496,250 3,308,234 — 811,984 
Columbus .. 2,262,747 2,912,475 — 649,728 
Dallas ..... 2,714,208 3,172,577 — 458,369 
Dayton . 1,882,048 2,669,870 — 787,822 
Denver . 1,547,187 2,005,945 — 458,758 
Des Moines. 1,269,917 1,489,353 — 219,436 
Detroit ..... 3,445,666 4,612,818 — 1,167,152 
Elizabeth ... 699,818 851,018 — 151,200 
Forth Worth 1,456,812 1,679,314 — 222,502 
Greensboro. 669,354 898,386 — 229,032 
Hartford ... 1,842,850 2,166,504 — 323,654 
Houston ... 2,275,406 2,831,890 — 556,484 
Indianapolis. 2,017,752 2,817,594 — 799,842 
Jackson 865,775 997,256 — 131,481 
Janesville ... 435,687 471,380 — 35,693 
oer City . 384,545 503,854 — 119,309 
a ear 750,736 801,668 — 50,932 
Kalamazoo... 842,397 1,001,007 — 158,610 
Kansas City. 2,486,501 2,987,511 — 501,010 
Lancaster ... 495,280 588,843 — 93,563 
Long Beach. 1,575,154 1,503,733 + 71,421 
Los Angeles. 4,692,394 5,541,508 — 849,114 
Louisville . 2,082,086 2,582,629 — 500,543 
Memphis ... 1,992,200 2,231,040 — 238,840 
Miami ..... 798,882 903,959 — 105,077 
Milwaukee... 2,038,810 2,588,951 — 550,141 
Minneapolis. 2,225,758 2,700,324 — 474,566 
New Bedford 690,640 1,090,589 — 399,949 
New Orleans 2,607,507 3,101,218 — 493,711 
New York... 9,810,467 11,885,917 — 2,075,450 
Newark .... 1,214,373 1,447,253 — 232,880 
Oakland ... 1,986,418 2,464,630 — 478,212 
Okla. City 1,768,036 2,053,834 — 285,798 
Omaha ..... 1,386,588 1,514,664 — 128,076 
Philadelphia. 4,306,562 5,077,189 — 770,627 
Pittsburgh... 3,031,244 3,550,642 — 519,398 
Portland,Ore. 2,330,972 2,696,568 — 365,596 
Providence .. 1,966,178 2,363,455 — 397,277 
Reading .... 1,112,469 1,381,592 — 269,123 
Richmond .. 1,540,910 1,834,840 — 293,930 
Rochester ... 2,483,189 2,945,032 — 461,843 
St. Joseph .. 740,068 912,016 — 171,948 
St, Louis ... 2,615,180 3,451,060 — 835,880 
Se. Paul .... 1,901,382 2,274,426 — 373,044 
Salt Lake City 1,517,152 2,024,484 — 507,332 
San Antonio. 2,197,598 2,802,798 — 605,200 
San Francisco 3,556,178 4,089,669 — 533,491 
Scranton . 1,380,778 1,777,412 — 396,634 
Seattle ..... 2,454,780 2,839,934 — 385,154 
South Bend . 1,438,517 2,000,658 — 562,141 
Spokane .... 1,782,025 2,158,702 — 376,677 
S srineaeid, Til. 1,115,688 1,296,630 — 180,942 
pringfield, 
DERSS ance 1,196,342 1,464,946 — 268,604 
Syracuse 1,843,077 2,092,710 — 249,633 
acoma 1,471,937 1,842,349 — 370,412 
Tampa ..... 784,308 984,060 — 199,752 
Topeka 951,281 1,229,529 — 278,248 
Trenton 1,409,857 1,595,353 — 185,496 
SOIR aseane 1,474,377 1,771,149 — 296,772 
SEES nanan 1,211,406 1,453,368 — 241,962 
Washington. 3,161,976 3,528,276 — 366,300 
Wheeling .. 1,052,136 1,162,180 — 110,044 
Wilkes-Barre. 1,760,962 2,231,138 — 470,176 
Worcester 1,320,680 1,545,019 — 224,339 
Totals .. 153,654,547 185,610,215 —31,955,668 


AKRON 
Times-Press 839,971 1,127,837 —287,866 
Sunday Times .. 175,870 269,185 — 93,315 
*Beacon-Journal. 1,151,881 1,649,485 —497,604 
TOONS seis 2,167,722 3,046,507 —878,785 
ALBANY 
Knickerb’ker Press 742,523 877,482 —134,959 
*Evening News.. 587,950 665,081 — 77,131 
Times-Union 786,962 770,467 -+- 16,495 
TOBIS. sacs. 2,117,435 2,313,030 —195,595 
ALLENTOWN, PA. 
oS ee 776,320 961,268 —184,948 
WIGHTONICIE: 4.05. 594,342 747,166 —152,824 
TONG: 25 saws 1,370,662 1,708,434 —337,772 
ALTOONA, PA. 
*Mirror ....... 723,751 840,392 —116,641 
ATLAN 
oul ie 964,432 1,254,428 —289,996 
Constitution .... 742,028 911,120 —169,092 
Georgian & Amer. 467,068 494,494 — 27,426 
MOUGIS - o56.94'5:3.5 2,173,528 2,660,042 —486,514 
AURORA, ILL. 
Beacon-News ... 734, 447 977,970 —243,523 
BALTIMORE 
MR nant ike 1,007,938 1,086,051 — 78,113 
Sive, Sun ..... 1,136,282 1,136,594 — 312 
ASRETICIA o.i.0.6::0 160,089 131,302 + 28,787 
i ee 541,716 595,703 — 53,987 
3 289,200 271,691 + 17,509 
MOUS cee kes 3,135,225 3,221,341 — 86,116 
BIRMINGHAM 
* Age-Herald 534,030 662,564 —128,534 
INOWS: arcces ssare 1,001,924 1,223,628 —221,704 
PRONE. acct naiaesi 388,598 487,802 — 99,204 
(7 | Cre 1,924,552 2,373,994 —449,442 
BOSTON 
Herald-Traveler.. 1,004,427 1,112,675 —108,248 
—" eer r rrr 988,132 1,107,080 —118,948 
EEE 770,782 957,367 —186,585 
*Record (tab. ) 120,508 146,671 — 26,163 
American and 
Sunday Adv. . 468,876 506,941 — 38,065 
* Transcript 377,917 501,442 —123,525 
MOUS: oss Kcs 3,730,642 4,332,176 —601,534 
BRIDGEPORT 
5 ET oe 9,797 720,551 — 70,754 
SOM. POSE. 66650 93,671 109,810 — 16,139 
*Times-Star .... 396,039 470,084 — 74,045 
Sun. Herald 89,610 69,290 + 20,320 
*Telegram ..... 649,067 724,306 — 75,239 
TOES: sonst 1,878,184 2,094.041 —215,857 
BUFFALO 
Courier-Express... 552,276 801,108 —248,832 
SE iia Sse 3b 406,414 809,623 —403,209 
TRONS. cides 981,286 1,242,799 —261,513 
WORMS: 5 ccé0% 1,939,976 2,853,530 —913,554 
CAMDEN 
Evening Courier. 645,515 765,560 —120,045 
Morning Post... 622,161 765,555 —143,394 
TOUS: scaces 1,267,676 1,531,115 —263,439 
CEDAR RAPIDS, IA. 
*Eve.Gaz.&Repub. 495,022 547,965 — 52,943 
Sun.Gaz.&Rep.... 84,675 114,351 — 29,676 
MRIS: occ4 sais 579,697 662,316 — 82,619 
CHATTANOOGA 
PNGWS. 5.0856 08% 506,428 609,491 —103,063 
Daily Times ... 326,867 431,291 —104,424 
Sun. Times .... 141,439 193,051 — 51,612 
OUMIS: cawis'eacs 974,734 1,233,833 —259,099 
CHICAGO 
*Daily News... 1,136,652 1,479,300 —342,648 
fo ee 1,572,201 2,219,142 —646,941 
Herald-Examiner. 712,464 849,915 —137,451 
pee 994,308 328,752 +665,556 
*American ..... 784,737 1,084,470 —299,733 
PTMMES,  . niece sare 402,939 ree +402,939 
TOs: 5.06 xs 5,603,301 5,961,579 —358,278 
CINCINNATI 
<n 599,900 743,400 —143,500 
*Times-Star .... 839,468 1,062,138 —222,670 
Enquirer ....... 855,064 996,786 —141,722 
THDUNE cccswes 219,125 242,661 — 23,536 
WORNS ee sates 2,513,557 3,044,985 —531,428 
CLEVELAND 
Plain Dealer ... 961,106 1,227,784 —266,678 
News-Leader 570,533 816,430 —245,897 
PEO: ki vcneneese 964,611 1,264,020 —299,409 
pc 2,496,250 3,308,234 —811,984 


"© No Sunday edition. 
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: COLUMBUS 
Dispatch 0.060%. 1,200,157 1,516,433 —316 276 
ORONON 6 cacsiavere 378,421 507,653 —129,239 
PEIIZER: scans 684,169 888,389 —204 29 
—— 
ROUONS: o.5.0.0c08s 2,262,747 2,912,475 —649,728 
DALLAS 
ISSWE tcsincsis suntsi sre 779,908 875,209 — 95,39) 
io ae 551,081 443,539 +107,54) 
Times-Herald ... 1,080,507 1,489,609 —409 10? 
DISDGRCH 6s s0-6's 302,712 364,220 — 61.508 
GUMS: és.5:9. 088i 2,714,208 3,172,577 —458,369 
DAYTON 
Lo 890,274 1,255,450 —365,176 
i 641,242 921,914 —280,672 
FOUN 65:50:00: 350,532 492,506 —141,974 
TOWNS «cs cecias 1,882,048 2,669,870 —787,822 
DENVER 
Oe 483,578 — 705,508 —221,939 
BOSE. See ectsr kak 1,063, *609 1,300,437 —236,828 
| ree 1,547,187 2,005,945 —458,758 
DES MOINES 
REGIE si s.e:8i0i6:s 572,789 » 693,102 —120,313 
*Tribune 697,128 796,251 — 99,123 
fic 7 || er 1,269,917 1,489,353 —219,436 
DETROIT 
News re ee 1,712,102 2,329,936 — 617 834 
SS 5.03557 760,172 1,040,116 — 279,944 
Free Press .... 781,900 1,046,556 — 264.656 
*Detroit Daily 
ae 191,492 196,210 — 4,718 
Totals ..... 3,445,666 4,612,818 —1,167,152 
ELIZABETH, J. 
Daily Journal .. 699,818 851, 018 —151,200 
FORT WORTH 
Star-Telegram 703,248 782,754 — 79,506 
*Record-Telegram 313,222 422°408 —109,186 
3 ae 440,342 474,152 — 33,810 
DOtals . saicaciee 1,456,812 1,679,314 —222,502 
GREENSBORO, N. C. 
Daily News .... 417,270 535,814 —118,545 
FRECORG ..0ccus 252,084 362,572 —110,488 
oC ee 669,354 898,386 —229,032 
HARTFORD 
Courant aeibeae 743,982 907,629 —163,647 
PEERS xiccceiccets *. 1,098,868 1,258,875 —160,007 
TOMS ccsccas 1,842,850 2,166,504 —323,654 
. HOUSTON 
Chronicle: ../6s-0 975,534 1,200,022 —224,488 
Post-Dispatch 832,510 1,064,658 —232,148 
PONS 6 k-00. 05% 467 ,362 567,210 — 99,848 
ROUNS® osc beerecs 2,275,406 2,831,890 —556,484 
INDIANAPOLIS 
MINOWE: <s.ccsueere 933,978 1, 30), 438 —428,460 
Star Tere eT 698,577 906.936 —208,359 
PEBES Gace 385,197 548,220 —163,023 
MOTOS: o5.aisies os 2,017,752 2,817,594 —799,842 
JACKSON, MICH. 
Citizen-Patriot .. 663,597 807,472 —143,875 
*THDUNE ..0.600 202,178 189,784 + 12,394 
Motals. co scccuneis 865,775 997,256 —131,481 
JANESVILLE, WIS 
PGaTONe idiccices 435,687 a" 380 — 35,693 
JERSE 
Jersey Journal . 384,545 303,854 —119,309 
OLIET, ILL. 
Herald-News 801,668 750,736 — 50,932 
KALAMAZOO, MICH. 
GazZete. nicccs vine 842,397 1,001,007 —158,610 
KANSAS CIT 
Journal-Post .... 442,635 553,079 —110,444 
Star (E. & S.).. 1,260,526 1,506,330 —245,804 
*Star (Morn.) 783,340 928,102 —144,762 
GOCAIG bkdcges 2,486,501 2,987,511 —501,010 
LANCASTER, PA. 
New Era & Intel- 
ligencer-Journal 495,280 588,843 — 93,563 
LONG BEACH 
Press-Telegram 853,013 967,645 —114,632 
M. Kiswicns Kens 722,141 536,088 -+186,053 
Fatale. occcsne 1,575,154 1,503,733 + 71,421 
LOS ANGELES 
LS ne 1,334,130 1,584,548 —250,418 
Examiner ...... 1,233,484 1,478,260 —244,776 
WESBIESS, .<.0<.05.0 536,130 638,610 —102,480 
Herald. vcs.ssc 1,000,986 1,219,792 —218,806 
*Record 1.1... 99,768 "330,862 — 31, 094 
News (tab.) 287,896 289,436 — 
POS» ccccesins 4,692,394 5,541,508 —849,114 
LOUISVILLE 
Courier-Journal 938,062 1,013,783 — 75,721 
Herald-Post 475,045 722.588 —247,543 
STM. 5 csc hes 668,979 846,258 —177,279 
Tele vsasds 2,082,086 2,582,629 —500,543 
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1,046,136 —122,003 


574,343 — 28,798 
610,561 — 88,039 


\ aes 
Com’ercial-Appeal 924,133 
Evening Appeal. . 545,545 
Press-Scimitar §22,522 


Totals .....-- 1,992,200 2,231,040 —238,840 
MIAMI 
Herald .....-- . 509,824 534,569 — 24,745 
Daily News . 289,058 369,390 — 80,332 
Totals ....0+- 798,882 903,959 —105,077 
MILWAUKEE 
Journal .....+-- 1,127,912 1,385,503 —257,591 
Sentinel .....-- 323,592 460,942 —137,350 
*Leader ....--- 186,313 184.955 + 1,358 
*Wisconsin News 400,993 557.551 —156,558 


Totals .....-- 2,038,810 2,588,951 —550,141 
MINNEAPOLIS 

Tribune ......-- 900,317 1,111,672 —211,355 

Journal ........ 881,380 1,077,308 —195,928 

WOE Sika ceoews 444,061 511,344 — 67,283 

Totals ...see- 2,225,758 2,700,324 —474,566 
NEW BEDFORD 

jn eee 356,068 593,451 —237,383 

*Stand.-Mercury. 274,314 415,103 —140,789 

Sunday Standard. 60,258 82,035 — 21,777 

OG csc cens 690,640 1,090,589 —399,949 


Times-Picayune 1,165,530 1,365,239 —199,709 
PD. cisevesne vee 625,538 718,246 — 92,708 
OO PTS wee 473,406 574,254 —100,848 
*Tribune ...... 343,033 443,479 —100,446 
10: |: rer 2,607,507 3,101,218 —493,711 
NEW YORK 
EE cicwnces 1,652,733 2,063,914 — 411,181 
Herald Tribune 1,052,907 1,318,748 — 265,841 
WONG: «5001006 717,001 974,075 — 257,074 
American ..... 702.459 821,038 — 118,579 
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*Graphic 235,706 246,494 — 10,788 
*Telegram ... 347,094 408,277 — 61,183 
Brooklyn Eagle 1,003,439 1,217,207 — 213,768 
*Standard Union 212,229 298,230 — 86,001 
Brooklyn Times. 310, 554 393,513 — 82,959 
Brnx Home News 316,150 376,207 — 60,057 
Totals ..... 9,810,467 11,885,917 —2,075,450 
NEWARK 
*Evening News. 1,214,373 1,447,253 —232,880 
OAKLAND 
RINE xis sccans 1,250,368 1,550,836 —300,468 
*Post-Inquirer 736,050 913,794 —177,744 
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RECOIG vccceccs 629,625 531,866 -+ 97,759 
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*Bulletin ...... 1,124,873 1,354,462 —229,589 
WINEWS dint cas 398,545 430,240 — 31,695 
Totals: iiedae 4,306,562 5,077,189 —770,627 
PITTSBURGH 
Brees eee. 1,467,631 1,748,445 —280,814 
Sun-Telegraph .. 1,045,757 1,136,343 — 90,586 
*Post-Gazette ... 517,856 665,854 —147,998 
jv) Cee 3,031,244 3,550,642 —519,398 
(Sun-Telegraph lineage exclusive of American 
Weekly.) 
PORTLAND, ORE. 
Oregonian ..... 792,918 968,366 —175,448 
Journal ealee ewe 746,032 827,190 — 81,158 
Telegram ..... 450,814 532,210 — 81,396 
BO fccmwends 341,208 368,802 — 27,594 
COMES cashes ce 2,330,972 2,696,568 —365,596 
PROVIDENCE 
Journal Mirkcnes 618,285 721,893 —103,608 
eBulletin Pere 969,908 1,093,898 —123,990 
AHUHOG. 3 Coca | Se aes 216,863 —216,863 
Sunday News- 
BDUNE s5. 35-0 22,857 28,271 — 5,414 
News-Tribune 355,128 302,530 + 52,598 
CC 178 2,363,455 —397,277 
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595,637 — 81,892 
676,898 —149,451 
109,057 — 37,780 


Totals 
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RICHMOND 
* News-Leader 800,044 969,598 —169,554 
Times-Dispatch... 740,866 865,242 —124,376 
OD encoun 1,540,910 1,834,840 —293,930 
ROCHESTER 
Journal . 742,077 861,422 —119,345 
*Times-Union... 778,716 1,014,132 —235,416 
Dem. & Chron.. 962,396 1,069,478 —107,082 
"ROM cccaves 2,483,189 2,945,032 —461,843 
ST. JOSEPH 
*News-Press .... 465,192 555,506 — 90,314 
GSAS cccccss - 274,876 356,510 — 81,634 
ROME. kscccce 740,068 912,016 —171,948 
ST. LOUIS 
Post-Dispatch . 1,338,680 1,635,760 —297,080 
Giobe-Democrat.. 653,100 900,600 —247,500 
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go eee 230,400 331,500 —101,100 
OME: i sacxe'as 2,615,180 3,451,060 —835,880 
ST. PAUL 
SDisneteh 2.2... 664,972 776,748 —111,776 
PIOGEEE cicccwce 678,174 837,732 —159,558 
POS daccuseas 558,236 659,946 —101,710 
BOE widens 1,901,382 2,274,426 —373,044 
SALT LAKE CITY 
py eee 805,546 1,041,404 —235,858 
Telegram ...... 380,282 478,842 — 98,560 
*Deseret New: 331,324 504,238 —172,914 
NOG Sinks; 1,517,152 2,024,484 —507,332 
SAN ANTONIO 
oo re 75>,/01L 1,0u2,725 —247,024 
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*Evening News. 664,400 820,391 —155,991 
NOGMIG cniicaciece 2,197,598 2,802,798 —605,200 
; SAN FRANCISCO 
Examiner ...... 1,236,086 1,530,138 —294,052 
Chronicle ...... 866,834 1,068,836 —202,002 
iN, eer 735,690 692,418 + 43,272 
*Call-Bulletin 717,568 798,277 — 80,709 
| eee 3,556,178 4,089,669 —533,491 
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al fo ree 734,286 895,251 —160,965 
*Republican 389,767 527,107 —137,340 
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ec, er ee 507,528 562,826 — 55,298 
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1,771,149 —296,772 


PERSONALITY 


AS 
RELATED TO 
THE ART 

| OF 
| SALESMANSHIP 
| 


PERSONALITY? 


By 
P. W. Combs, Sr. 


A brochure with chart and 
analysis showing how to cul- 
tivate Personality that makes 
sales. Points out pitfalls—How 
to avoid them. 


Sales Managers Say: 


“Exceptionally Good because 
Suited to every field in Selling!” 


Salesmen Say: 


“Most helpful thing I ever re- 
ceived—I carry it all the time.” 


25 CENTS EACH 


Quantity Prices on Request 


The Read Printing Co. 


50-60 Vandam St., New York, N.Y. 


OF DISTINCTION” 


‘AL 4 


UTIC 
488,950 
722,456 


1,211,406 1,453,368 —241,962 
WASHINGTON 
1,747,437 —209,167 
592,783 — 90,163 
538,940 — 29,973 
385,478 + 2,352 
224,289 263,638 — 39,349 


3,161,976 3,528,276 —366,300 

‘ WHEELING, W. VA. 
*Intelligencer 399,786 430,503 — 30,717 
652,350 731,677 — 79,327 


1,052,136 1,162,180 —110,044 


WILKES-BARRE 

678,888 855,092 —176,204 
732,410 912,086 —179,676 
349,664 463,960 —114,296 


—470,176 


576,674 — 87,724 


Observer-Disp’h . 976,694 —154,238 


Totals 


*Eve Times .... 
Herald 


387,830 
*Eve News .... 


*Times-Leader 
*Record 
*Eve. News .... 


Totals 


Telegram 
*Eve. Gazette .. 


—118,174 


589.915 696,080 —106,165 


1,320,680 


Totals 1,545,019 —224,339 


Protecting Dealers Built 
General Tire’s Success 
(Continued from page 462) 


competition. Facing the alternatives of 
selling, through wholesale distributors, 
a large number of indifferent accounts, 
or of distributing through compara- 
tively few dealers to be carefully selec- 
ted for their ability and standing as 
merchants, we chose the latter course, 
and after fifteen years of merchandis- 
ing General tires we are more firmly 
convinced than ever that we chose 
wisely. 

“Our merchandising to the con- 
sumer is centered through our dealers 
in every community. Now that we 
have about as many dealers as we can 
take care of under our policy, our in- 
creased volume and profits must come 
from an increase in the business of 
our individual accounts, and our mer- 
chandising efforts are designed to aid 
our dealers to increase their business. 

“Regardless of the line and of how 
well his goods are made, or how well 
his products supply a potential de- 
mand, the small manufacturer today 
must rely on his merchandising for 
success. I am convinced that small 
manufacturers will find their best 
merchandising opportunities by win- 
ning the cooperation of carefully 
selected retail dealers with a policy 
that considers the dealers’ interests 
identical with their own. 

‘Loyalty on the part of a distribut- 
ing organization is just as necessary 
to the success of a manufacturer as 
the loyalty of officials, executives, 
salesmen and workers. And the only 
way in the world to build up a loyal 
distributing organization is to aid the 
dealer in his fundamental purpose— 
to give him merchandise, protection 
and cooperation of a kind that will 
enable him to build up his business 
and make money on the manufac- 
turer's line.” 
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Personal Service and Supplies 


Classified Rates: 50c a line of seven words; minimum $3.00. No display. 
Cash Basis Only. Remittance Must Accompany Order. 


SALES PROMOTION 


$50 to $50,000 DAILY SALES SECURED FOR 
our clients. This distributor took on a new spe- 
cialty, retailing at $60. His first purchase $12. We 
‘submitted a sales program capable of national ex- 
pansion. Within four year his sales were nation- 
wide, running to 100,000 monthly. 35 years’ 
salesmanship-in-print experience back of our cam- 
paigns. Submit sales problems for free diagnosis. 
10 years Sales Promotion Manager, Larkin Co. 
ge C. Johnson, 119 Woodbridge Ave., Buffalo, 


a 


EXECUTIVES WANTED 


IF YOU ARE OPEN TO OVERTURES FOR 
new connection and qualified for a salary between 
$2,500 and $25,000, your response to this announce. 
ment is invited, he undersigned provides 4 
thoroughly organized service of recognized standi 
and reputation, through which: preliminaries are 
— confidentially for positions of the calibre 
indicated. The procedure is individualized to each 
client’s personal requirements, your identity covered 
and present — protected. Established twenty 
-~,, = Ree name a cnr for details, 

‘ . 1xDy, me. if iowntown ildi 
Buffalo, N. Y. ae 
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in any quantity desired. 


Reprints at Cost 


We will reprint at cost plus ten per cent for postage 
and packing any article in this or other issues of SALES 


In every issue there are articles which profitably could 
be sent to business associates, customers, or friends of 
some of our readers. We shall be pleased to quote prices 


‘GIBBONS knows CANADA — 


SE 
10.0% of Us $, Manufactures 
, 11.1% of MGG-H Circulation 


BCTION B 
of U7. S. Manufactures 
cG-H. Circulation 


SECTION C 
f U. S, Manufactures 
35.0% of McG-H. Circulation 


SECTION D 
5.05 % of U. S. Manufactures 
4.8% of McG-H. Circulation 


SECTION E 
8.0% of U.S. Manufactures 
7.2% of McG-H. Circulation 


SECTION Ff 
2.0% of U. S. Manufactures 
2.2% of McG-H. Circulation 


SECTION G 
2.0% of U. S. Manufactures 
2.2% of McG-H. Circulation 


SECTION H 
5.0% of U.S. Manufactures 
4.9% of McG-H. Circulation 


SECTION I 
2.0% of U. S. Manufactures 
2.1% of McG-H. Circulation 


~~e 


awl Circulafion and 


Ce FASts of Manutactures 


Probably not a remarkable tally to those who know 
McGraw-Hill circulation methods. A salaried staff 
of circulation men scours the U. S. constantly, 
concentrating on those plants that every industrial 
advertiser has, or should have, on his prospect 
list. No effort is made to get subscriptions from 
men other than those in authority—the men who 
control or influence purchasing. 


McGraw-Hill Publications 


Tenth Avenue at 36th Street, New York | 


This check does not include McGraw-Hill circulation 
among jobbers, dealers, utilities, bankers, construction 
engineers and general business executives. It is strictly 
industrial circulation. 


CRAM'S 
COMMERCIAL 
ATLAS 


*gce* CRAM’S COMMERCIAL ATLA 


The last word in atlas equipment—de- 
signed especially for general business 
needs—accurate, clear, complete, com- 
pact—beautiful and practical loose-leaf ties 
binding—reasonable initial cost. Kept ; 
always up-to-date with correction service 
at extremely moderate annual expense. 
Commercial maps in four colors—states, 
provinces and countries of North and 
South America, with principal maps of 
Europe, Asia and Africa. 

Road maps—entire United States and 
Lower Canada. showing type of road sur- 


face, State and Federal road numbers, etc. 


State outline maps—black and white, 
showing only names and outlines of coun- 


Indexes—very complete. 
villages and post-offices. 
adjoin maps. 

Political divisions—478 political divisions 
throughout the world, all listed in Table 
of Contents and Gazetteer. 


Loose-leaf binding — heavy, two-toned 
antique, hand tooled, art leather effect. 


Using an Atlas 
in. Selling 


No one realizes more than the Sales Manager the 
importance of complete and reliable information 
concerning the markets in which he sells. He imust 
have maps; he must know locations; he must now 
railroads and automobile highways; he must know 
populations. He must have all this information 
available for ready reference. 


Successful Sales Managers have found that a com- 
prehensive atlas—available for instant use—gives 
them facts and figures that are intensely valuable 
in effective general direction of their work. How- 
ever, that atlas must be up-to-date. Since the 
publication of the 1930 census figures, showing 
tremendous changes and reflecting new and 
important trends, an old atlas will not do. An 
atlas with 1920 census figures and other 1920 
information is as obsolete as a 1920 automobile— 
and just about as useful in handling the business 
of today. Cram’s Loose-Leaf Atlases meet the 
Sales Manager’s needs, with 1930 census figures 
and maps that are completely up-to-date. 


Loose-Leaf 
Binding 


Atlas closed measures 1614 inches by 22 
inches. 322 pages. Shipping weight 25 
pounds. Price $25.00, including one 
year’s map correction service. 


Correction service—copies of all new or 
revised maps as prepared for succeeding 
editions, furnished at charge of only 
$5.00 per year. Five-year service, keeping 
atlas always up-to-date, figures only 
$45.00, including initial cost of atlas—an 
average of only $9.00 per year. This 
service is optional but is available if 
desired. 


Show all cities, 
State indexes 


1930 Census (~R AM?S MODERN REFERENCE ATLAS “30s! 


This atlas is the same as Cram’s Commercial Atlas, with 75 additional 
pages and including large maps of all foreign countries. It can be supplied 
with the same map correction service, to keep it up-to-date. Price $30.00, 
including one year’s map correction service. 


GEORGE F. CRAM CO. 
30-9 Murphy Bldg. 
Indianapolis, Indiana 


0 Ship on fifteen days’ approval, net thirty days— 


OC Send further information concerning— 


0 Cram’s Commercial Atlas, Price $25.00 
(C0 Cram’s Modern Reference Atlas, Price $30.00 


NS aris este Wea cmisalnls Sites cael Bae ew 
IR Sect gab ass eee at tient ee aki ae ee 


Write for any further information desired. Either atlas on 
fifteen days’ approval to any satisfactorily rated house or respon- 
sible buyer. Specify which atlas is desired. Use the coupon or 
write on your business letterhead. 


THE GEORGE F. CRAM COMPANY 


Map Makers for Over 60 Years 
Established 1867 


30-9 Murphy Building 


Indianapolis, Ind. 
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For Detailed Index, Classified by Topics, Lines of Business, Commodities, and 
Geographical Divisions—Domestic and Foreign—See Pages 369, 371, 373 and 375 
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Akron, Ohio, Beacon Journal 

\ibany, N. Y., Knickerbocker Press 
und Evening News 

Allentown, Pa., Morning Call 

Atlanta, Ga., Journal 

Kaltimore, Md., Sun 

Binghamton, N. Y., Press and Leader. 

Hirmingham, Ala., News-Age-Herald 

Koston, Mass., Globe 

Kridgeport, Conn., Post & Telegram 

Hrooklyn, N. Y., Eagle 

fialo, N. Y., News 

Canton, Ohio, Repository 

Charleston, S. C., Post-News and 
Courer 

Charlotte, N. C., Observer 

Chicago, IL, The Daily News 

Cincinnati, O., Times Star 

Cleveland, Ohio, Plain Dealer 

Columbus, Ohio, Dispatch 

Dallas, Texas, Times Herald 

Dayton, Ohio, News 

Denver, Colo., Post 


Send for U.S. map 
14 x 66 inches 


Showing all —— 


population or more... 
Printed in three colors 
on linen back 
Mounted with steel 
tubing top and bottom, 


Price, $10.00 each 


A STUDY of ALL 
AMERICAN MARKETS 
New Edition 


Des Moines, la., Register & Tribune 


Detroit, Mich., News 
Duluth, Minn., Herald 


Planning effective sales work 


- « « before the advertising starts 


Here is a long looked for book that gives 
data by states, counties, towns of 1000 
up, and the 100 principal markets 


HE QUESTION today is how to tie up ad- 

vertising more closely with the machin- 

ery of distribution. Sales activity must 
be planned on intelligent information if it 
is to succeed. 


No more up-to-the-minute commercial 
data for this purpose is available than that 
furnished by the new edition of “A Study 
of Ail American Markets.” Sponsored by 
leading newspaper publishers in cities of 
100,000 population and over,it goes farther 
than these trade territories and gives a 
complete statistical picture of the entire 
United States. 

Everything is standardized, regardless of 
territory,and easy to look up as a tele- 


phone number. Twenty-four retail classifi- 
cations are made, seven wholesale, six 
chain stores. Latest checks on savings de- 
posits, population, are given along with 
maps of states, counties and trading areas. 


How to Get Your Copy 


The gratis distribution of this volume is 
limited to business executives who are 
interested in the utility of newspaper ad- 
vertising. Inquiries should be written on 
business stationery and $1.00 enclosed to 
cover postage and packing. Otherwise 
The 100,000 Group of American Cities 
reserves the richt to charge the production 
cost of $15 a copy. 


The 100,000 Group of American Cities 


400 West Madison Street 


Chicago, Hlinois 


110 East 42nd Street, New York City 


Long Beach, —_. Press Telegram 
Los Angeles, he 
Louisville, Ky., Cina, Journal and 


Omaha, Neb., World Herald 
Paterson, N. J., Morning Call 
Peoria, IN, Journal Transert?! 


South Bend, Ind., Tribune 
Spokane, Wash., ‘Spokesman Review 
& Chronicle 


Elizabeth, N. J., Daily Journal ae 


El Paso, Tex., Herald and Times 
Erie, Pa., Dispatch-Herald 
Evansville, Ind., Courier Journal 
Fall River, Mass., Herald News 
Flint, Mich., Journal 
Fort Wayne, Ind., News Sentine! 
Fort Worth, Texas, Stpr-Telegram 
and Record 
Grand Rapids, Mich., Press 
Harrisburg, Pa., Patriot-News 
Hartford, Conn., Times 
Houston, Tex., Chronicle 
Indianapolis, Ind., News 


Jacksonville, Fla., Florida Times-Union 


Jersey City, N. J., Jersey Journal 
Kansas City, Mo., Star 

Knoxville, Tenn., Journa! 

Lawrence, Mass., Eagie & Tribune 
Little Rock, Ark., Arkansas Democrat 


Philadelphia, Pa., Evening Bulletin 


Pittsburgh, Pa., Press Springfield, Mass., Springfield 


Newspapers 
Syracuse, N. Y., Herald 
Tacoma, Wash., News Tribune & Ledger 
Tampa, Fla., Morning Tribune 


Lowell, Mass., Courier, Citizen 
and Leader Portland, Ore., Oregon 
rtland, Ore., gonian 
Lynn, Mass., Item 1 Appeal Providence, R. L., Journal Bulletin 
Memphis, Tenn, Commercial Appe: Reading, Pa., Eocle 
ad Richmond, Va., Times Dispatch 


Miami, F , Herald Rochester, N. ¥ “te Toledo, Ohio, Blade 
Milwaukee, Wis., Journal : pocniel Pi eros Trenton, N. J., Times and Times 
Minneapolis, Minn., Journal Sacramento, Calif., Bee Advertiser 


Nashville, Tenn., er rer, yay Wand 
Newark, N. J., New Ss. ity, Uta “ tulsa, la., Wor 
New Bedford, Mass.,  Standaré and Sapte ed Saaiek pusie Utica, N. Y., ~~ er Dispatch 
Mercury Press" 4 . , Washington, D.C., Star ; 
New Haven, Conn., Register San Antonio, Tex., Express & News Waterbury, Conn., he publican and 
New Orleans, La., Times Picayune San Diego, Calif., Union & Tribune American 
New York, N. Y., The New York San Francisco, Calif., Chronicle Wichita, Kan., Eugle 
Times Schenectady, N. Y,, Gasette Wilkes-Barre, Pa., Times Leader 
Norfolk, Va., Ledger and Dispatch Scranton, Pa., Times Wilmington, Del., Journal and Ne 
Oakland, Calif., Tribune Seattle, Wash, Times Worcester, Mass., Telegram-Gasell¢ 
Oklahoma City, Okla., Okighoman Sioux City, lowa, Journal Youngstown, Ohio, Vindicetor 


Times f 


St. Louis, Mo., Post Dispatch 
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U. S. COMMERCE—1929 


BUSINESS AT ITS HIGHEST LEVEL 


Barometrical Indices of Production, Distribution and Prices of Goods, As Well As Of Employment 


There is no better source of domestic business in the 
United States than is to be found in the “Survey of Current 
Business,” published by the U. S. Department of Commerce. 
From its pages therefore, these outstanding paragraphs and 
these tables are here quoted as a suitable preluce to the 
mass of detailed information that follows: 

“Business of the United States in 1929 reached the highest 
level that it ever attained, continuing the high rate of 
a that has been characteristic practically ever since 


1921, ¢ flecting the increasing efficiency of both industry 
and trade. “The slight recession which appeared at the clos e 
of 1927 was of short duration, and business continued its 


hich level throughout 1928 to near the end of 1929. 


Manufacturing, Mining and Construction 

Manufacturing reached its highest level in 1929 from 
agead it receded rapidly in the last two months of the year. 
Of the eleven groups shown on the following table, several 
of them made new highs while others maintained a very 
high level. The greatest relative gains were in tobacco, iron 
and steel, automotive, tires and oil groups. Other groups 
maintaining their high level were food products, paper and 
printing, cement, brick, glass etc. There was a small decline 
in the leather and shoe group except for two items, whiie 
textile production showed quite substantial gains. 

Mineral production continued to show a new high level 
over the total group with oil, and iron and steel ieading. 


Agriculture 


despite the decline in workers on the farms. 
1927 is estimated at 19° 
amount produced per wo:ker has risen nearly 30% 


year 1929 saw 


The output in 


more than in 1919, while the 


The 
a further continuation of this trend. The 


index of production of most items maintained their high 
level or showed some increase over 1928. The output of live 
stock varied little from the last two or three years while 
wheat and sugar meltings showed a slight increase. 


Trade 


There has been a number of fundamental changes taking 


place rather 


gradually 


in our distribution system. Manu- 


facturers are tending more directly to large retail organiza- 
mail order houses, department 


such as chain 


’ 
ana 


tions 
stores 


even 


stores, 
to sell dir 


ront 
ev 


ly to consumers. 


For 


this 


reason there has been somewhzst of a downward tendency 
as contrasted with the 
eross production of commodities and in the retail trade. 


in the sales of 


There were 
show 


boots and shoes, 
decrease. 


and fish. 


wholesale merchandise 


very few items under distribution that did not 
material increase over 1527 and 1928. 


This is par- 
ticularly reflected in the sales of meats, vegetables, drugs, 


Some items have shown a 


The following tables have been compiled from the survey 
of current business prepared by the U. S. Department of 


Commerce. 


It is undoubtedly the most comprehensive sta- 


tistical source of information on industry and trade in the 
United States and Sales Management is deeply grateful for 
the courtesies and help obtained from the various members 


Agricultural production has increased in recent years of the U. S. Department of Commerce staff. 
Production* 
(Monthly Average, 1923-1925 = 100) 
2 ms : 7 = Sess cere 
1922 | 1923 | 1924 | 1925 | 1926 | 1927 | 1928 | 1929 || | 1922 | 1923 1923] 1924 | 1925 | 1926 | 1927 | 1928 | 1929 
Raw Materials | | 
Mass of crop production...... 99 |} 99 | 100 | 101 | 103 | 104 | 108 | 109 Textiles 
, Cotton consumption.........| 99 | 106 | 90 | 104 | 109 | 120 | 107 | 115 
Minerals......... 74 | 105 96 99 | 108 | 107 | 106 | 115 ||Wool machinery activities....] 98 | 113 93 94 87 87 85 89 
Bituminous coal 78 | 108 | 93 99 | 110 | 99 | 96 | 102 ||Carpet and rug loom activi- 
Anthracite. 65 | 115 | 109 76 | 104 99 94 95 eee nae .| 104 | 112 90 98 87 88 89 90 
Crude petroleum . 75 99 97 | 104 | 105 | 122 | 122 | 137 ||Silk deliveries. rs 90 88 90 | 123 | 123 | 135 | 140 | 152 
Iron ore shipments . 82 | 114 82 | 104 | 113 95 | 104 | 121 ||Silk loom activities..........| 76 95 92 | 113 | 109 | 111 | 119 | 127 
Iron and steel... iis es 83 | 105 88 | 106 | 113 | 104} 119 | 129 
gu mine ¢ production fs 62 93 | 100 | 106 | 110 | 105 | 115 | 127 Leather 
inc. ‘ Pe one 68 96 97 | 107 | 116 | 111 | 112 | 114 ||Sole leather.. ; 110 | 116 93 92 85 98 | 100 91 
Lead. 77 88 | 102 | 111 | 116 | 112 | 106 | 113 ||Upper leather, cattle. . 103 | 117 87 96 87 84 72 79 
Silver : 87 | 104 | 100 96 95 93 88 94 ||Upper leather, calf.. 96 | 113 | 102 86 93 | 101 94 91 
Porest products . . 90 99 97 | 104 98 93 88 .--||Goat and BRB: cnck< errr) ek 85 | 101 | 119 | 122 | 130 | 134 
ache Boots and shoes.............| 98] 107 | 95 98 | 99 | 104 | 105 | 110 
Finished Products 
Manufacturers...........-..| 87 | 101 94 | 105 | 108 | 106} 111 | 119 Building Material 
: Lumber. -.e--| 90} 99] 96] 104) 98] 93 | 86}..... 
Automotive Oak and maple fooring. 75 | 91 95 | 114] 119 | 103 | 114].... 
Automobiles...............-] 66 | 102 91 | 107 | 108 86 | 110 | 135 ||Cement. aeakeee 76 92 | 100 | 108 | 110 | 115 | 118 | 114 
Ai! vegutae 77 86 98 | 116 | 116 | 120 | 144 | 135 ||Plate glass.. 77 90} 92] 118 | 130 | 112 | 132 | 152 
Inner tubes.. te 85 99 | 116 | 108 99 | 113 | 103 
Gasoline. . 68 83 98 | 119 | 134 | 152 | 173 | 200 Paper and iaeveets Products 
Lubricating oil. . 83 93 98 | 110 | 115 | 112 | 123 | 122 ||Newsprint.. j .-| 97 | 100 98 | 102 | 112 99 95 93 
i Book paper . ETP eee ok 93 | 102 | 106 | 111 | 110 | 124 | 135 
Food products. . 94 99 | 103 98 97 96 98 97 || Wrapping paper. . ainda 80 98 98 | 104 | 103 | 105 | 108 | 103 
Slaughtering, hogs.. 87 | 107 | 106 86 82 88 | 100 97 ||Fine paper. 91 94 93 | 113 | 115 | 112 | 115 | 119 
Slaughte ring, cattle.. 91 96 | 101 103 | 107 | 100 89 87 ||Box board . 83 95 | 100 | 106 | 118 | 112 | 121 | 133 
Slaughtering. calves. 8&5 91 | 100 | 109 | 105 99 95 91 || Wood pulp ~mechanical.. 88 94 | 104 | 102 | 110 95 96 97 
Slaughter, sheep ered et 97 | 101 | 101 | 109 | 109 | 114 | 118 ||Wood pulp—chemical. 84 94} 101 | 104} 114] 110} 109 | 118 
Wheat flour. 66s sec. cc co) 98 98 | 104 98 | 100 97 99 | 100 || Paper boxes. . 79 90 99 | 111 | 123 | 127 | 136 | 155 
Sugar meltings. .......... 112 90 | 99] 111 | 112 | 106 | 103 | 104 
| Fuel Other than Gasoline 
eer Products | Kerosene. . ..| 94] 95 | 102 | 102 | 105 | 96 | 103 | 98 
Cigarettes dis eee us up ae 90 99 | 111 | 125 | 136 | 148 | 166 |jFueloil.. 79 89 99 | 112 | 113 | 121 | 132 | 138 
aan oes ...} 104 | 104 | 100 96 97 97 95 98 By-product ‘coke . 77 | 101 91 | 108 | 120 | 118 | 130 | 144 
fanufacturered tobacco and | Bee-hive coke.. 63 | 141! 76| 83} 98| 57| 32] 44 
Snuff... . : ..+ee--| 102 | 100 | 100 | 100} 100 | 96] 93] 92}! 
Distribution* 
(Monthly Average, 1923-1925=100) 
1 | | 
_ 1922 | 1923 | 1924 | 1925 | 1926 | 1927 | 1928 | iia i] 1922 | 1923 | 1924 | 1925 | 1926 | 1927 | 1928 | 1929 
eS <eenemeee sacatieniaaiis a | ad ciated saiieeeninittnas 
Agricultural Product | 
An Mark a | 
G crops Lee eee 99 92 | 104 | 104 | 109 | 113 | 117 | 114 | Animal Product seoeeiee 
rains « vee A et 98 | 114 88 89 | 103 | 120 | 102 ||/Wool...... -}| 120 91 | 126 83 | 106 | 138 | 132 | 129 
pegetables. ROM er waren Pick 103 97 | 101 | 102 | 102 | 113 | 111 | 117 Livestock. . 92 | 103 | 104 93 90 89 91 88 
Chuits 88 | 100 | 101 99 | 113 | 103 | 112 | 108 |/Poultry and eggs. 94 | 103 | 101 96 | 102 | 102 | 103 | 105 
Mi on products. 87 82 99 | 119 | 125 | 120 | 118 | 117 |/Fish.... 84 92 96 | 112 | 124 | 136 | 139 | 177 
iscellaneous... 91 96 98 | 107 | 116 | 132 | 116 | 162 ||Dairy ‘products. . 93 96 ; 103 | 101 | 101 | 103 | 102 | 106 


Increases ome 1925 due veneer to opening of retail stores by Sears, Roebuck & Co. and ‘inemenies, Ward & Co. 
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Employment and Payroll—(Continued) 


Distribution (Continued) 


Barometrical Indices of Production, Distribution, and Prices of Goods, as well as 


1922 | 1923 | 1924 | 1925 | 1926 | 1927 | 1928 | 1929 | 1922 | 1923 | 1924 | 1925 | 1926 | 11927 1928 | 1929 
4 er eens = ee eee 
| 
Wholesale yeu value of sales} 89 | 100 | 98 | 102 | 101 | 97 | 96] 98 | | | | 
Groceries.. 93 | 100 | 101 99} 98} 94] 95 95 |\*Chain wenn value of sales | 
Meats.. 83 94 96 | 110 | 115 | 108 | 113 | 119 ||Grocery. ee 69 85 97 | 118 | 143 174 | 208 es 
Dry Goods... g9 | 103 | 97| 100| 94] 89| 85 86 ||5 and i0cent. | 74} 88 | 99 | 113 | 125 | 138 | 150 | 164 
Men's Clothing. . 80 99 98 | 103 95 92 91 91 ee apparel. | 64 83 98 | 119 | 149 | 189 | 225 ** 
Boots and shoes.. steed OF Tas 98 98 | 101 | 104 98 | 102 ||/Drug.. : |} 82) 93 98 | 109 | 126 | 143 | 166 +* 
ee ree 86 | 102 97 | 101 | 100 95 93 95 ||Cigar i 93 ; 98 | 100 | 102 } 111 } 111 | 107 +e 
Souk bk bisa 4S bb ey wens 87 97 99 | 104 | 107 | 108 | 113 | 117 |/Shoe.. i 86 93 | 101 106 | 113 | 115 25 = 
RNIB cng lcc asks wees nee 85 | 102 93 | 105 | 102 | 100 98 | 102 ||\Candy | 7 93 | 101 106 | 114 | 119 | 125 . 
Department stores, values of *Mail order houses, value | | 
BENNO; scab AkaA Ss eeonssencd eS 98 99 | 103 | 106 | 107 | 108 | 110 SAI€S... 6... cece ee ee eeee| | 89 97 | 112 | 121 | 126 | 148 | 139 
Prices—Wholesale* 
piace 
1922 | 1923 | 1924] 1925 | 1926 | 1927 | 1928 | 1929 1922 | 1923 | 1924 | 1925 | | 1926 | 1927 | 1928) 1929 
aa _ - er = me 
Farm Products | 
Grains...... ..eeee| 85.0] 88. 0/100. 6/118. 3/100. 0)100. 9/107. 3} 97. 4|!Agricultural implements......} 88.2) 98. 8/105. 7|100. 4/100. 0) 99. 2} 98. 8] 97.9 
Live stock and poultry. -. eee} 83.2)°77.7| 79.3} 98.9100. 0) 98.9/105. 4/106. 1||Other metal products........ .| 94. 7|103. 3)101. 7;100. 5/100. 0}100. 2} 97. 2} 98.5 
Other farm products 103. 4116. 7)114. 2/114. 5|100. 0) 99. 2/105. 8/106. 6 | 
Automotive 
Foods Automobiles.................{/116. 6/108. 7|107. 5|105. 3|100. 0}102. 5}106. 91110. 9 
Meats.. vse s ef Ol TO. 75.7) 93.2}100.0} 92. 7)107.0)109. 1)|Tires...... 0.0.00 ee eee ee ee e {LL5. 4/109. 5] 92.6} 98. 6/100. 0] 96.3! 64. 4) 55.6 
Butter, cheese and milk. bewees .| 91.4)103. 4) 94. 5/101. 1/100. 0/104. 0/105. 6|105. 8 
Other foods. . we sees} 93.6} 99. 6/100. 0/104. 5)100. 0} 96.2] 95.5) 91.6 ee Materials 
Lumber. . we 99. 1}111. 8} 99. 3}100. 6)100. 0) 92.5) 90. 1} 94.5 
Leather j BRON ionic clatieaiactecoeteiaeeates 99. 4/103. 6)103. 4;100. 1/100. 0} 93. 2) 92.7} 91.1 
Hides and skins............. . }115. 8/117. 6/110. 2}118. 7/100. 0)120. 4|148. 6/112. 7||Portland cement.............|103. 5}107. 9]105. 7/102. 6/100. 0! 96.7} 95.9} 91.8 
Leather. . eeeeeee es ss + {105. 2/104. 1) 99. 8/104. 8/100. 0/109. 2/126. 3)113. 2||Structural steel. 88. 5}123. 7)114. 2|102. 2/100. 0} 94.7) 95.2} 98.1 
Boots and shoes.. ... ess} 98.1] 99.1} 98. 4/100. 5/100. 0)102. 5/109. 9)106. 3}| Paint materials. . .. +++} 93. 8/101. 3} 99. 7/109. 3}100. 0} 91.0} 86.6) 91.3 
Other leather products. Shs Sete }113.5 103. 7)103. 7}102. 8100. 0)104. 1)108. 5/106. 2||Other building materials. oo eee} 95. 3}105. 5}104. 0)100. 4/100. 0! 94. 1/101. 3}106. 9 
ad } : Chemicals 
Cotton goods.. wee. sess | 104, 3)116. 9)114. 7)110. 0/100. 0) 97.9)101. 2) 99. 4!|\Chemicals. . .-| 97. 2/100. 6)102. 2)104. 1:100. 0)100. 0/101. 3100. 2 
Silks and rayon. 121. 0/129. 5}103. 1/104. 5}100. 0) 88.1) 83.6} 80. 1)|Drugs and pharmaceuticals. ..| 93.3} 95.7] 95.8] 97. 7/100. 0) 87.3} 70. 8 70.5 
Woolen and worsted goods.. 95. 7/107. 5}106. 8/110. 2/100. 0} 97. 6/100. 4) 97. 8)|Fertilizer materials. . 102. 3}102. 5! 92.6} 98. 8/100. 0} 96. 2} 94.6} 92.1 
Other textile products. . 70.8} 77.4) 87. 1/104. 1/100. 0} 95.4] 86.9] 81. 8]|Mixed fertilizers. . 119. 0}107. 4) 95.9|100. 4100. 0} 93.0} 97.34 97.2 
Fuel cent | | 
Anthracite .. 95. 3)100. 8} 98.6] 99. 7/100. 0} 96.3) 91.7) 90.1]/Furniture. . hee us 1114. 6}116. 7)107. 9}104 6100. 0} 97.6} 97. 2} 96.0 
Bituminous ‘coal. . 113. 1)113. 4] 99.7] 96.5/100. 0)100. 4) 93.6) 91.3])/Furnis shings.. | 97. 0)104. 81103. 4)102. 2/100. 0} 98.6; 97. 5} 97.5 
Coke.. wee cece ees {119. 1/118. 8] 97.2) 97. 7/100.0) 94.4] 84.6) 84.6 | | j | 
Manufactured gas. Renee okie nets 110. 3}104. 8/102. 9/101. 9/100. 0} 97.9) 94.9} 93.1}! a sane a we st 
Petroleum and petr. products. |102.9} 82.6] 83.5] 95.0/100.0} 72.7) 72.0) 71.3)! RETAIL 
Metal = ___ (1923-1925 Equals 100) ee en 
Tron and steel...............}| 98. 1/117. 3}109. 4/102. 2}100. 0} 95.9] 94.9) 97.3 | | | ral 
Non-ferrous.................| 83.5] 95.3} 93. 0)101. 4)100. 0} 91. 93 31105. FUP OOG.... 25. ssc us é} 94.5] 97.6 97. 4)105. 1107. 2/103. 03. 7103.0 0} 104. 7 
Employment* 
FACTORY EMPLOYMENT AND PAYROLL 
(1923- 100) 
1923 | 1924 | 1925 | 1926 | 1927 1928 | 1929 | 1923 1924 | 1925 1926 | 1927 | 1928 } 1929 
All industries wes ee 100.0 | 92.5 | 95.5 | 97.4 | 95.2 | 94.1 |100.4 |;Paper & pri ating, neni ed.. {100.0 {101.0 |102.0 |105.0 |105.0 |104.0 [104.2 
Payroll.. 100.0 | 92.5 | 97.5 {100.9 | 98.6 | 98.0 |107.2 PAYTON. «55.0. .}100.0 |105.0 |108.5 115.5 |115.5 |114.5 }114.5 
Food need eee. ...]100.0 | 99.5 | 98.5 | 98.5 | 99.5 |100.0 | 99.7 |i|Chemicals, panne. 100.0 | 94.0 | 99.0 |104.5 |102.5 |101.0 }101. 1 
Payroll...... ny 100.0 |101.5 {100.5 {102.0 {103.5 {104.5 |104.5 ec) | Sr 100.0 | 95.0 |101.0 |109.0 |106.5 |107.0 {113.4 
Textiles sepover.. : ...-|100.0 | 99.5 | 98.5 | 98.5 | 99.5 {100.0 | 96.9 |/Stone, 1: agua menviedh 1. 100.0 |} 98.0 |100.5 |101.0 | 99.5 | 96.0 | 89.6 
Payroll.. Poe es 100.0 |101.5 {100.5 |102.0 |103.5 {104.5 | 99.6 Payroll.. -|100.0 |100.0 |103.0 |107.0 {102.5 | 98.5 | 87.0 
Iron, steel & mach., ws d.|100.0 | 90.0 | 95.0 |101.0 | 95.5 | 95.4 | 98.9 |/Tobacco, aovtor Bs sscdos oteats 100.0 | 93.0 | 90.5 | 87.0 | 88.0 | 89.5 | 91.0 
Payroll.. ; .|100.0 | 92.5 | 97.5 |105.2 | 99.0 | 99.9 |106.0 Payroll. . 100.0 | 95.5 | 92.5 | 88.5 | 87.5 | 87.04 87.7 
Other metals, ee 100.0 | 90.5 |} 92.5 | 96.0 | 91.0 | 93.5 | 89.6 ||Veh. & rlwy. sai re d.|100.0 | 88.0 | 90.0 | 90.0 | 81.5 | 86.0} 94.6 
Payroll. . 100.0 | 91.0 | 96.5 |101.0 | 96.5 |105.0 |115.2 Payroll. . 100.0 | 86.0 | 91.0 | 90.5 | 83.5 | 90.5 }103.5 
Lumber, ee. a 100.0 | 97.5 | 99.0 | 98.5 | 93.0 | 91.0 | 88.2 ||Miscellaneous, Ee. re 100.0 |. 96.0 |.. 97.0 |. 
Payroll. . - 100.0 | 99.0 {101.5 {102.5 | 96.5 | 93.5 | 90.6 Payroll. . Py 95.5 |. 105.0 |. 
Leather, ~ oneal ....{100.0 | 90.0 | 91.0 | 91.5 | 92.0 | 89.5 | 93.7 
Payroll. . weno vece o [MOO.O 1 S9,5 191.5 193.0 | 93.5 | 90:0 | 93.1 
General’ Statistics 
1922 1923 1924 1925 1926 1927 1928 1929 
Debits to individual bank accounts | 
New York City (millions) .. $239,855 $238,396 $263,531 $313,373 $339,055 $391,558 $500,211 $603,084 
140 other cities (millions) .. a oreaide sees $199,509 $225,330 $228,161 $256,691 $268,900 $282,303 $306,145 $352.30 
Commercial failure liabilities (millions). Se ee 624 $ 539 543 $ 444 409 $ 520 $ 490 
Railroad carloadings (number of cars).. 43,208 49,812 48,534 51,224 53,099 51,636 51,590 52, 790 
| 


* Source, Survey of Current Business, U. S$. Department of Commerce. 
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SALES MANAGEMENT 
MEASURE OF 
BUYING POWER 


TOTAL SPENDABLE MONEY INCOME FROM ALL SOURCES IN 
1929—BY COUNTIES—WITH 1930 CENSUS FIGURES 


EASURING the buying 
M power of counties in 

terms of spendable money 
income, the method adopted last 
year for SALES MANAGEMENT’S 
Reference Number proved so pop- 
war and useful, as a substitute 
for the vaguer indices usually 
employed for the purpose, that 
there was no hesitation in fol- 
lowing the same method this 
year, with such minor alterations 
as helpful criticism made prac- 
ticable. Actual tests have dem- 
onstrated the substantial accuracy of the figures, and the 
large body of testimony which has been received, much of 
it from the most important quarters, justifies the belief that 
these tables provide a standard means of removing most of 
the element of doubt which has long surrounded the task 
of estimating the potential value of markets. In such mat- 
ters hundred per cent accuracy is impossible. In the data 
presented herewith the margin of error is reduced to a 
minimum and the element of chance is almost entirely eli- 
minated. 

Experience in the use of these tables during the last 
twelve months confirms the theory which led to their com- 
pilation, namely, that they are a great improvement over 
the deductions drawn from more or less unrelated factors 
generally employed for this purpose, weighted according to 
formulae made up on academic principles. The latter sort 
of figures work out fairly well in some cases. The trouble 
with them is that they lack logical support and for that 
Treason fail to inspire confidence. 

The reason for this is obvious. They tell only part of the 
story at best. We know a good deal about any community 
county when we learn how many people reside in it, how 
Many telephones are at their disposal, how many of their 

omes are wired, how many dollars are deposited in their 
banks, the value of the products turned out by their fac- 


Sales Management Measure of Buying Power 
includes, under Spendable Money Income:— 
breakdown of total income by farm and 
industrial populations, and average per capita 
income. In addition it gives number of in- 
comes of $1,000 or more by two classes and 
automobile registration 


tories, the number of magazines 
and newspapers they buy, the 
number of retail stores that serve 
them, the number of them who 
reported incomes to the internal 
revenue collectors under the pres- 
ent law, which excludes all but 
substantial incomes from the rec- 
ord. 

But all these items are only 
signs that part of the population 
is able to live in comparative 
comfort. They afford at most a 
basis for inferences that should 
serve as a guard against blunders on the optimistic side. 
In the case of merchandising plans for particular classes of 
goods they may be pertinent and not too wide of the mark. 
But when there is need of ascertaining with some degree 
of definiteness the volume of merchandise that may safely 
be offered in any county or trading area section composed 
of several counties; in other words, when the demand is for 
precise information about actual buying power, as distin- 
guished from possible buying power—in all such cases, i.e., 
the vast majority of cases, nothing but the spendable money 
available can fill the bill satisfactorily, and in such a way 
as to take full advantage of the opportunity. We have 
therefore in this book confined ourselves to that one major 
factor and excluded those of less importance. 

This spendable money information SaLES MANAGEMENT 
county tables provide, supplemented, as they were last year. 
by columns which show by counties the number of automo- 
biles registered by important price classes as well as the 
number of incomes, divided into major classes, reportable 
in 1929 if we were still operating under the laws in force 
in 1924 when every individual having as little as $1,000 net 
income was obliged to file a return. The classified car reg- 
istrations furnish a check on estimates of incomes above 
the grade of little more than subsistence. The statistics of 
income serve that purpose with even greater definiteness 


by price classes. 
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now that cars are almost as numerous as families in this 
country. 

Practical use of these tables in estimating markets or in 
making up sales quotas is simple. Where individual neces- 
sities are concerned, such as indispensable food and clothing, 
population figures may be sufficient, especially when as here, 
Official 1939 census figures, subject only to minor revision 
for final report, are presented. This is true to some extent 
of highly popular articles of very low price. Per capita 
spendable income adds the oniy factor prerequisite to re- 
liable calciusations. 

Where the family unit is important in determining prob- 
able sales of articiss in commonest use. all that is necessary 

; to divice povuletion by 4.1 or average number 
‘ ‘icon families. 2 


fi memb i An I nigher number is the 
ber H yV e census ot 1920. “he lower number 
ows for the decline which may have been caused by the 

V r accenmcance of birth control in recent years. 
When ¢ sidering mé Otentialities for articles above 
Gi Recessities advisabie to give heed to car 
2nd income classcs. In the number of owners 
cars costine more than a thousand dollars we have a 


so0G C.ue to the number of persons who can afford 
ite outlay beyond bare subsistence expenses. ‘The 
mber of owners of cars costing more than a thousand 
dollars is positive evidence of high buying power. In both 
cases it 1s advisable to read the figures in connection with 
family population rather than individual population, fov 
while many families and not a few individuals now own 
more than one car, the relative number of plural owner- 
shins is still small. 

For merchandisers of articles of substantial value the in- 
come figures by classes are probably a more reliable guide, 
especially if allowance is made for incomes which for one 
reason or another escape the vigilance of the tax collectors. 
It is to be borne in mind, however, that nearly half of these 
returns are to be credited to heads of families, and for that 
reason the number of returns must be multiplied by 2.1 in 
order to find how many persons are living in comparative 
luxury. 

Thus when we learn that the number of incomes report- 
able in 1929 under the laws of 1924 was 7,500,000 we know 
that the incomes involved in these supposed returns, amount- 
ing to some $35,500,000,000, were enjoyed by not less than 
15,750,000 persons. 

Tne county tables of spendable income can be used to 
advantage in making plans for distribution of goods or 
selling campaigns by applying them to sections chosen for 
operations. Where trading areas include only fragments 
of counties sufficiently accurate estimates of their buying 
power can be arrived at by taking account of the popula- 
tions of the cities contained in the parts of counties cov- 
ered. 

In particular cases these tables have proved their useful- 
ness in the highest degree. To chain store systems seeking 
expansion they are an almost infallible criterion of possible 
sales whenever an accurate gauge of competition in the field 
has been obtained. The old practice was merely to count 
noses and assume that, since for every nose there is an 
individual need which chain stores can fill, all that was re- 
quired to warrant a new unit was to work out a low ratio 
of existing stores to poplation. This led to many stores in 
the red. A remedy for blunders of this sort was discovered 
when SALES MANAGEMENT figures were used to check the 
volume of buying power and the distribution of families 
concerned. The lesson was learned by observing that the 
most successful stores were operated in communities shown 
by this method to have relatively high spendable incomes. 
and since the rule worked backwards where the results were 
known there was no difficulty in applying it to pioneer un- 
dertakings. 

In the same way, sales managers of life insurance com- 
panies have used SaLes ManaGEMENT tables of county buying 
power to fix county or section sales quotas. Food distributors 
have found them equally reliable in prospecting work as 
well as in strengthening or diminishing their efforts, as 
required, in fields with which they believed themselves to 
be familiar. Toilet supply houses have been similarly for- 
tunate in checking their sales efforts by the same means. 

In fact the whole body of merchandisers who have tried 
SaLES MANAGEMENT tables along these lines testify to prac- 
ticable advantages derived from them as a means of meas- 
uring markets they wish to enter as well as of discovering 
whether they could depend upon the work they have been 
doing in markets about which they thought they were well 
informed. From a confidential source of the highest author- 
ity it has been learned that these tables have proved ex- 
tremely useful in the solution of many sales problems facing 
a large number of industries. 


Since the allocation of the advertising budget follows 
logically on the determination of sales potentialities it is 
apparent that these tables are extremely useful in deciding 
the “where and how much” of consumer advertising to the 
end of securing a most profitable coverage with a minimum 
of waste. 


How Estimates of Income Classes Were Made 


The number of net incomes above $1,000, divided into 
major classes, is found by adopting for 1929 the hasis used 
for Federal income taxes in 1924. In the latter year re- 
turns were required from all single individuals having net 
incomes of $1,000 or more and from heads of families 
whose net incomes were as much as $2,500. Net income as 
nere used means the amount of income remaining after 
legal ailowances. The ailowances in 1924 were $1.009 for 
individuals and $2,500 for heads of families, besides $400 for 
each dependent in both groups. 

in 1925 the law was changed. Since then the smallest 

ef incomes reportable have been $1,590 for single indi- 

Personal exemp- 
The effect of this 


) 


viduals and $3.500 for heads of families. 
tions have been correspondingly raised. 
change was to reduce the number of returns by something 


like 40 percent. The smaller incomes thus excluded from 
the records of the Treasury Department, needless to sav, 
are still relatively as numerous as ever. In the county tables 
that follow these incomes are restored to the records of the 
latest calendar year. This is done by the method described 
below. 

Between 1917 and 1924 there was little change in the laws 
governing income returns. The only important differences 
were: Prior to 1924 the minimum for heads of families was 
$2,000 net income with smaller exemptions accordingly, and 
prior to 1921 credit for each dependent was $290. Tabulat- 
ing returns from 1917 to 1924 by income classes and making 
due allowance for the effect of these changes, it is not 
difficult to arrive at a reasonably reliable rule for ascertain- 
ing the relative number of incomes now being received below 
the minimum fixed by law and above the low level formerly 
established. 

Our first task then is to find out how many incomes there 
are above the present dead line. This we get by counties 
and cities down to 1924 from Statistics of Income for that 
year. Later reports, including the latest, that for 1927, tells 
us only the whole number of returns by counties and cities. 
We learn, however, from study of the whole body of re- 
turns for 1917-1927 that changes in the law did not influ- 
ence the number of returns for net incomes of as much as 
$5,000. This fact enables us to project the analysis by coun- 
ties to 1927 using the government analysis for 1924 as a base. 

In carrying the process further, to 1929, we take account 
of population changes and general business conditions of 
the intervening years. guided in making our estimates by 
the fluctuations responsive to known factors shown in the 
official eleven-year record which is the foundation of all 
our calculations. 

Provided thus with reasonably dependable information as 
to the number of net incomes of $5,000 in 1929 and knowing 
from the 1930 census the population of each county in 1929. 
it is 2 comparatively simvie matter. applying the rule de- 
scribed above, to compute with reasonable accuracy the 
number of net incomes in the latter year which ran be- 
tween $1,000 and $5,000. The actual minimum spendable 
income is of course $2.000 owing, as previously explained 
to the personal exemption of not less than $1,000. 


How the Spendable Income Is Estimated 


The three columns under spendable money income for 
1929 include income from all sources, such as wages, s?l- 
aries, fees and commissions of every sort. business profits 
and all miscellaneous items of income. ‘The total incom® 
figure is comparable to the one prepared by the Nationa! 
Bureau of Economic Research which probably has done 
more work in arriving at probable income figures than an” 
organization in the country. Its methods and estimates have 
been generally accepted by most of the authorities in the 
government and economists as reasonably accurate. Of 
course, this not put forward as a 100% method because no 
100% method is possible at any expense, but is published 
with the understanding that every precaution has been 
taken to make it virtually so. 

The phrase “money income,” it should be explained, means 
income received in dollars as distinguished from income foi 
service of an individual or members of a family, for which 
there is no money consideration. It does not take into 
account either inventory gains or surpluses which most 
economists omit from spendable income, and products used 
on farms for farm household, feed, seed and waste. Inclu- 
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sion of these Omitted 1tems would make the national income 
much higher than the amount here dealt with of about 
ninety-two billion dollars, which explains why our estimate 
will probably fall somewhat below the generally used esti- 
mate which puts the national income at something over one 
nundred billion dollars. Exclusion of service income is the 
yeason, furthermore, for the relatively low per capita income 
in Southern agricultural states and agricultural counties in 
other parts of the country. 

Before the total income of states could be determined, it 
was first necessary to calculate the total income for set 
United States, and this was done by using the annual figure 
of total national income published by the National ‘Serent 


of Economic Research as a basis for computing the 1925 
total income figure used in this book. To aprortion the 
total national income by states, it was found advisable to 
distribute the total income on the basis of income returns 
in lars published by the Bureau of Internal Revenue. 
As these f figures constitute about 40°% of the total income. 
it follows that the total income will be distributed on the 
same basis for each state as the 40%, 

Having apportioned to each state its share of the total! 
nationai income, it was next necessary to distribute the 
total state incomes by counties. As the number - ret turns 
by counties is the only basis possible for distributing in- 
comes by counties, it is necessary to apportion eh 
county on the ratio of the number of retur ach 
county bears to the total income returns for the . 7H 
course, it is realized that an error enters in to this basis oi 
calculation. But as no other meatis subject to so small 


percentage of possible error is available, it has been found 
expedient to use this method. A similar method was us 

in the case of county farm figures for distributing the total 
state farm income figures published by the Bureau of Agri- 
cultural Economics. The county farm income thus arrived 
at was then subtracted from the total county income, leaving 
the industrial income, (which is all income other than farm 
income). The accuracy of the farm and industrial income 
figures by counties was further checked in the accompany- 
ing tables by correlating the county incomes, thus deter- 
mined, with the retail sales’of passenger cars under $1,000 


and over $1,000. It was found that the counties having low 
incomes had a very high correlation with the low priced 
cars, and vice versa; and that the counties with high in- 
comes also had a high correlation with sales of high priced 
cars, and vice versa. This seems to confirm the accuracy 
of the methods employed and the figures resulting from the 
above method of computation, because the sales of cars by 
counties are 100% reliable figures and would in all prob- 
ability not have a high correlation with the two types of 
county incomes as mentioned above unless the income fig- 
ures for farm and industry were reasonably accurate. 


Editor’s Note—We maintain that any guide or index to 
purchasing power or spendable money income fails far 
short of the mark which fails either by actuai record or re- 
Lis projection, to give a current picture. County data. 

tO Make estimates bringing the 
actualiy uses up-to-date can, in our estimation 
to the factor of error in business. Whe 
r it is necessary tc ang to eitner eutians es or 

ulas, it is vastly ter “aa Gecidedly easier 
trust this high ly Ai ies: Hy pharers to experts with long 
experience in th Under no circumstances does it 
seem safe or wise to employ statistics many year's old and 
often embodying a range of years. That is why tables 
prepared by SALES MaNaGEMENT Were entrusted to men like 
Ray B. Prescott with extensi nie experience in this line of 
work, and why all figures 1 have been brought up-to- 

viz., to the last calenda li’ nage 

n " this explanatory note, it is obviously impracticable to 
cover in detail the many valuable applications of these 
tabies to each and every line of business. It is still less 
possible fe discuss their use for a large number of individual 
companie However. the publishers of SaLES MANAGEMENT 
are giad ‘to help make these tables of great utility to as 
many concerns as the data provided may competentiy serve 
and to this end will be glad to answer confidential inquiries 
when sufficient data for intelligent analysis are made avail- 
able. Such inquiries should be addressed to Managing Edi- 
tor, SALES MANAGEMENT REFERENCE NUMBER, 420 Lexington 
Ave., New York City. 
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NUMBER OF INCOMES OF 
$1,000,OR MORE (1929) 


| | _ AUTOMOBILE 
| a 
OHRUISS Population | 
(Cities in Parentheses) (1930) 
| Under Over $1,000 to 
| $1.000 i $1 000 $5,000 
ee at sce tac Si near oe Ree K nest| 
LEC pe ee aD 19,685 || 1,102 | oon | 37 
Baldwin. 28,282 | 2,914 | 704 | 133 
Barbour. 32,505 || 1,339 | 288 180 
Bibb... . 20,886 1,502 | 354 | 144 
Blount. . 28,003 | 1,682 | 184 | 35 
Bullock. . 20,250 | 739 | 127 62 
Butler... 30,206 | 1,796 | 352 160 
Calhoun . 55,582 4,703 | 1,047 802 
Chambers 39,306 2,398 | 421 130 
Cherokee 20,219 | 1,362 | t51 29 
a, | | 
Chilton 24,683 1,747 | 247 77 
Choctaw 21,513 1311 226 36 
larke 26,147 | 1,660 334 108 
Clay..... 17,769 | 1,247 114 22 
Cleburne 12,877 780 93 24 
WTR hs 5g «aie. Sc 32,663 2,523 282 59 | 
Colbert. een ee 29,799 | 3,049 812 502 
BMAD fos ovaces cre 25,423 || 1,562 176 89 
RCs hr orcad as omc $25 12,468 | 837 109 21 
Covington............. 41,459 | 2,113 448 225 
Ganshaw...... ORT APOE ET 23,651 | 1,443 | 192 40 
cae a ar ih ee 41,341 | 2,693 535 130 
Dalt; RVING deeds 23,167 || 2,037 286 64 
es 55,092 | 3,179 1,112 1,140 
A eRe araiecamieg tetacabat 40,094 || 2,562 340 || 68 
{ H | 
Elmore... ee 34,295 2,633 426 || 135 
qcambia Micha Med cekeaginc’| 27,891 | 2,026 388 205 
ay 63,377 | 4,509 1,269 717 
Odeo 18,433 | 1,331 227 || 71 
anklin, 25,372 |) 1,576 259 63 
| | 
Geneva... 30,119 | 2,193 221 | 95 
tah 19,765 | 849 129 42 
26,261 | 1,350 287 95 
Hey: ee RAK 22,833 | 1,769 231 33 
gg OTS, 45,920 | 3,451 783 301 
{pekson.. a 36,780 | 1,911 290 | 3 
Tame “17 Birmingham) baad 429,301 || 45,113 16,708 I 21,099 
esr 18,001 | 1,332 155 || 42 
te ale. 41,128 | 3,957 798 || 473 
ence... 26,941 | 1,391 | 153 38 
enn, | 


ALL SPENDABLE MONEY 
INCOME (1929) 


(In Thousands of Dollars) | 


Over | ’ H Per Capita 
$5,000 | Lia Industrial | Farm | Tota] 
17 | 104 | 1,901 2,056 3,957 201 
22 155 | 3,095 1,907 5,002 177 
am 212 |, 3,639 2,478 6,117 188 
25 169 | 2,769 872 3,641 174 
6 | 41 | 1,575 2,375 3,950 141 
13 | 75 || 1,684 1,458 3,142 155 
38 | 198 | 3,312 2,327 5,639 187 
168 | 970 17,272 1,850 19,122 344 
33 | 163 3,530 3,861 7,391 188 
5 34 | 1,358 2,375 3,733 185 
17 | 94 | 2,118 2,121 4,239 172 
4 40 | 1,412 978 2,390 111 
23 131 | 2,661 1,260 3,921 150 
3 25 || 1,303 1,569 2,872 162 
4 28 || 869 1,252 2,121 165 
19 78 2,280 4,871 7,151 219 
86 588 7,548 1,986 9,534 320 
29 | 118 2,388 1,844 4,232 166 
6 27 978 868 1,846 148 
37 262 4,506 3,263 7,769 | 188 
10 | 50 || 1,683 2,755 4,438 188 
29 | 159 3,475 4,177 7,652 185 
15 79 | 2,171 2,512 4,683 202 
198 1,338 2,0041 3,116 23,157 420 
19 87 2,769 4,291 7,060 176 
29 164 |) 3,150 3,594 6,744 197 
43 248 || 3,747 1,532 5,279 189 
98 815 | 15,752 2,334 18,086 285 
20 91 || 1,845 1,435 3,280 178 
15 78 |) 2,063 1,702 3,765 148 
| 
3 98 2,606 4,031 6,637 221 
17 59 1,358 1,842 3,200 162 
25 120 2,335 2,219 4,554 173 
17 50 1,683 3,263 4,946 217 
63 364 | 5.811 3.933 9,744 212 
11 | 104 2,824 3,545 6,369 | 173 
3,046 24,145 | 323,067 2,330 325,397 758 
6 48 || 1,466 1.479 2,945 164 
85 | 558 7,819 | 3,469 11,288 274 
21 59 1,737 3,469 206 | 193 
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SELECTIVE MARKETING: 


AVAILABLE THROUGH MARKET ANALYSIS 


re 


F. K. ANDERSON 


Director of Mar- 


L. J. Mc CARTHY 
Associate Director 


Western Manager 


To increase sales of your product it is 
important to know the potential market in each trading 
area and community. 

Efficient distribution and more sales depend on finding 
where the buyers are located; what the sales factors are 
locally and nationally ; and which are the most economical 
distribution routes. 

The Marketing Division of the International Magazine 
Company and its affiliated companies has charted for you, 
without cost, all the facts essential for you to know 
about the various trading areas which compose the 
national market. 


The most successful firms in America turn to it for market information. 
Its knowledge of the national market is most thorough and practical. 


One evidence of its complete knowledge of the national market is 
the diversity and completeness of the market information it supplies. 
The results of its investigations will be found partly in the merchan- 
dising maps and market studies listed below. The money and brains 
that have gone into their making represent an unparalleled invest- 
ment, yet they are yours without charge—if you ask for them through 
any of the advertising representatives of the magazines published by 
or affiliated with the International Magazine Company, in their 
offices in New York, Boston, Chicago, Detroit and San Francisco. 


MARKETING MAPS AND STUDIES 


The Trading Area System of Sales Control: A book whose data and maps give 
the manufacturer the simplest means of measuring sales opportunities. 


The Local Strength of Magazine Advertising by Cities and Trading Areas: To show 


the dealer the power of national advertis- 
ing applied in his own town. 


Marketing Map of the United States (Wall 
Map): Shortest route to national market. 


The Resort Market of the United States: Chart- 
ing retail sales in resort places. 


Drug Trade Supplement: The manutaccuret’s 
problems in drug store selling ; national drug 
trade marketing facts; drug outlets. 


Building Materials Supplement: Analysis ot 
the building material industry's problems, 
distribution, advertising, and sales. 


Jobbing Maps of Dry Goods, Electrical, Hard- 
ware, Grocery, and Drug Trades. 


Map of Hard and Soft Water Areas of U. S. 
Advertising on the Air: Radio advertising. 
The Market for Small Electrical Appliances 


The Paint Industry 


Marketing Division, International 
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HE GREATEST NEED 
OF MODERN BUSINESS 


THROUGH IMPORTANT MAGAZINES 
Each a Leader in Its Field 


Cosmopolitan—Cosmopolitan is read by more than 1,600,000 
better class families throughout the country—families of higher than 
average buying power, concentrated in the principal trading areas. To- 
gether they buy more dollars worth of necessities and comforts than 
any other equal number of families in America. Cosmopolitan’ s influence 
in the sale of basic commodities and luxuries is reflected by its list of 
advertisers—a Blue List of American Business. 


Harper's Bazaar—combines the smartest in fashion with the 
best in fiction. Its appeal is to the Inner Circle—that group of women 
who comprise the fashionable and social leaders of America. They con- 
stitute the Creative Market and through their purchasing, influence the 
buying habits of the nation. The productiveness of Harper’s Bazaar 
advertising is reflected in its supremacy in advertising volume in this 
particular field. 


Town & Country —Town & Country is an essential part of the life 
of the families of America of wealth and assured social position. It is a 
record of the interests and pursuits of those who have both culture and 
wealth. By it they keep informed of what is worth knowing in the realms 
of society, fine arts, travel, and sports. Its readers constitute a market of 
incalculable wealth and receptivity. Town & Country’s advertising pages 
ate 2 reflection of the rich and diverse tastes of fashionable life. 


BUSINESS 


MoToR—MoTok is the only magazine in its field which covers every 
section of the industry. This includes jobbers, jobber salesmen, car dis- 
tributors, car dealers, service stations, shop foremen, and mechanics. 
It has shown a constant gain in circulation, a constant increase in per- 
centage of renewals. MoToR has an editorial staff without equal in the 
business paper field. 


American Dr uggist—In less than three years’ time American 
Druggist has become the most influential magazine in its field. It has 
over 25,000 net paid circulation, a larger number of paid readers than 
any magazine at any time has ever had in the drug field. It covers 100%, 
both in individual units and buying headquarters, every national chain 
as well as many others with local limits. It has every jobbing house, 
plus some 800 jobbing salesmen, as paid subscribers. 


The American Architect—For forty years magazines in the 
architectural field have been placing practically 100% of their emphasis 
on design. The American Architect appreciates that design is funda- 


Good Housekeeping —Good Housekeeping, because of its com- 
plete authority in the field of homemaking, has been termed “‘the trade- 
paper of the American housewife.”’ It is, however, far more than this. 
It is the modern woman’s authority in fashion, social affairs and rec- 
reations as well as in household activities. It is the alert dealer's guide 
to what modern women are buying. Its prestige with its 1,750,000 
good families insures its advertisers maximum distribution and sales. 


International Studio—lInternational Studio is America’s fore- 
most publication for art collectors and connoisseurs. Its contributors are 
brilliant and authoritative. Its issues serve as guides to thousands of 
wealthy Americans who will visit New York and the European centers 
of art each year. Its readers are known buyers of antiques, paintings, 
objects of art, and merchandise of refinement. 


Home & Field—Home & Field is important in the realm of the 
finer life and the better home. It is designed to appeal to people interested 
in homes of taste and charm, costing more than $20,000. Delightfully 
readable and superbly illustrated, it gives modern, authoritative advice 
on building and equipment, furnishing and decorating, gardening and 
landscaping. This new magazine has already developed a strong reader 
response to the modern products advertised in it. 


PAPERS 


mental, but it has broken away from old traditions and is placing its 
major emphasis on the many features equally important as design: client 
contact, economics, materials, new uses of old materials, publicity, etc. 


Aromatics— Aromatics reaches every important manufacturer of 
cosmetics, perfumes, soaps, etc. It is a vigorous and fair crusader for 
objects that benefit the industry it serves. In the brief time it has been 
published by its present management, it has had a 100% gain in 
volume of advertising. 


For Boat Owners and Yachtsmen 


MoToR BoatinG—MoToR BoatinG is really a ‘‘consumer’’ maga- 
zine. While it covers the marine trade completely—the marine 
manufacturers, designers, boat builders, engineers, dealers, etc.—its 
great circulation among boat owners and yachtsmen represents the very 
highest type of business man, leaders in all branches of industry, finance, 
sport and society. In circulation and advertising volume it equals ap- 
proximately the combined totals of the next two boating magazines. 


Magazine Company, Inc. 
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AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929) $1,000 OR MORE (1929) 
(1930) 
(Cities in. Parentheses) (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 : $5,000 Industrial Farm Total 
| 
EEE Se REL RE 36,064 3,122 681 268 55 323 5,104 2,533 7,637 212 
NINE Soo aid In Sire wicareica ere 36,830 1,767 249 || 94 ra 115 2,606 3,705 6,311 171 
SRP UMEEE Ssic'cccisaies 2.50 deers 22,811 748 149 || 65 13 78 1,683 2,222 3,905 171 
OO Se er een 27,065 1.533 286 112 31 143 2,552 2,460 5,012 185 
BROUENR . SoSsiieaie see niearesin 65,373 4,253 966 457 107 564 8,362 4,855 13,217 202 
ee... Penne atone Nee 36,417 1,861 406 208 45 253 4,073 2,723 6,796 187 
Marion.. 25,967 1,358 162 40 5 45 1,628 1,663 3,291 127 
Marshall... 39,698 2,608 363 129 14 143 3,421 4,214 7,635 192 
Mobile (Mobile). 118,392 11,122 4,106 4,132 662 4,794 65,503 1,187 66,690 563 
Monroe.. sit 30,068 1,930 215 97 25 122 2,661 2,568 5,229 174 
enany pnaneeseeiahd a 97,933 8,678 3,201 3,657 629 4,286 57,956 2,782 60,738 620 
Morgan.. 5 . 46,166 3,768 853 597 54 651 8,960 3,444 12,404 269 
Perry .. cata aeeeaae 26,382 1,131 199 132 26 158 2,552 1,768 4,320 164 
Pickens. . Se eer re ee 24,896 1,454 144 70 11 81 2,063 1,821 3,884 156 
ech he sasha awe 32,239 2,630 482 | 195 68 263 4,344 3,908 8,252 256 
PUN ohh 6 See Xo Ro Rese 26,859 1,897 247 63 10 73 2,118 2,578 4,696 175 
MEM oe ig sie ais sca wee, 4:8 27,380 1,164 271 55 13 68 1,737 1,715 3,452 126 
NS 5. cigs bu cnclon ores 24,504 1,747 279 138 13 151 2,661 1,277 3,938 161 
i NRE SS 27,532 1,696 371 180 21 201 3,258 1,017 4,275 155 
EE TIE: 26,805 1,406 264 120 24 144 2,552 1,861 4,413 165 
Talladega................00- 45,251 2,809 613 | 420 73 493 6,788 2,733 9,521 210 
, rn 31,193 2,470 365 | 124 29 153 3,042 2,365 5,407 174 
MUMRUIOGD a.5.<ic\sikieie. 6006/0 64,718 4,797 1,469 | 815 177 992 17,380 2,290 19,670 304 
I 8 Fito tose Goa h Mae 59,429 4,663 974 753 101 854 16,186 1,246 17,432 293 
WOSHINGION« ..56. 60s seca oss 16,366 982 149 27 8 35 1,032 624 1,656 101 
BES pais harcore ss thew d hada 24,880 1,105 240 | 106 28 134 2,552 1,784 4,336 174 
DUMIINR. cisin's.S.50 Shed ovine Maes 15,596 896 136 | 88 4 92 1,628 1,125 2,159 177 
MBE io 8 oisis Maaehd nee ee 2,645,297 197,316 49,355 | 41,011 6.624 47,635 708,002 | 161,067 869,069 329 
ee Sere ie 17,766 1,028 366 | 149 9 158 2,053 1,718 S471 212 
SER ak Ok dios Sim eo ation 40,997 8,336 3,873 | 2,700 230 2,930 20,918 1,265 22,183 541 
RNMIID sg 5 a.n 5:65:64. 05,5:3.45.50 8 14,052 1,959 932 835 78 913 6,046 2,598 8,644 615 
LS 31,010 5,077 2,398 2,545 140 2,685 17,407 417 17,824 575 
Graham.... 10,061 1,818 V21 150 9 159 2,319 3,967 6,286 625 
Greenlee.. aes 9,891 1,114 608 358 15 373 3,379 446 3,825 387 
Maricopa (Phoenix) . wicce wees laky 150,870 29,368 13;250 5,642 Tit 6,413 46,589 37,036 83,625 554 
Mohave.. oie Sere aS BY fA 1,355 590 407 17 424 2,981 474 3,455 620 
Navajo. 21,190 1,861 1,040 1,075 29 1,104 Veet 1,669 8,990 424 
Pima ‘Theses .. 55,123 9,613 4,861 2,841 293 3,134 21,316 3,106 24,422 443 
BE aairk am ehied each ciposeats 23,321 2,618 1,107 531 34 565 5,367 2,437 7,804 335 
Santa Cruz... 9,652 1,489 797 430 44 474 4,108 385 4,493 465 
Yavapai.....  stawateep ar 28,511 5,943 3,282 2,936 176 3,112 19,245 2,821 22,066 7174 
OL ES Se eens 17,817 3,889 1,435 680 86 766 6,576 6,967 13,543 | 760 
J ee 435.833 75,468 35,260 21,279 1,931 23,210 165,625 65,306 230,931 | 530 
RNIN oto ica a ahs ors Guta 22,286 | 3,364 526 664 Si 721 6,092 5,870 11,962 §37 
EN wicieisre nse 0 Sean Seco Sem 25,150 || 1,816 198 278 26 304 3,249 1,757 5,006 199 
SE. oon ates erate eles 9,519 | 519 97 65 3 68 1,184 999 2,183 229 
Se ee ree 35,326 | 4,822 917 || 363 31 394 6,058 4,077 10,135 287 
SMUD ois 56d ob Noise oe nrerste KGL 14,937 1,470 266 || 130 8 138 2,200 1,241 3,441 230 
SM as coat Sakae eReeiem 17,490 1,510 Paks 245 20 265 2,876 812 3,688 211 
TRS oisca vsrchutia: sie: Sereewee 9,752 587 83 70 10 80 1,116 690 1,806 185 
ROMITIMD os iodide sis; ate Ware neds 15,816 1,465 286 115 re 122 2238 1,275 3,508 » 222 
ENNOU sca Gares: se'ss seinen. 22,546 1,671 269 249 34 283 3,181 2,309 5,490 244 
RPE Uc Sass an ees dias wat S 24,918 2,164 485 310 29 339 3,858 2,208 6,066 243 
SO AOE eee ee reer a 27,282 | 1,742 251 212 23 235 3,587 4,651 8,238 302 
OE ae 11,373 || 759 97 43 12 55 1,320 1,405 2,725 240 
2S 12,744 729 85 33 5 38 1,083 1,048 2,131 167 
or er 27,317 || 2,068 293 | 198 25 223 3,181 2,015 5,196 190 
Conway... 21,979 || 1,326 223 | 48 25 13 2,200 3,342 §,542 252 
CL 44,738 3,481 762 939 73 1,012 8,393 4,957 13,350 298 
ISS igreccrcarui be Sssk aril 22,551 || 2,043 375 409 15 424 4,265 2,676 6,941 308 
NMEA s icd kooks Gases wo 39,723 1,392 236 245 23 268 3,655 4,264 7,919 199 
See 25,724 1,341 215 279 9 288 3,080 1,872 4,952 193 
Dallas......... 14,670 1,306 251 180 27 207 2,335 599 2,934 200 
1a 21,815 1,473 272 461 28 489 4,095 1,889 5,984 274 
IN ceisler ae’ 19,796 || 1,324 179 196 19 215 | 2,606 1,328 3,934 199 
Faulkner.......... 28,302 2,338 354 220 29 249 | 3,757 4,193 7,950 281 
Franklin.......... 15,743 | 1,430 186 | 120 12 132 2,335 2,561 4,896 311 
PUlton 5 <.0i6.6-0:06.5: 10,826 || 608 70 | 31 1 32 1,117 1,278 2,395 221 
| | - 
Garland.......... 35,903 | 4,125 1,143 | 880 197 1,077 8,732 1,079 9,811 273 
Grant. 9,834 | 939 104 | 37 3 40 1,151 1,089 2,240 228 
Greene.. 26,125 1,679 344 471 25 496 4,569 3,354 7,923 = 
Hempstead . . 30,769 2,228 472 348 37 385 4,231 3,195 7,426 Pe 
Hot Spring. . 17,699 1,560 288 177 12 189 2,539 1,170 3,709 21 
SWAN ies is vyensiae neasie 17,489 1,388 283 157 7 164 2,335 1,812 4,147 237 
Inde endence. . Paieits 24,225 | ivo3 337 | 220 39 259 3,181 YM 74 5,923 re 
Izard . ee 12,872 | 571 87 || 18 1 19 1,218 1.510 2,728 a 
Jackson......... 27,041 | 1,737 288 || 326 53 379 3,960 4,532 8,492 385 
FOIOIOOR «6 <5. 5 64,154 5,564 be 4 2,041 280 2,321 17,058 5,743 22,801 as 
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AUTOMOBILE | 


ALL SPENDABLE MONEY 


REGISTRATIONS | NUMBER OF INCOMES OF INCOME (1929) 
Counties a (1929) \ $1,000 OR MORE (1929) 
ee (193 \| (In Thousands of Dollars) 
(Cities in Parentheses) ’ 
Over $1,000 to Over Total Per Capita 
$1,000 $5,000 $5,000 Industrial Total 
Johnson... ..-. ++ sess ee eeeee 19,290 210 172 23 195 2,809 5,397 280 
MMRU ORB sok. an 5.v ere ro ee consis 17,024 226 146 19 165 2,099 3,911 230 
WAMPCHOO 6 6605: 5c ai0c6 Go we a 21,653 271 296 28 324 3,670 7A 328 
Marae iceaaeecus 26,639 183 231 24 255 3,080 6,164 231 
Lincoln....... 20,252 79 63 4 67 1,590 3,630 179 
Biitle RIVET. 0000 6c cece se cece 15,437 iva 149 7 156 2,098 4,070 264 
Ss caieuiansss Hin wes We 24,109 338 184 21 205 3,554 7,048 292 
PONQUG <6 cicc oss svete secsens 33,740 316 275 46 321 4,400 10,677 316 
MUGEN < oo 560 Ks Ge celes et eee 13,336 86 15 1 16 1,218 2,522 189 
MR caves 6s Sh Kees neve Ree 8,876 71 13 1 14 1,745 1,721 194 
MAE rere ee neces ees 30,548 726 797 149 946 7,716 9,531 312 
Mississippi.........-2seeeee- 69,870 881 1,045 118 1,163 10,898 21,025 301 
MOE ie Kies cae mame. 20,649 188 246 27 273 2,978 5,069 245 
MUTCGOINOES <6 5.05 cts noice 10,768 129 46 2 48 1,083 2,069 192 
Nevada. .....: .| 20,390 265 157 19 176 2,606 4,317 212 
RMR Ss hao ae os Se aes as ee 10,546 36 || 3 1 + 745 1,581 150 
—* 29,886 886 | 646 142 788 6,871 7,784 260 
Perry 7,696 52 | 16 poe 16 847 1,838 239 
Philips. 40,723 786 | 1,229 100 1,329 10,221 13,889 341 
Pike.. 11,792 154 | 47 3 50 1,286 2,699 229 
—- Bae sce a me nee ree OI 30,072 313 482 10 492 4,670 7,429 247 
Polk. be : 14,885 292 || 91 9 100 | 1,929 3,044 205 
Popt as 26,546 348 | 264 35 299 3,893 7,508 283 
Prairi hee 15,132 145 | 151 8 159 2,200 5,043 333 
Pulaski (Little Rock) . hes 137,495 5,286 || 7,698 1,029 8,727 54,117 58,023 422 
i! 
Randolphi....i... 5. 16,908 144 || 72 9 81 1,862 4,589 271 
St. Francis.. a 33,333 270 | 316 33 349 3,993 7,711 231 
Saline 15,658 155 || 166 13 179 2,132 2,962 189 
Ser 11,973 82 | 32 7 39 1,015 2,590 220 
Searcy 11,056 85 } 21 6 27 i 1,185 2,449 222 
Sebastian. . | 54,432 2,115 |) 2,225 321 2,546 18,073 20,685 380 
Sevier. | 16,317 271 | 230 22 252 2,776 4,021 246 
Sharp | 10,715 65 || 19 4 23 1,151 2,568 240 
NMR ica'e: <'e.¢-0:4-6 7,994 50 H 10 6 16 643 1,427 179 
Union | $5,773 3,009 2,913 322 3,235 21,966 23,136 415 
Van Buren..... brie orate | 11,963 35 9 4 13 947 2,397 200 
Washington.... eraihres oN 39,237 1,065 463 66 529 6,634 10,154 259 
Re ere pores! 38,138 430 337 30 367 5,077 8,891 233 
ES ae re rs 22,682 172 228 27 255 2,911 5,750 254 
Sie Be ee mre 21,314 201 132 18 150 2,674 6,533 307 
LCC) SEES ARIA 1,853,981 H 32,508 32,413 3,919 36,332 338.392 $22,535 282 
CALIFORN 
Alameda (Oakland-Berkeiey) . 475,178 5Y,815 43,315 5,868 49,183 592,275 533,505 1123 
oe er re 236 20 2 7 9 168 360 1,525 
Amador... 8,494 807 377 16 393 5,476 6,427 757 
Os cictscwcres 2 34,010 5,246 2,011 174 2,185 30,407 43,193 1,270 
Se ET Rn are 6,009 672 332 31 363 4,303 §,211 867 
OP erate ek dee cnr daeces 10,257 1,615 732 102 834 8,998 23,424 2,224 
COritte COMIG 6.6... ca sce cceas 78,554 9,149 7,392 266 7,658 65,546 77,455 986 
MMPINONIG a6. + v0 how Fu ROR 4,734 486 326 23 349 2,738 4,256 899 
PEMTPIORTIN 2258 ote 15 So's cdi ow ws 8,311 943 465 29 494 5,476 6,526 785 
BYEGHO (PLEENO) 6.6. ccc eees 144,369 21,383 15,136 728 15,864 141,264 163,990 1,135 
EPs ra fo Sh we Sic ee Oe 10,935 1,629 692 78 770 9,779 21,337 1,951 
Humboldt. Borate te ee tas 43,189 5,676 4,355 257 4,612 44,423 53,880 1,248 
MPSA fa aick o 50 3s tives Gre oe 60,894 5,769 2,287 280 2,567 47,553 74,786 1,228 
Le recy thee root ra 6,604 1,168 522 41 563 5,476 8,190 1,240 
OME aces esa 2 5 wed Sees ewes 82,219 12,957 8,333 530 8,863 73,762 92,690 1,127 
ERD eer ca te eee ee 25,275 3,139 1,046 136 1,182 17,212 33,523 1,326 
NE care gx yeni acamedie og 7,166 965 270 36 306 5,085 6,748 942 
EG iat oot ihn eta never) feet 12,587 1,631 1,368 38 1,406 8,998 11,864 943 
Los Angeles (Los amano, ae 
Beach, Pasadena)... 2,202,131 266,568 185,709 30,420 216,129 || 2,932,475 2.977,209 1351 
RABE oreo xicl's S's ves Six Sercuaie 17,152 2,000 806 38 844 || 13,562 19,949 1163 
i 
RABE Sond pice eau ook et 41,635 4,265 3,727 403 4,130 | 35,426 46,123 1,108 
Mariposa ac Neier te eater 2,030 378 276 11 287 2,347 2,641 1,044 
BME OO WI 6-6 fa 6:5, xis axa -ercisro.s) wale 23,491 2,852 1,869 85 1,954 17,994 23,814 1,014 
DRCRCEAI grass cial tm brorece.cceewretvelir 36,900 3,850 2232 85 2,297 22,688 42.865 1,162 
1. 03 a ee omen ene 8,038 651 291 il 302 3,911 9.082 1,130 
ROHOS sivecied be Meee eee ed ely 1,355 143 29 2 31 782 1,627 1,200 
PROBUCTEN' 5-4 0/s6-« 04 ccsccca-ene « 53,668 5,636 2,654 299 2,953 28,165 48,269 8990 
ABest. Ghee cores 22,832 2,937 1,168 126 1,294 15,255 19,074 $35 
EEG Cs An ae Sean neers 10,597 1,210 1,130 §2 1,182 8,606 9,366 $84 
MAU Gs yex, vera. ao hens red 118,611 17,415 | 11,594 1,130 12,724 106,840 116,781 985 
ROD aon 2 oe sh ae aa 24,442 |! 3; 084 | i 2,371 95 2,466 18,385 23,150 947 
PNONOS 5; od. «cw wee on 7,909 | 821 || 849 18 867 5,476 6,53! 827 
Riverside. Wee 82,266 || 10,081 3,516 492 4,008 48,505 68,7 135 
Sacramen to (Sacr: :mento) e 141,915 || 17,920 12,576 1,123 13,699 135.447 154,178 1,086 
RAL BELLO stot eis cincne fees <a 11,310 |} 1,648 623 74 697 8,214 10,799 955 
San Bernardino............ 133,878 15,892 6,649 613 7,262 82.758 93 368 720 
San Diego (San Diego) .. 209,477 28,779 10,386 1,678 12,064 151,824 165.332 789 
San Francisco (San F rancisco} 637,212 65,095 86,398 14,751 101,149 815,957 815,968 1,280 
San Joaquin (St OCKCOR)6.0:4'5 102,805 13,761 9,206 869 10,075 85,105 129,092 1,255 
32017) 27717 ea AN oe 29,617 3,554 1,528 158 1,686 19,950 27,655 934 
DE eae 77,135 8,426 5,268 797 6,065 42,637 47,285 613 
Santa Barbara..............| 65,075 8,446 4,685 796 5,481 56,940 64,788 842 
Santa Clara (San J0se) occas: 144,921 20,506 | 9,573 1,430 11,003 120,140 131,556 908 
santa CRE dds caeeateeuw 37,405 5,556 2,129 250 2,379 27,382 43,267 1,157 
ECL ANE CG Ie Rea Rie A 13.925 1.785 1.570 81 1.651 12,127 15,285 1,098 
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CALIFORNI ane 


AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties —* (1929 $1,000 OR MORE (1929) he 
(19 a 
(Cities in Parentheses) (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
Beeps eet ee sk - 
Sierra...... ae 4 2,419 421 317 286 33 319 1,956 532 2,488 1,029 
Siskiyou... Rea eeeet 25,505 5,082 3,375 2,436 121 2,557 17,994 5,249 23,243 911 
Salano..... SN Sn 40,831 7,096 4,873 5,416 221 5,637 35,205 11,208 46,413 1,137 
Sanoma.... NRncisnioed 62,248 14,136 9,132 3,630 356 3,986 46,940 41,564 88,504 1,422 
Stanislaus... . eee 56,263 14,627 8,641 3,114 243 3,357 37,944 31,032 68,976 1,226 
en ee ae | 14,618 3,311 2,052 688 57 745 8,998 13,216 22,214 1,520 
Tehama... eee aoas 13,839 3,076 1,871 691 47 738 10,561 5,735 16,296 1,178 
I oo cola ics a aes | 2,811 334 210 1 9 10 1,565 440 2,005 713 
DE oso ans amine | 77,465 17,708 9,834 4,593 410 5,003 63,590 24,025 87,615 1,131 
MUNIN 5 coop tarot covalhio pes | 9,235 2,010 1,315 1,044 53 1,097 7,823 893 8,716 9044 
SN one hoes ideas age 54,577 9,687 6,888 3,193 451 3,644 32,467 4,272 36,739 673 
| SEER ee te eR 23,618 5,107 3,281 1,551 170 1,721 10,542 14,597 25,139 1,064 
REO Oe a 11,327 2,814 1,786 1,036 121 1,157 10,171 3,247 13,418 1,184 
Ta ee | $672,009 1,045,576 699.904 485,437 66.810 552.251 6,103,593 622.437 6,726,030 1186 
iS ccc cauan Ke ORT] 20,212 4,089 1,002 Sy+ Zi 441 2,440 4,UUU 9,440 467 
I ee ee 8,635 1,503 487 421 20 441 3,510 10,50 4,560 528 
MEME on cousin's we rsih wists 22,614 3.903 1,323 561 44 605 6,551 2,625 9,176 406 
ee Omer os 3,198 275 119 59 3 62 761 453 1,214 380 
CRE eo eonauaansieeee 10,568 1,537 274 40 2 42 1,872 2,127 3,999 378 
Oo So ek em 9,155 1,734 394 230 23 253 3,100 2,251 5,351 584 
7 Slee Ee eee ane 32,429 7,980 2,769 1,606 193 1,799 » 17,547 3,917 21,464 662 
DY | ee Cee 8,111 1,235 607 566 21 587 4,504 532 5,036 609 
Cheyenne... beta eee 3,729 825 163 62 4 66 1,170 1,769 2,939 787 
Clear Creek... SAineceatntane 2,152 418 199 72 7 79 994 13 1,007 468 
Conejos .. get cosa Souda 9,794 1,133 218 96 4 100 1,872 1,469 3,341 341 
SOIR a cn rahe ocmcch cos 5,779 490 95 38 3 41 936 524 1,460 253 
Cooney. LI ee ne 3 5,934 1,289 232 93 7 100 1,754 1,307 3,061 516 
Custer . pa eS see ent 2,123 406 162 62 3 65 8 42 1,247 587 
1 ieee eee ear? 14,214 2,476 993 326 15 341 4,504 3,753 8,257 581 
Denver (Denver). 5 ae 287,644 58,769 25,262 33,487 9,324 37,411 308,404 227 308,631 1,073 
Dolores...... I TiS: 1,413 116 49 7, 9 ee a 24 351 60 411 292 
Douglas.. Ete cic ne ee 3,491 952 269 132 4 136 1,521 1,155 2,676 761 
RRS ete eg inwamcndac car 3,891 540 303 194 4 198 1,696 880 2,576 662 
PTS 9 el nn LA hee 6,581 1,282 305 98 3 101 1,872 2,079 3,951 600 
El Paso ohsendo fering) nha 49,536 10,441 4,580 4,948 514 5,462 48,136 1,993 50,129 1,012 
Fremont. ate 18,893 4,174 1,624 1,105 59 1,164 9,885 1,092 10,977 581 
Garfield. . eine IR oh * 9,928 1,507 667 300 30 330 3,510 2,149 5,659 570 
one oa ke actaace 1,208 182 111 58 3 61 585 37 622 518 
FIN Ss ae ncorattia sind alee inwmens 2,072 506 207 225 1 226 1,254 441 1,695 818 
RR RR ss Os alone tow wee 5,524 861 413 562 12 574 3,876 848 4,724 855 
inn Eo eee eaten 449 62 36 11 1 12 176 66 242 538 
STN wisesess oss 17,058 2,777 907 1,537 59 1,596 11,054 907 11,961 701 
Tn ae ea oe 1,386 365 98 42 1 43 526 782 1,308 944 
oe See 21,666 4,861 1,547 837 50 887 8,188 2,687 10,875 5Uz 
Kiows........ Sst iihe sraataih iad 3,789 844 156 51 9 60 1,170 1,690 2,860 755 
Kit Casson. . Rest ast <P 9,714 2,278 453 167 10 177 3,041 2,958 5,999 618 
Lake.. BO See chor sel eee ites 4,892 594 375 412 56 468 3,510 62 3,572 730 
La Plata.. cto see Misia 12,865 1,611 651 483 a7 510 4,562 1,551 6,113 475 
EARTRRAAE Sco oe iets 5 swsninic ese’ 32,832 8,617 2,941 1,246 274 1,520 15,208 6,592 21,800 664 
Dine ARMAS Sos osiss60 sca cwue's 36,316 5,189 1,794 4,019 91 4,110 27,490 1,303 28,793 793 
PMI cos octor-povacie ravens 7,774 1,787 326 224 7 231 3,100 2,840 5,940 764 
Logan.. Mee pecan Males DES 19,871 4,450 1,268 643 32 675 7,720 6,328 14,048 707 
I ao 00k, och de ae 25,897 4,600 1,847 1,104 64 1,168 10,411 3,876 14,287 552 
DREN ook os phieecscconebee 640 102 20 19 3 22 293 61 354 553 
RET A eet i ip ba atesae ite 4,860 777 243 96 8 104 1,579 635 2,214 456 
Montesuma........ 020.000. 7,973 997 352 147 12 159 2,047 1,201 3,248 407 
REGURIND. «2 scans sa: wonwises 11,693 1,914 700 618 27 645 5,381 3,126 8,507 728 
MEIN co cio cance A wiak by oot 18,575 4,550 1,040 224 91 315 5,497 5,943 11,440 616 
OTE GRRES ree ire tae, pecan 24,243 5,057 1,443 1,236 74 1,310 11,639 3,505 15,144 625 
5 SE Oe ee ee 1,778 293 170 122 2 124 1,111 362 1,473 828 
RRS See eee ae 2,043 405 187 114 4 118 1,053 738 1,791 877 
a Se ee ee 5,798 1,837 477 128 3 131 2,223 2,668 4,891 844 
POMSN hohe ein cats ise 1,770 198 124 70 7 77 818 472 1,290 729 
POE cw barca uicmercaueceees 14,761 2,636 564 382 29 411 4,913 3,550 8,463 $73 
RIED x. bok as Senor ence 66,032 10,991 4,313 4,259 305 4,564 55,093 3,001 58,094 577 
Rio ARNO. .! . oa is. cecseccts 2,979 451 165 68 5 73 818 804 1,622 $44 
Rag ASHENGE «6.05 56.00.0000 006 9,948 1,953 495 224 28 252 3,041 2,750 5,791 582 
Se eee beens aren 9,330 1,299 632 421 17 438 4,095 1,651 5,746 616 
RMR 5 ois os Lo asp ats oie 6,214 1,079 331 134 19 153 1,872 1,564 3,436 553 
San ie... RE nko tie eer 1,930 140 85 193 10 203 1,345 ei 1,345 697 
oe OS ee eee 2,178 394 228 374 15 389 1,249 577 1,826 838 
2 Ee 5,568 1,376 400 97 9 106 1,754 2,397 4,151 746 
IGE pce cs) ec noe 981 231 125 50 9 59 585 177 762 717 
oe te em eae ces 4,134 778 426 328 28 356 2,925 158 3,083 746 
Weodingen. . ee ee 9,591 1,735 335 129 13 142 2,865 4,840 7,705 803 
Weld...... RE eee 65,075 13,196 2,943 2,046 188 2,234 23.689 23,260 46,949 721 
WOM Kaku Scot uemnecs ty 13,612 3,097 671 268 27 295 4,328 6,899 11,227 825 
MNOPAN is onto a kits sam 1,035,043 2,021.44 71.775 68,282 6.544 74,826 672,792 139,161 811,953 184 
| | 
Fairfield (Stamford, Bridgeport). 384,272 | 38, oss | 34,420 28,940 | 4,242 | 33,182 | 294,345 | 5,423 | 299,768 780 
Hartford(Hartford, New Britain) 420,776 |i 37,608 | 35,615 40,490 5,430 45,920 | 362,233 15,781 378,014 _ 899 
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SALE S EMENT 


What's in the Golf Market 
~ for you? 


A thorough sales development campaign 


calls for an investigation of the Golf Market if there is a logical possi- 


MAN AG 


bility of your product being used in golf course maintenance, club- 


house operation, or in playing the game. 


OU can get the facts that will enable you to appraise your golf 
market possibilities, correctly, completely, and quickly from 


GOLFDOM—the only business journal of golf. 


GOLFDOM’S SURVEY 
of the 1930-31 golf market 


has just been completed. It gives you the only dependable statistics 
on golf course maintenance, pro shop merchandising and clubhouse 
operation of the country’s 5,856 golf clubs. Copies of this survey are 
available to sales and advertising managers and agencies. 


If you require additional, or more specific, data regarding 
your golf market GOLFDOM will dig up the facts for you. 


GOLFDOM shares with potential advertisers an eagerness 
to get the real facts on the prospects of a profitable cam- 
paign before the schedule is placed. 


G OLED OM As the only business journal of golf, GOLFDOM is the one 

authority of this great market—a market wherein the 
activity in 1930 already has broken all but one of its pre- 
vious business records. The only record not broken was 
that of new course construction which has been 8% against 
last year’s 12%. 


—is the only business journal 


covering the golf field. 


—thoroughly covers the buy- 


ing—operating factors of the 


golf field by reaching, free THINK ABOUT THE GOLF MARKET—NOW! 
each month, the President, It’s one of the wealthiest, most active and rapidly growing 
Green - Chairman, House 


industries in the country. Ask us freely for any help we 
can supply in determining your Golf Market possibilities. 


Manager, Greenkeeper and 
Professional of every golf club 


in the United States. 


Guaranteed circulation—17,300 
Representatives’ 
NEW YORK—Albro Gaylor, 20 Vesey St. ’ 
CHICAGO—Dwight Early, 100 N. LaSalle St. “Business Journal of Golf 
LOS ANGELES—Hallett Cole, 846 S. Broadway. 236 N. Clark St. CHICAGO. 
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CONNECTIC U T—(Continued) 


AUTOMOBILE ALL SPENDABLEMONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties —* (1929) $1,000 OR MORE (1929) — 
1930) = 
(Cities fn Parentheses) (In Thousands of Dollars) 
Under Over $1,000 to Over Total : Per Capita 
$1.000 $1,000 $5,000 $5,000 Industrial Farm Total 
Litchfield.. 86,192 9,575 7,648 5,320 859 6,179 56,806 8,531 65,337 758 
Middlesex .. 5 $1,329 5,509 4,360 3,583 573 4,156 37,192 2,655 39,847 176 
New Haven (New Haven, 

Meriden, Waterbury) .. 460,984 38,697 33,507 37,707 4,817 42,524 382,358 5,985 388,343 842 
New London.. : ‘ 116,381 10,786 8,768 8,644 980 9,624 82,534 4,838 87,372 751 
Tolland . sc /canty cote ae 28,301 3,400 2,351 1,934 250 2,184 19,615 3,556 23,171 819 
SMA... Gear sdceawie ova 54,028 5,596 4,103 3,986 379 4,365 38,592 3,424 42,016 778 

TOTAL..... 1,602,263 150,156 | 130,772 130,604 17,530 148,134 1,273,675 50,193 1,323,868 ~ 896 
Ken 31,832 5,712 1,573 2,094 104 2,198 26,269 5,773 32,042 1,007 
New Castle (Wilmington) . 159,585 16,241 9,041 12,502 1,772 14,274 157,401 4,376 161,777 1,014 
GEE <-G cucacce 441 9,676 2,493 2,374 184 2,558 32,688 6,640 39,328 865 

ON a ics a 236,858 31,629 | 13,107 || 16,970 | __2,050 19,030 || 216,358 | _ 16,789 233,147 | os 
Washington........ ey 486,869 || 90,170 | 67,469 || 72,643 | 9,004 | 81.737 | 695.200 |... =| 695,200 | 1,428 
AROMA... osu ca ss eve sccss 33,966 4,214 1,012 717 73 790 6,328 4,603 10,931 eo 
RRMA sc oc) 5 ci8), i celts tiaicuehe 6,299 425 93 36 38 512 410 922 146 
RO oat eae, 0 12,090 1,151 320 143 6 149 1,768 377 2,145 177 
Bradford..........+.-.0.- 9,339 840 119 60 10 70 790 921 1,711 183 
OSS aaa 13,271 2,440 1,113 518 220 738 5,118 702 5,820 439 
BIG WANG ooie o5i 5.006500 enw 19,739 4,064 2493 442 178 620 5,165 229 5,394 273 
BEDNAR ONIN 665.5 ia.ac are a Scand 7,229 589 47 37 7 44 884 1,279 2,163 299 
RRO csc viccscees vowe ees 4,012 706 240 86 11 97 929 124 1,053 262} 
Citrus 5,514 695 197 67 21 88 884 350 1,234 224 
Clay. 6,856 652 257 73 20 93 836 762 1,598 233 
Collier 2,756 154 79 9 1 10 140 25 165 60 
‘CEES 5 ea 14.636 1,353 381 201 27 228 2,095 2,140 1,235 289 
Dade (Miami).............- 142,541 25,740 15,387 10,753 2,780 13,533 146,246 3,136 149,382 1,047 
De Soto.. 7,745 1,623 427 91> 45 257 2,095 888 2,983 385 

ixie... 6,419 329 44 5 3 8 279 227 505 79 
Duval (jacksonville) .. 155,160 19,180 8,324 13,362 1,523 14,885 103,819 3,783 107,602 693 
Escambia (Pensacola) . ivy 53,408 4,469 1,775 1,772 258 2,030 20,562 3,081 23,643 443 
Flagler.. ee 2,466 398 132 29 3 32 37 1,367 1,740 706 
Pranklin............00.00 005 6,276 374 118 | 60 15 75 743 23 766 122 
PRI 5. aceinios eierkeis wanes 29,798 2,056 349 216 60 276 2,792 7,265 10,057 338 
RATE ee oc nncias veaoan aie 2,692 246 68 17 7 24 326 447 773 287 
PMI inci isiesoas'> Dare 9,454 552 131 54 6 60 884 1,870 2,754 294 
NRE GR ccs euiesind Saivisiswrss eect 10,348 1,940 422 153 8 161 1,720 1,641 3,361 325 
Hendry ...... is kete loci Beats is 3,450 427 117 4 2 6 186 117 303 88 
Hernando.. 4,946 931 267 74 10 84 836 503 1,339 271 
Highlands.. 9,188 1,845 617 123 22 145 1,580 206 1,786 194 
Hillsborough ‘Pampa, | “St. 

Petersburg)... a 153,301 21,791 9,570 8,677 1,469 10,146 65,704 5,628 71,332 465 
Holmes. 12,876 655 62 29 3 32 79 3,680 4,470 347 

Ee A BES Corre 31,867 1,558 262 121 27 148 2,607 11,372 13,979 439 
tay SSR RENIEES RSA OLEST TR 13,407 || 843 166 30 19 49 1,022 2,601 3,623 270 
eet AWE Ue sy vio. nie dip. 4 410-0 atlas 4,411 427 39 13 2 15 326 605 931 2i1 
EER ba ichicdaorcaaieices 23,136 4,267 1,687 563 145 708 5,584 900 6,484 280 
tee PE = 14,974 3,054 1,073 270 163 433 3,444 1,163 4,607 308 
7 ae See 23,522 2,379 626 261 55 316 2,839 3,276 6,115 260 
BG icc Atanas oaonsintt 12,411 1,101 296 107 12 119 1,349 1,314 2,663 215 
Worst atest sear og Pats 4,067 225 36 18 2 20 326 325 651 160 
UBMs, a. Scotoueserssoseh Oe 15,615 1,033 200 68 18 86 1,301 3,334 4,635 297 
DRIER oe oc ccacniceccn ante obs 22,478 4,309 1,587 378 326 704 5,724 894 6,618 294 

SE ae a ad 29,560 3,483 1,004 475 92 567 4,886 2,751 7,637 258 
DAD 5 is ch ccx aw ecesjacees 13,370 950 311 712 62 774 5,026 6 5,032 376 
TS EE Pere 9,372 724 157 163 22 185 1,534 1,205 2,739 292 
PRRIBOGR sone geis oe 00 sioner 9,782 850 119 37 10 47 837 1,396 2,233 228 
Okeechobee............0555- 4,099 952 268 153 14 167 1,301 253 1,554 379 
PRP MRNR he cea 4 a cincioumairate 49,702 9,549 4,908 1,470 512 1,982 15,216 978 16,194 326 
PRPS 58 crates watenseeveets 10,661 1,656 571 173 23 19 1,998 434 2,432 228 
Palm Beach 51,784 9,924 5,279 2,040 1,018 3,058 21,637 2,294 23,931 462 
Pasco... . 10,581 1,665 644 157 16 173 1,720 752 2,472 234 
Pinellas 61,696 12,632 7,496 2,388 1,820 4,208 29,269 1,133 30,402 444 
Polk... 72,120 11,363 4,838 1,819 508 2,327 18,732 2,807 21,539 299 
Putnam. . 17,669 2,065 729 413 99 512 3,909 3,009 6,918 392 
See RUB athvssleadcisicweterenteele 18,506 2,077 1,180 748 186 934 6,468 7,070 13,538 732 
SEE GIAG Ge ac hoisorca'e'sseinee es 7,003 1,657 595 991 94 1,085 6,748 939 7,687 1,098 
UR MRDRG.. isicve age eases <w« 14,059 1,057 131 66 36 102 1,301 2,634 3,935 280 
PARAS ...c7': Souk wees ealberers 12,417 3,111 1,583 198 284 482 3,862 105 3,967 319 
BMMGMS.-<...cs4« senses os Sse 18,727 2,826 1,228 565 147 712 5,118 540 5,658 302 
nT Ce EEE 10,635 1,197 332 63 10 73 976 850 1,826 172 
BIGRUER. , Scccuek exes Stee 15,757 1,293 253 140 25 165 1,720 2,471 4,191 206 
Taylor. . eudtewtelsicehs 13,140 1,135 226 137 33 170 1,628 531 2,159 164 
RMR hie Kiar crop isians, Sorin 7,400 406 58 22 22 373 1,522 1,895 256 
(eee 42,725 6,660 3,733 1,595 609 2,204 15,727 2,028 17,755 416 
Wakulla... 5,468 299 51 2 7 9 326 556 882 463 
Walton.. 16,649 996 146 87 40 127 1,395 1,810 3,205 i a 
Washington... 12,178 849 138 55 12 67 929 1,938 2,867 | 255 

ee 198,421 | _ 85,790 54,427 | _ 13,238 67,665 $51,542 | 111,580 663,122 = 
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THE WASHINGTON (D. C.) MARKET 


Its Numerical and Spending Strength 


The Washington Market, comprising the 
City of Washington (the National Capital) 
and the shopping area extending 25-miles into 
the adjacent counties of Maryland and Vir- 
ginia, has a numerical strength of close to 


three-quarters of a million people. 


Their financial ability to indulge their tastes 
for both commodities and luxuries is evidenced 


in the volume of spendable money. This is esti- 


mated at $1,428.00 per capita annually, or 
nearly twice that of the average city, accord- 
ing to statisticsgathered by Sales Management. 


Washington therefore offers a concentrated 
market— populous and prosperous—thorough- 
ly and influentially covered by one newspaper, 
THE STAR—Evening and Sunday—which 
goes regularly and directly into the homes 


through its own controlled delivery service. 


You'll find the Washington Newspaper 
Readers Survey of the American Association 
of Advertising Agencies interesting and illu- 
minating with salient facts about this Market. 


Che 


WITH SUNDAY MORNING EDITION my 


Fpening 


Sha 


WASHINGTON, D. C. 


Member of The Associated Press 


New York Office: 
Dan A. Carroll 
110 E. 42nd Street 


Member 
The 100,000 Group 


of American Cities 


Chicago Office: 
J. E. Lutz 
Lake Michigan Bidg. 
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G 


EORGIA 


ALL SPENDAPLE MONEY 


INCOME (1929) 


(In Thousands of Dollars) 


Industrial Farm 

855 1,086 

569 298 

356 544 

286 757 

1,997 613 

427 1,096 

1,355 1 Ast 

3,352 2,007 

2,995 721 

784 963 

42,501 961 

927 939 

570 402 

2,211 1,438 

570 237 

2,639 3,030 

3,138 3,653 

1,141 832 

856 1,055 

642 115 

1,355 768 

570 £371 

5.352 4,493 

| 570 595 
| 494 167 
66.248 987 
| 3,779 254 
1.069 1,161 

| 1,997 1,508 
10,197 749 
570 | 1,060 

1.222 | 861 
| 570 | 163 
i Meiaa | 1,916 
| 1,783 | 1,415 
3,066 | 2,262 
784 878 
642 877 
4,350 2,160 
427 801 
223% 1,446 
286 209 
143 322 
2,869 1,130 
12,910 1,244 

1,283 2,267 
1,283 2,314 
8,058 616 

714 883 
1,283 1,584 

215 98 

1,141 691 

2,781 1,869 

1,854 2,619 

642 661 

856 481 

570 1,211 

9,412 1,844 

642 1,282 

1,569 2,118 
278,358 564 

499 488 

286 500 

6,988 114 

1,426 1,593 

1,283 1,432 

1,569 858 

2,923 1,973 

1,537 1,048 

4,279 1,690 

1,212 1,014 

1,385 1,087 

1,069 1,090 

1,355 2,342 

427 1,411 

1,569 1,552 


AUTOMOBILE 
REGISTRATIONS NUMBER OF INCOMES OF 
Counties Population (1929) $1,000 OR MORE (1929) 
(1930) 
(Cities in Parentheses) | 
Under Over $1,000 to | Over Total } 
$1,000 $1,000 $5,000 | $5,000 
OE EEE en ae eet 13,315 885 186 26 4 30 
pr <tc Solp habe eben pe seis 6,894 472 92 17 1 18 
RE Rts dian ea evs Woes KW ie.6 3 te oo 7,055 432 67 5 5 
Ne a ahs cee urs cass Shee 7,818 372 39 3 Ses 3 
err rare 22,766 972 385 105 15 120 
IR rs IS gC oh A Sa fe SS 9,703 341 37 4 1 5 
MRIS once cnc sioeesease s 12,398 811 193 69 1 70 
NE Ss ice bs aio eas, bares 25,355 2,003 378 194 27 221 
Ben Hill Re pe ee rer 13,051 1,165 352 223 11 234 
TRU aba hckthawceaeeeais 14,654 923 169 10 8 18 
BID TROON) 5.68.65. sss 77,068 8,503 3,786 3,939 501 4,440 
ES ar a 9,131 562 103 39 5 44 
EME ionbssecs oes kactsaex 6,895 488 102 29 1 30 
Oo See re wee 21,334 1,280 321 100 24 i24 
SEN saccks seh e-tksdeschaws 5,952 493 73 17 4 21 
MS Sissy cieasinene knee’ 26,497 1,897 380 21 13 34 
RRRRM Es iack sp ps668 REGIS dc8. cA eee 29,225 1,518 403 153 18 171 
ee eee 9,345 728 182 54 “ 58 
RM MONIR Sin s-a'e eG Sin: 5-26 ‘a's b 0" 10,577 759 149 21 5 26 
IMAI 5 2a nib caw Saawiew dene 6,338 492 109 25 4 29 
CO | ee ae ee 9,903 938 202 69 5 7s 
OS eee. 8,998 601 125 14 1 ae| 
1 eS ee eee 34,266 2,413 403 119 24 14 | 
PEON: Aiccls.k Cerealeaeaeeste 9,425 974 197 16 if we 
FSM wis bo Uuewseeiesawaicns 4,381 384 104 23 3 2¢ | 
Chatham (Savannah) or 105,057 10,040 4,880 5,982 855 6,837 | 
Chattahooche............... 8,888 699 405 352 26 378 || 
CHAPEBNOOER ..5 65555500 esses 15,404 949 268 33 4 37 | 
Ce ere 20,204 1,682 221 82 19 101 || 
PN. Sov nks ew seess en souk 25,609 2,828 990 854 85 939 | 
6,943 551 93 15 3 18 
ee. Se 920 175 06 4 70 
CLES RRS 1 oti a nee 6,990 583 142 20 1 21 
LOOT CR ee ae ee 35,539 3,865 864 578 50 628 
POs Soghoatwisciniss'¢ atoued 19,822 1,194 338 74 16 $0 | 
MRM nocorwkcvalsavcwees 30,620 1,892 503 141 31 172) 
SODA os siniei@eare-s-b10.6 <0 sre 8,693 633 108 18 - 22 
Coe ST ern 11,309 754 120 10 3 13 
Co ee ee see 25,125 1,868 577 252 61 313 
CS Re eee 7,020 461 54 2 1 3 
: 17,341 1,355 378 107 13 120 
eer 4/246 274 57 5 3 8 
LO ey Leen. 3,512 187 18 1 eerie 1 
Lo ee er earn ee 23,624 1,799 497 147 36 183 
PED Co oiistesbcesuanwans5s 68,666 6,783 1,583 966 190 1,156 
21,599 1,230 257 42 5 47 
Pe eee 18,025 1,172 215 27 5 32 
DPARPTOS ic 56 56: 5:6 0 6-6-0:0:00 9.0 22,288 2,930 1,052 572 100 672 
LO anny aie ten 9,461 699 96 20 5 25 
SEN evoke kasd ksiwen shinee: 18,273 1,066 191 36 9 45 
ee ee 2,744 178 18 8 see 8 
Di SS ie ieee 10,169 818 130 59 Ss 64 
acini ds ars sete 18,484 1,491 243 167 15 182 
ENN nis cian ink dy os0's.ne 24,256 1,325 245 56 4 60 
CS Sa eee ne 7,102 $08 132 22 1 23 
TRAIN Soko Na cea ccc ce state 12,949 482 132 37 1 38 
PEIN 60 i cicie ents nce w ois ets 8,660 626 72 4 3 7 
2 ee ae 48,646 3,748 1,314 674 101 775 
LY Se eee 10,719 740 40 15 1 16 
PIN bs os Seornscescesee 16,002 998 125 47 4 51 
Fulton (Atlanta)............ 310,794 41,563 19,973 24,487 4,153 28,640 
CO ae are 341 359 62 4 1 5 
MRNAS aos ascesta ss cer eax Seen 4,390 317 36 5 ee 5 
SUNN oea.5 56 Oka ROSE ROWE 19,399 2,107 822 558 59 617 
Gordon...... 16,942 1,245 288 34 5 39 
Ne ee ere 19,197 1,264 274 34 13 47 
SNM ee eos 55 ie are recaln ere 12,619 854 154 70 8 78 
TN a ae 27,841 1,929 353 130 20 150 
PEBDOIGHOM «. 5.si60o:0.0.00554640 11,933 1,234 224 77 8 85 
BL Sinn. Geesabiasiasubants 30,210 2,204 654 243 42 285 
ce ee 13,070 799 5 Brie | 32 7 39 
PNR 60s ctere Gialatn eS Oe ater 13,243 922 142 §2 1 53 
DINE Bia Sic b oe SaS weds a 11,140 632 99 39 4 43 
1 EM Sa CR ee eee rere 15,174 866 103 57 5 62 
ESOS [APR eye ere 9,101 510 36 Zz eave 2 
POPES Kors os bua k mak cow Rae 15,933 1,054 178 59 3 62 
NN ER ee 11,279 811 159 122 19 
SRMNIN 6s anak can Norms awaie arene 12,199 692 107 15 3 
BREEUO i, sarer sven awinsn ewe Oe 21,609 1,286 259 91 11 
SRROOR Ts ico Meiisaulweeianen 8,686 $62 141 59 7 
ee er ae 8,117 496 123 16 3 
Jefferson..... 20,727 1,383 248 rad 9 
enkins 12,899 745 166 61 9 
MERION 6 5. on 300,496 0-99 asides ean 12,682 890 146 12 4 
BER C6550 o 866.3 bane oA weeET 8,992 532 108 16 + 
DN a Suda Gstaad ace uiee 9,695 805 215 vi 12 
REE A losis oe Siavets te bic tey Ib 5,190 388 72 4 1 
RIN boas kaa Kawase hae 32,689 2,223 537 157 19 
ERE nr se aoe ern ee 8,328 47 77 10 1 
Pe ee ee ae re 3 


10,946 


1,630 
2,073 

733 
9,689 
3,198 


5,328 
1,662 
1,519 
6,510 
1,228 


3,657 
495 


Per Capita 
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_ e 
GEORGIA _ (Continued) 
AUTOMOBILE ALL SPENDABLE MONEY 
: ; R ‘ NUMBER OF INCOMES OF 
Counties Population — $1,000 OR MORE (1929) ee 
(Cities in Parentheses) nr Gn Theuennis of Detleny 
Under Over $1,000 to | Over Total Per Capita 
1,000 $1,000 $5,000 | $5,000 Industrial Farm Total 
Bs ec Pde otter fils, 37 7,846 650 73 10 5 15 642 616 1,258 160 
Rrlaian canoes otiyn ter 4,180 244 48 9 vas 9 286 194 480 115 
Lowndes Ge See 29,989 3,085 1,037 404 | 53 457 6,132 1,217 7,349 245 
BER  sseieo cress «ere oe 4,927 295 56 3 |. ee 3 286 300 586 119 
ETO Xic ssa aie sce 9,018 662 147 22 | 12 34 927 866 1,793 199 
PRO id dlorciata cholerae 5,752 391 95 24 | 1 25 499 63 562 98 
Rica RGA RW ws v shes Sep 16,695 1,420 292 91 | 9 100 1,926 3,819 5,745 344 
Madison Sai hiew ee 14,923 805 114 || 33 | 5 38 1,141 1,821 2,962 198 
MAYOR. coos ves ven ss euscass 6,968 542 95 || 17 4 21 570 742 1,312 188 
Meriwether. ............ 22,437 1,421 270 |; 116 9 125 2,424 2,381 4,805 214 
Eee coer eer 9,074 341 76 || 13 |. ee 13 499 831 1,330 147 
RE Reenter re ss 6,722 648 31 || 2 1 3 358 984 1,342 200 
ee eat 23,617 1,542 267 |j 99 | 5 104 2,211 3,042 5,253 222 
Me cad hv ey vee wee 11,606 820 204 || 50 15 | 65 | 1,426 859 2,285 197 
Montgomery............ 10,019 614 104 || 14 1 | 15 | 642 986 1,628 162 
| 
RE TL OL TTR TTT 12,487 681 174 || 117 8 125 1,926 1,030 2,956 237 
RE cara E ate Teh mee 8,613 529 76 |I 8 3 11 642 1,019 1,661 193 
Muscagee (Columbus) ....... 57,492 6,318 2,544 |i 2,096 341 2,437 34,959 348 35,307 614 
NGWtOM s 02. sees cece see cen 17,291 1,215 344 || 143 15 158 2,424 1,118 3,542 205 
Oconee..........- Stee 8,082 514 85 || 11 } eae 11 570 900 1,470 182 
NE is naeientcnss: 12,926 846 111 || 72 1 23 1,069 1,467 2,536 196 
Paulding. .........-+.. 12,325 662 76 || 15 |. ‘cai 15 | 570 1,077 1,647 134 
BR Gran Feces s news dese 9,686 912 224 | 29 8 37 | 927 495 1,422 147 
PIERCE 00 ee erence e eee eeees 12,522 958 217 || 37 12 49 | 927 1,136 2,063 165 
[1 ea eer rare rare 10,853 844 128 | 62 | 8 70 | 1,212 1,500 2,712 250 
TRS er ere 25,153 1,704 461 238 28 266 | 3,707 1,459 5,166 205 
eS ae 9,004 580 146 30 8 | 38 | 927 1,052 1,979 220 
PUMA. 225 - -sk eee ten esse 8,364 560 110 41 1 42 998 524 1,522 182 
Quitman............. 3,820 198 33 || 4 |. ees 4 215 378 593 155 
eee | 6,345 432 108 | 38 | 9 47 784 323 1,107 174 
| | ' 
a eee 17,173 1,225 205 | 83 8 91 1,783 2,015 3,798 221 
Richmond (Augusta).........| 72,984 7,140 3,125 | 3,599 389 3,988 49,506 1,143 50,649 694 
Rockdale............+.+.--- | 7,245 507 81 | 35 |. ae 35 || 714 535 1,249 172 
Schley... .eeees essere eeene 5,341 459 85 | 15 | i 16 358 571 929 174 
Schreven... 2.20. .+ esses eee. 20,708 1,304 312 | 48 | 3 51 1,711 2,296 4,007 194 
RR cach vcdedaeweevenes 7,399 489 107 } 32 1 33 714 726 1,440 195 
Spalding ...+6..+++seeee reese 23,472 2,209 669 | 293 50 343 4,563 1,269 5,832 248 
Stephens.............+-..-- 11,740 834 178 || 83 4 87 1,568 . 904 2,472 211 
Stewart oe... eee eee eee eee 11,108 657 144 | 33 7 40 998 830 1,828 165 
SS 26,790 2,153 696 | 395 24 419 5,633 2,796 8,429 315 
Talbot ..........+..02s00ee. 8,454 665 102 || 40 | 4 44 998 537 1,535 182 
Taliaferro. ...... 6,172 397 59 || 19 | 1 20 570 514 1,084 176 
Tattnall ....... 15,505 1,087 167 || 36 | 1 37 1,141 1,573 2,714 175 
LER eer Cr 10,789 923 180 jj 25 | 8 33 1,069 1,303 2,372 220 
LCS OCA Ane Grocer centcor 14,997 930 289 50 8 58 1,426 1,192 2,618 175 
1 CO eee eee 18,280 1,334 281 85 | 5 90 1,926 2,276 4,202 230 
PAS icebs were cn nive wietns 32,604 2,875 954 293 63 356 5,418 1,264 6,682 205 
HE a 19,447 1,366 374 115 11 126 2,140 1,075 3,215 165 
POO Det avescveraiaier he G i creel 17,164 923 237 77 8 85 1,569 1,367 2,936 171 
owns. 3 157 17 | 2 ro 2 215 366 581 134 
nial ee 7,541 388 57 | 4 3 7 356 927 1,283 170 
we aeeas 36,748 2,808 853 445 79 524 7,131 1,957 9,088 247 
BRT eth ess or eer 11,196 763 134 39 3 42 1,069 1,146 2,215 198 
uses fiels: sisicisiane) $y st bcsyete saad 8,372 466 67 10 3 13 570 581 1,151 137 
on OEE ee rE ea 6,342 153 25 Re 1 1 286 433 719 113 
= Beato ns eateu ered od 19,514 1,700 318 209 26 235 3,281 1,123 4,404 226 
ed Seen A ROOTES AEE SRE? 26,200 2,438 645 165 26 191 3,423 1,197 4,620 176 
W. POMe acs seis iim 9's wise a 6 esas 21,114 1,306 352 122 24 146 2,496 2,203 4,699 223 
ees tits e seer ee ecene esas 26,555 2,726 872 671 68 739 8,415 517 8,932 336 
atren 11,181 648 134 62 16 78 1,284 1,039 2,323 208 
Washington...... 25,028 1,300 397 130 21 151 2,781 2,279 5,060 022 
Wayne Baccarat anor ete 12,647 1,009 227 84 1 85 1,426 712 2,138 169 
: ee eee eens 5,033 254 45 3 1 4 286 430 716 142 
beeler Tae re ea 9,149 589 91 10 bee 10 570 969 1,539 168 
cee eee eee eee ee 6,056 410 65 a 8 8 499 333 832 137 
ees 20,786 1,540 493 163 57 220 3,352 1,144 4,496 216 
wees ue tears Ba Rate sg are 13,440 723 144 23 9 32 998 1,457 2,455 183 
ee 15,944 1,168 265 132 9 141 2,211 1,361 3,572 224 
BEMSON oS es eaten cutee, 10,846 720 148 45 16 61 998 543 1,541 142 
ORS iu srssasaincdtass Sectors 21,093 1,136 167 59 10 69 1,498 1,962 3,460 164 
ROE Bo oin'ses musk tne sc visheraeet 2,891,855 | 237,702 72,647 54,929 8,318 632,247 753,018 188,762 941,780 326 
IDAHO 

ii..... 37,932 7,546 3,353 2,813 255 3,068 17,890 5,330 23,220 612 
oy 2,853 407 146 5 2 59 620 1,270 1,890 662 
Benock 31,256 3,884 1,675 2,879 122 3,001 16,826 4,502 21,328 682 
EB 6. acre cele x’ 7,865 1,010 359 285 10 295 2,209 1,658 3,867 492 
enewah..........: 6,370 1,008 477 494 29 523 3,102 974 4,076 640 
Bingham dareau cleus 16,447 3,093 1,019 360 29 389 3,828 7,042 10,870 661 
Berne oo ne sane neev aves 3,772 723 221 167 7 174 1,392 862 2,254 598 
Boise. Aah asta Sl plaracai cia or 1,849 171 81 213 7 220 1,165 199 1,364 738 
Bass he was seer eneaees 13,148 2,065 746 603 52 655 4,539 1,027 5,566 423 
v1 31 (a ee 19,632 3,371 1,329 592 67 659 5,100 6,452 11,552 588 
Boundary relates aalers 4,544 747 321 260 14 274 1,770 501 2,271 500 
Canter tsteee wees ‘ 1,934 507 126 34 5 39 514 1,097 1,611 833 
Pee So Mt ence cnseaverens 1,409 356 74 97 1 98 638 570 1,208 857 
ce yon. aie Gos Suto pera Were oetete 30,984 6,181 1,952 1,059 44 1,103 8,565 8,563 17,128 553 
sma Dake ces 2,120 477 153 86 10 96 726 710 1,436 677 
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IDAHO (Continued) 


AUTOMOBILE 


ALL SPENDABLE MONEY 


; : REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population $1,000 OR MORE (1929) 
(Cities in Parentheses) aoe (In Thousands of Dollars) 
$1,000 to Over Total Per Capi 
$5,000 $5,000 Industrial | Farm Total _ 
SRNR Gis re in en 13,052 27 36 313 2,966 4,200 7,166 549 
CS ee ee Ree as 1,122 76 2 345 409 754 672 
MGBESVORET 5 6:55 65's /0:0.0's Su. sie 6,596 226 8 234 1,619 635 2,254 342 
RR so tise oe candor 3,145 117 3 120 983 965 1,948 619 
NE Sule hic tated eae 4,465 713 21 734 1,813 923 2,736 613 
Seneca ee 9,376 93 2 1,392 2,478 3,870 413 
‘remont. Wis atone anccoeeee 9,923 257 9 266 2,436 3,007 5,443 549 
| ERE oe © 7,410 234 5 239 1,816 1,731 3,547 479 
Gooding 7,571 179 14 193 1,755 2,148 3,903 516 
Idaho 10,104 246 26 272 2,421 4,640 7,061 699 
BON o55 ds ia sora decison 9,271 109 8 117 1,528 2,572 4,100 442 
ere 8,361 119 19 138 1,467 2,416 3,883 464 
Kootenai................... 19,557 1,328 91 1,419 8,670 2,017 10,687 546 
Latah 17,670 81 960 6,326 3,983 10,309 583 
Lemhi 4,613 166 8 174 1,362 1,859 3,221 698 
DONE cesninwennsvsressse cing 5,229 164 14 178 1,483 3,086 4,569 874 
NN ich 05:2%.im «500 00-0 3,234 170 10 180 | 1,225 821 2,046 633 
RS Foy 35 Shins inns 2548 8,357 | 156 9 165 |) 1,680 2,385 4,065 486 
Minidoka isla etaticteigha akon Se 8,457 | 162 7 169 || 1,710 2,666 4,376 517 
Nez Perce............00000. 20,884 838 74 912 6,234 3,955 10,189 488 
DN csisks 62 va'ex setenesn's 5,870 50 5 968 2,453 3,421 583 
Le a re 3,952 80 5 802 2,341 3,143 795 
ee er 7,205 186 1 197 1,922 1,690 3,612 501 
BRST so 5:50 lnk oe oss ov ve 4,454 88 4 1,120 1,905 3,025 679 
RSRUOTIS. 55.55 Sieedeuds cosas ad «BS 19,055 2,252 194 2,446 12,604 148 12,752 669 
Teton os eeeeeeeseeeeceees 3,573 48 5 650 1,620 2.290 635 
PHT ANIG «5 5.cis. wdc ve coccinea 29,807 1,182 114 1,296 9,729 8,195 17,924 601 
Valley. (apa nae ad bwcie Ooe 3,451 124 7 645 1,597 463 
TV AATEC 65265 6:56:05 0:5°%56:-6:4 9's 7,958 267 10 277 2,225 2,360 4,585 576 
_ Tora... 445.837 20.785 1.456 22,241 149,087 107,210 256,297 575 
Adams (Quincy)......... 62,766 3,481 453 3,934 43,943 6,997 50,940 812 
MEXANGED «6 :5:6:6's vee ae 22,543 1,021 120 1,141 11,516 874 12,390 550 
ST SS an earner mer are ey le 14,427 300 16 316 4,849 2,326 7,175 492 
MOR a5 Rated isin Sid 15,069 502 65 6,667 3,757 10,424 697 
IR on edn akinsoeh.4 ob 7,896 127 10 2,425 2,003 4,428 561 
Burean inka Wtionin bibs Rid te saan wi 39,094 || 1,594 94 1,688 25,001 9,376 34,377 879 
oe So sie eens «ko 4ic aoers 8,033 | 1 83 10 1,817 1,958 3,775 470 
RMN Saisie dtineaseed owe es 18,432 | | 866 ot 9,697 3,889 13,586 737 
NG nics nhorendnses 16,544 | | 1,091 70 1,161 11,516 3,639 15,155 916 
Ore) i: rr 64,243 | 3,503 435 3,938 58,791 12,974 71,765 1I17 
se ga siete eee eee eee ees 37,498 | 1,681 132 1,813 25,607 8,264 33,871 903 
> eee 17,848 | | 283 33 6,060 2,897 8,957 502 
eae bee eee eee eees 16,137 | | 203 33 — 2,188 6,430 398 
CHINtON ....6. 6 ee eee e eevee 154 528 49 577 ,879 3,604 11,483 533 
CTs eee 38,297 | 1,653 143 1,796 25,788 5,460 31,248 816 
oo eee, eg: Sen. aaa | | 477,270 £2,153 559,423 || * ,089,518 7,106 | 5,096,624 1,283 
Sh 9 glauca 20,976 | | 593 67 9,091 2,307 11,398 543 
pe eat acces 10,316 | 86 11 2,425 1,969 4,394 426 
Cumberland 
guna datanaie 32,629 | | 1,704 149 1,853 25,788 8,657 34,445 1,056 
i lil ela 18,559 | | 1,140 1.60 1,200 15,516 5,224 20,740 1,117 
ee seem i 
cilia 17,903 | | 704 60 ¥,092 5,526 14,618 817 
ahaa adda 85,388 || | 8,054 1,041 9,095 80,308 4,577 84,885 994 
pleads ale dade 25,948 || 5 | 719 81 800 15,303 7,005 22,308 860 
) =k lalallala lech 8,303 || 75 8 k 2,425 1,748 4,173 503 
ans ot el gall 18,996 | | 327 33 360 6,061 2,882 8,943 471 
| 
ae 23,863 || 13 225 25 5,454 4,164 9,618 403 
th BEF ga Sone b a4, wrtra tetera a Bie 15,479 | .: 661 60 3,419 6,469 9,888 639 
Ford 
ota al lla data 59,432 || 3,5 3,230 86 3,316 40,337 1,289 41,626 700 
eee nates sere es 44,077 || 3,2 1,131 76 1,207 20,577 6,546 27,123 615 
on ileal detain 10,088 |! : 76 7 | 2,425 2,230 4,655 461 
i 20,411 | 8 642 34 | 8,486 4,113 12,599 617 
= lille cle 18,655 | 1 713 58 | 0,092 4,969 14,061 753 
ee wt hes Peete 12,949 | 2 | 70 2 | 3,031 2,111 5,142 397 
ae 26,414 | 31 l 699 2 | 10,911 6,191 17,102 647 
Hardin... 10... 00... 6,954 5 | £66 i 1,212 ae sane 7 
a 8,775 |i | 185 6 | 2,425 2,985 5,410 617 
aie... eels 43,626 | 3, 2,216 160 y 30,850 8,579 39,429 905 
nied ' 32,108 | 2,4 810 155 15,335 12,879 28,214 879 
Ye 28,004 |) 2, 1,399 107 1,506 20,365 3,219 23,584 842 
Sabet... ... csc ccececneees 12,801 | : 151 14 3,637 2,988 6,625 518 
Tefferso 31,008 |} 561 96 9,697 2,576 12,273 396 
Jerse 12,554 | 343 35 4,243 1,909 6,152 490 
Ra Tense 20,235 || 705 49 9,092 4,248 13,340 659 
Bieaut.........:...... 10,203 || 151 9 2,425 1,184 3,609 354 
Pan ie hanes. 125,258 || 12,988 1,335 14,323 137,282 8,957 146,239 1,167 
On oy 50,077 | 2,324 229 2,553 30,063 7,052 37,115 741 
anton 10,549 || 307 19 4,243 4,400 8,643 819 
Knox.. 51,188 3,125 209 3,334 35,912 7,097 43,009 840 
= eee 103,397 || 7,531 1,301 8,832 83,947 5,311 89,258 pr 
La Salk 97,696 || 5,653 517 6,170 68,186 14,633 82,819 848 
Lawrence...........ce cece 21,867 | 598 79 8,486 1,999 10,485 pt 
Lees... 32,305 1,350 90 1,450 17,759 8,583 26,342 i 
Livingston errs 39,080 || 1,738 170 1,908 15,786 15,251 31,037 be 
A AE IME 28.843 | 1,127 146 1,273 15,940 8.707 24,647 a 
MicDIONGUGH 6 occ oc oes oan 27,079 859 78 14,122 5,966 20,088 
McHenrv.... 35,061 2,117 128 2,245 18,948 9,947 28,895 824 
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The sudden ends of countless moths since the first moth was lured 
by the first flame have taught no lesson to other moths. As long as 
there are flames moths will die, and as long as generalities glitter 
and facts are drab, men will err in judgment. 


In the great Chicago market the Chicago Evening American is first 
of its field in public acceptance. Here is no hopeful promise of 


“better” readers but the solid, granite-hard fact of more readers 
—over 100,000 more! 


And that is all that really matters to the sophisticated user of 


metropolitan newspaper space, for he knows that the only definite, 
provable and important difference between large newspaper cir- 
culations is in numbers. 


‘T’o such a one the safe, sure course in Chicago’s evening field is 
clearly revealed by these facts: The Chicago Evening American is 
in its tenth year of circulation leadership in its field and its fifth 
year of leadership over its nearest evening competitor by over 
100,000 copies daily. In the first seven months of 1930 its cir- 


culation averaged 555,980 copies daily—113,956 more than 
that of the second evening newspaper. 


CHICAGO EVENING 


AMERICAN 


a good newspaper now in its TENTH YEAR of 
circulation leadership in Chicago’s evening field 


National Representatives: RODNEY E. BOONE ORGANIZATION 


The Moth and the Flame 
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24 S A LE §& MANAGEMENT 
ILLINOIS (Continued) 
AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties a (1929) $1,000 OR MORE (1929) 
(1930) = 
(Cities in Parentheses) (in Thousands of Dollars) 

Under Over $1,000 to Over Total - Per Capita 

$1.000 $1,000 $5,000 $5,000 Industrial Farm Total 
RIN ns ese irasseacee 73,087 13,57 45,798 4,370 439 4,809 50,065 16,168 66,233 906 
Macon (Decatur)............ 81,674 12,672 6,321 5,521 736 6,257 55,914 7,770 63,684 730 
VES eee 48,705 7,611 3,182 3,122 86 3,208 36,518 5,746 42,264 868 
DAMON 5 occ iuewes causes 143,132 19,422 8,831 8,214 526 8,740 ,007 §,328 95,335 666 
MMR i Aa cee ater 35,604 5,933 2,643 1,472 77 1,549 20,971 2,282 23,253 653 
SRREMENIAG Gicscs a cae eceie 13,024 2,266 951 406 42 448 5,454 4,125 9,579 735 
OE Ie ee Tey as 15,101 3,426 1,076 539 60 599 7,879 5,051 12,930 856 
EE ESTEE EE a 14,071 1,431 581 212 16 228 3,637 984 4,621 328 
REM is ctisics omiews ws cinwaruete 10,556 1,888 786 321 31 352 4,849 3,420 8,269 783 
Biome toe Red) hie 16,505 3,709 1,255 524 38 562 7,879 4,177 12,056 730 
“UN ROSS aa eiareie etre 12,369 2,138 796 318 21 339 4,849 2,847 7,696 622 
Montgomery................ 35,268 5,902 2,189 1,356 73 1,429 21,577 4,862 26,439 750 
NAGS Viva barancc kena 34,207 5,078 2,135 1,243 152 1,395 19,153 6,444 25,597 748 
BURAEN cic Ao cccinsceeeonens 13,245 2,348 757 290 34 324 4,849 4,476 9,325 704 
ees Ue nde oan ee 28,109 6,173 2,631 1,066 63 1,129 15,335 7,518 22,853 813 
Peoria (Peoria).............. 141,639 18,532 11,075 9,855 1,371 11,226 137,738 6,008 143,746 1,015 

Se ene a ms ak 22,830 3,272 1,171 688 45 733 9,092 1,933 11,025 483 

OS Re eo ae ts 15,589 3,363 1,147 543 80 623 3,376 6,232 9,608 616 
PER ete idcten meistee 24,352 4,345 1,128 387 49 436 7,879 6,351 14,230 584 
ge ee AMS RSLs 25, «MC 8,079 737 193 28 1 29 1,818 1,051 2,869 355 
PERRI ose sciSa desks Seer 14,823 1,577 499 450 14 464 5,454 1,085 6,539 441 
PRE Ae oats sie ine 5,235 992 376 146 6 152 2,425 1,530 3,955 755 
CET: RG ie eae eae 29,336 4,310 1,499 809 43 852 12,911 3,330 16,241 554 
RN io mehr ictGrhac-neae 14,050 2,785 831 209 23 232 4,243 1,972 6,215 442 
Rock Island (Rock Island, 

TS aE 97,869 14,519 7,515 6,967 581 7,548 73,642 3,481 77,123 788 
St. Clair (East St. Louis) 157,388 20,171 9,951 10,463 763 11,226 110,948 4,749 115,697 735 
DEMON ea cossmi ash. tuk ae 37,078 4,726 2,037 1,615 82 1,697 20,577 1,862 22,439 605 
ee a eaieaenionien os Saree 111,800 14,979 7,793 9,547 1,099 10,646 90,037 9,993 100,030 895 
Schuyler. ape 11,674 1,990 635 188 24 212 3,637 2,951 6,588 564 
Scott 8,540 1,717 447 246 26 272 3,637 2,634 6,271 734 
tS Sontag os Bly 25,463 4,792 1,471 435 21 456 7,879 6,927 14,806 581 
IE eos Or wa ccc ee 9,693 2,158 763 294 13 307 4,243 3,076 7,319 005 
Stephenson ........c0cesssees 40,044 7,477 3,799 1,945 211 2,156 25,820 7,095 32,915 822 
I Oe ee Genin oe of 46,019 6,368 3,110 2,102 203 2,305 27,425 7,456 34,881 770 
(ha ne © 19,865 2,581 751 283 59 342 5,454 2,558 8,012 403 
Vermillion (Danville) boa. oad ol 40,225 13,988 6,299 6,069 575 6,644 65,762 8,113 73,875 819 
eS a eae aa eae a 13,194 2,066 1,006 475 39 514 5,454 1,941 7,395 560 

Se a oe 21,834 4,868 1,711 849 118 967 12,911 5,712 18,623 853 
Washington 16,219 2,541 901 238 29 267 4,849 3,056 7,905 487 
ai Sos ohhh cece cordance 19,120 2,817 599 161 15 176 4,243 3,746 7,989 418 
OE SNS iGO SE i apa ae er 18,150 2,868 724 212 40 252 4,849 3,825 8,674 478 
Whiteside.................. 39,117 8,858 3,266 1,667 169 1,836 23,001 7,951 30,952 776 

CEES 5 > 110,862 15,059 8,751 8,158 745 8,903 80,678 8,929 89,607 808 
PORNO ois skSa en yewaas 53,873 8,565 3,888 2,775 138 2,913 35,306 1,853 37,159 690 
Winnebago (Rockford)....... 118,304 18,079 9,405 8,364 998 9,362 85,764 4,758 90,522 765 
ACESS, a ree a eee 18,793 4,047 1,585 881 90 97 6,405 7,034 13,439 715 

MDI ass chs canter 7,607,684 907,877 503,737 667,363 100,752 768,115 7,391,405 514,630 7,906,035 1,039 
Adams. . bite 19,959 3,809 1,031 403 46 449 4,953 2,902 7,855 394 
Allen (Ft. Wayne)... 146,832 22,970 10,118 10,920 1,055 119,75 128,515 5,333 133,848 912 
Bartholomew. Sete 24,856 4,161 1,274 467 68 535 6,157 3,411 9,568 385 
Benton.. er ere ents 11,879 2,869 690 242 21 263 3,212 4,661 7,873 663 
ee sores ait omit 13,630 2,695 812 371 48 419 4,283 1,089 5,372 394 
ROR ih wetens ous 22,283 4,546 1,050 323 27 350 4,685 3,546 8,231 369 
eae ee 5,168 468 77 18 ee 18 535 663 1,198 232 
a re 15,040 2,952 982 170 10 180 2,811 3,846 6,657 443 
ES ee 32,473 6,647 2,328 1,310 101 1,411 13,654 3,581 17,235 531 
RMON. So meciistiases 30,742 4,183 1,376 872 46 918 9,103 2,056 11,159 363 
NS Sioa 5 dawn eweanmedesirs 26,472 4,860 1,273 667 59 726 7,764 2,489 10,253 387 
CENCE Seer: 27,330 5,800 2,042 771 78 849 8,834 4,383 13,217 484 
SUMMON So ds Cia. cretecne 10,256 1,224 256 76 5 81 1,339 1,166 2,505 244 
SUMMONS cc. vineniee.s s.de eees.es 25,819 3,972 1,110 582 40 622 6,425 3,312 9,737 377 
NOBRRSSGED 5.56 6,05 s'sh eee 21,047 3,387 907 403 57 460 5,221 2,285 7,506 357 
Decatur.. 17,290 3,557 961 331 23 354 4,283 2,688 6,971 403 
De Kalb.. 24,881 5,133 1,559 775 49 824 8,165 3,303 11,468 461 
Delaware (Muncie). 67,234 10,473 4,270 1,969 278 2,247 27,551 3,536 31,087 462 
Dubois. . cic 20,549 3,248 874 272 27 299 3,882 2,438 6,320 308 
Elkhart . - 69,078 13,328 5,962 3,481 344 3,825 32,661 4,169 36,830 533 
RRBs ah ids cnisercsians: 19,246 3,611 1,268 766 100 866 8,032 2,482 10,514 546 
Re Une 34,635 5,208 1,818 1,433 153 1,586 14,322 1,126 15,448 446 
Tne ae eS Ree Se 17,952 3,863 844 342 22 364 4,551 2,842 7,393 412 
RIN cic.sub 0 wow ee nai 14,190 2,094 563 126 16 142 2,276 3,170 5,446 384 
NON a8ss cations canntactane 15,708 3,512 984 201 34 235 3,346 2,716 6,062 386 
RORSGNE eid we te saiadiewe teen 29,182 5,532 1,418 748 31 779 8,433 4,240 12,673 434 
Co eee 50,695 9,014 2,836 1,238 183 1,421 14,859 3,880 18,739 370 
REPEBS =o 055 Sac beincie sean en 31,470 5,801 1,606 774 41 815 8,969 2,989 11,958 = 
PRON os acisk an imec oxen 23,430 5,314 1,550 416 37 453 5,756 3,953 9,709 41 
a ARE TRE 16,588 3,863 1,024 342 27 369 4,417 3,467 7,884 475 
SO PR 17,281 2,603 585 83 8 91 2,007 2,373 4,380 253 
——.. 19,722 3,951 887 262 22 284 4,016 4,016 8,032 407 

35,210 6,373 2,295 728 82 810 9,236 3,897 13,133 373 
~ sn I (Koicomo) . 46,673 8,196 2,822 1,492 186 1,678 19,197 3,036 22,233 476 
Huntington. . 29,066 6,531 2,274 1,057 94 1,151 11,244 3,093 14,337 493 
OTe aR ee eee eer ne ee 23,718 3,894 950 445 42 487 5,622 3,279 8,901 = 
re eee 13,300 2,718 647 176 27 203 2,811 3,615 6,426 4 
EG ee ren 20,839 4,186 1,141 334 33 367 4,818 2,602 hs a 2 
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at LOWEST COST 


The Star Newspapers offer the Most Thorough and 
the Most Economical MASS APPEAL to three rich 
and populous key cities of Indiana and their pros- 


perous trading areas .. . A COMPACT, UNIFIED 
MARKET ZONE embracing more than half the state. 


The Star Newspapers—The Indianapolis Star, The 
Terre Haute Star-Post, and The Muncie Star—have 


More Circulation 


than can be obtained through grouping the other 
papers in these cities, 


And the Rate Per Line is Less 


THE INDIANAPOLIS SUNDAY STAR'S Circula- 
tion is 10,000 LARGER than any other in Indiana. 


THE TERRE HAUTE STAR-POST has 18,000 More 
Circulation than the other paper in that city. 


THE MUNCIE STAR’S Circulation EXCEEDS the 
other Muncie paper’s by 10,000. 


The Star Newspapers offer the Most Intensive Coverage of Indiana 
at the LOWEST COST. 


National Representatives: 


KELLY-SMITH COMPANY 


LARGEST INDIANA COVERAGE 


NEWYORK — CHICAGO — PHILADELPHIA — BOSTON — DETROIT — ATLANTA 
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INDIANA (Continued) 


Counties 


Cities in Parentheses) 


er rere, 
Jennings 


| 
; | 
Johnson ve oats } 
Eee ee 
Kosciusko .. 
RINE io aa 3a c om ewe 
Lake (E. Chicago, Hammond, 

SOE) bie ss sa nano vs 

La Porte 
Lawrence. 
Madison... eins 
Marion (India inapo slis) 
Marshall na Wert 


Martin..... 
Miami..... 
Monroe.... ‘i eerasnawelnere 
Montgomery....... ss eeeeee | 
MOrg@at .. 00. cecevccssccvenel 


SS ae eee es ts 
Wt ines xe ona tue es 
NE RE 
ERT G Wineiainss 4% o554 saw oe 


NE ee eT ee 
KG hw esis Eons SS oRoY 
PIO oso a cee sssececoescs | 
Porter. eee 
NI 2s invin. cOg Sica eels ee 
Pulaski avon. cmacieetel 
eer re ry 
RAGIN 5.55 as Sass se Reel 


SS Ree 
Rush... 


St. ape aniegs hk Bend)... <5 
Scott . aires 
Shelby . 

Spencer . cite ole ard Bal oe Rinks es 
ee eer tree eet. pe 
MN a on a Se TS SSO ASS = 
IUIRIN sg cia sas, chins 9%) Sines Ss 
ee Ei ee 
TIpPOCaNoe. ... 6.0 sss eons 
Tipton.... 


Union..... er 
Vanderburg (Evansv ile)... .| 
Vermillion... ie ccm 
Vigo (Terre Haute)... Faerie 
WERRED: 05 iic5 mae 


Warrer 
Warrick 
Washington 
WAYNE. 065.05 0% 
Wells 


TRUE soils BEG S fare tw cases 
WERE 5. oa vine 0 6500 65 S019" 


pics \ ee 


Adair . 
Adams 
Allamakee 
Appamoose 
Audubon 


| 
Benton. - 
Black Hawk cw aterloo) . 


Buchanan. 


Butler..... ; 

Calhoun... 

Carroll. 

oS | 


| 
| 
Buena Vista.. he .| 


Cedar.. 

Cerro Gordo ia 
Cherokee. Hone 
Chickasaw | 
Clarke.. 


Clay. 
Clayton 
CAMOR cae cis ss 
Crawford .... 
Dallas.. 


Davis. satel | 
| See ec 
Delws are | 


AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Population (1929) $1,000 OR MORE (1929) : 
(1930) (In Thousands of Dollars) 
Under Over $1,000 to Over Total sc Par Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
19,180 3,379 860 228 56 284 3,882 2,450 6,332 | 330 
11,796 | 1,790 301 144 12 156 2,142 1,574 3,716 315 
21,697 4,241 1,436 392 56 448 5,354 3,776 9,130 421 
43,812 8,186 2,382 1,235 152 1,387 14,181 4,816 18,997 434 
27,296 5,875 1,722 501 59 560 6,559 4,594 11,153 409 
13,787 2,866 729 149 18 167 2,543 2,813 5,356 388 
261,325 30,166 14,526 2,448 1,159 3,607 191,071 3,561 194,632 745 
59,929 8,943 3,614 3,193 353 3,546 29,582 3,764 33,346 556 
35,545 6,520 1,910 1,242 139 1,381 12,716 1,871 14,587 410 
82,829 13,454 5,135 2,013 228 2,241 22,488 4,718 27,206 328 
416,250 74,985 28,357 33,295 4,148 37,443 383,896 2,860 386,756 929 
25,186 5,288 1,561 669 62 731 7,496 3,517 11,013 437 
10,102 1,234 235 39 8 47 1,205 1,185 2,390 237 
27,029 5,781 2,048 1,029 83 1,242 10,575 3,385 13,960 516 
35,961 6,450 1,889 1,068 146 1,214 10,976 1,360 12,336 343 
27,040 5,807 1,412 515 75 590 7,094 4,611 11,705 433 
19,407 3,187 1,038 240 38 278 3,882 2,805 6,687 345 
9,836 2,300 506 206 7 213 2,677 3,071 5,748 584 
22,274 5,165. | 1,508 481 87 568 6,157 2,967 9,124 410 
3,747 815 | 209 27 1 28 535 521 1,056 282 
17,451 3,239 | 623 200 51 251 3,346 1,621 4,967 285 
11,356 2,089 | 489 142 11 153 2,276 1,409 3,685 324 
16,558 3,121 | 718 233 11 244 3,346 2,558 5,904 357 
16,618 1,900 469 143 30 173 2,543 1,534 4,077 245 
16,304 2,949 684 315 6 321 3,748 1,682 5,430 333 
22,804 4,506 1,738 980 64 1,044 9,370 3,457 12,827 562 
17,857 3,045 541 158 34 192 3,078 3,626 6,704 375 
11,195 2,385 622 104 6 110 1,874 2,702 4,576 409 
20,445 3,910 844 364 37 401 4,818 2,671 7,489 366 
25,051 5,892 1,963 370 41 411 5,883 4,483 10,366 414 
18,074 3,352 793 249 31 280 3,882 2,914 6,796 376 
19,407 3,844 1,215 344 37 381 4,551 4,875 9,426 486 
159,928 25,407 11,648 10,978 1,001 11,979 145,016 3,189 148,205 927 
6,665 1,728 281 63 7 70 1,205 873 2,078 312 
26,544 5,019 1,655 657 101 758 7,898 4,787 12,685 478 
16,351 2,050 488 115 10 125 2,275 2,597 ,873 298 
10,621 2,033 617 179 14 193 | 2,410 1,425 3,835 | 361 
13,406 3,636 988 200 27 227 || 3,078 2,385 5,463 407 
28,126 |} 5,847 1,720 902 48 950 9,504 3,040 12,544 446 
8,432 | 1,442 344 34 3 37 || 1,071 1,851 2,922 347 
46,826 || 9,019 3,142 390 272 1,162 || 12,583 4,761 17,344 | 370 
15,198 || 2,847 838 304 23 327 |i 3,882 3,209 7,091 | 467 
5,880 || 1,196 361 123 12 135 || 1,472 1,909 3,381 | 575 
112,920 || 15,729 5,976 4,770 770 5,540 66,499 2,194 68,693 | 608 
23,126 || 4,225 | 1,211 892 48 940 9,236 1,770 11,096 | 476 
98,815 |} 15,809 | 5,447 4,701 571 5,272 52,583 2,521 55,104 | 558 
25,162 | 5,512 | 1,626 642 78 720 7,630 3,766 11,396 | 453 
| | } 
9,165 || 2,145 308 | 77 10 87 1,472 2,896 4,368 | 477 
18,179 || 2,754 849 |} 262 36 298 | 3,615 2,478 | 6,093 | 335 
16,280 || 2,792 743 || 111 21 132 || 2,276 2,326 4,602 | 283 
54,789 |) 9,400 3,723 || 2,225 336 2,561 |) 22,621 3,444 | 26,065 | 476 
18,382 | 4,063 1,054 || 361 66 427 || 4,551 3,001 | 7,552 | 411 
I | | 
15,845 | 3,631 1,065 | 237 37 274 3,615 4,323 | 7,938 | 501 
15,907 | 3,809 1,174 || 309 39 348 3,882 2,586 | 6,462 | 406 
3,225,418 | 563,303 | 91,7919 | 117,134 14,296 131,430 || 1,560,046 272,709 | 1,832,755 | ___—_—568 
IOWA 
“13,891 |) 3,563 ‘590, ~—«*199 ae ce 212 |) 319 5,765 | 6,084) 438 
10,439 |i 2,679 475 | 107 13 120 | 205 4,383 | 4,588 | 440 
16,325 } 3,809 1,024 || 318° 5 323 || 433 5,136 5,569 | 341 
24,821 | 4,699 1,142 | 335 47 582 || 741 3,484 4,225 | 170 
12,261 || 3,286 700 || 242 13 255 || 341 5,578 5,919 | 483 
| | | 
22,854 || 5,672 1,530 || 650 36 686 | 809 8,431 9,240 | 404 
68,821 || 13,051 4,586 || 3,161 286 3,447 || 43,440 7,119 50,559 | 735 
29,259 5,767 | 1,931 || 1,225 90 1,315 | 1,367 7,532 8,899 | 304 
17,087 || 4,925 1,408 |} 514 39 553 || 649 6,381 | 7,030 | 411 
19,537 |; 4,775 1,210 | 466 40 506 } 627 6,079 | 6,706 | 343 
1 I i 
18,648 5,135 1,549 | 568 40 608 | 741 8,042 | 8,783 | 471 
17,694 | 4,722 1,322 || 304 23 | 327 | 479 | 6,631 7,110 | 402 
17,594 | 4,494 1,365 || 503 29 | 532 | 638 | 8,399 9,037 514 
23,318 | 5,866 1,436 |, 782 72 854 || 946 | 7,522 8,468 | 379 
19,428 | 5,297 | 1,391 |) 589 | 33 | 622 | 741 | 6,689 7,430 | 382 
| | i| | 
16,711 | 4,653 1,270 | 457 23 | 480 | 592 | 6,762 7,354 | 440 
38,458 | 7,868 2,811 1,907 157 | 2,064 | 2,085 7,085 | 9,170 | 238 
18,735 || 4,504 | 1,414 640 | 53 693 | 763 7,005 | 7,768 | 415 
14,615 |! 3,831 | 910 | 233 | 8 | 241 || 354 5,504 | 5,858 | 401 
10,385 2,296 444 123 9 | 132 || 205 | 3,302 3,507 | 338 
16,107 | 4,141 1,096 494 | 37 | 531 |j 615 6,593 | 7,208 | 448 
24,562 | 6,122 | 1,930 664 | 18 | 682 || 843 8,820 | 9,663 | 393 
44,400 | 9,424 | 2,964 2,613 257 2.870 | 2,848 8,129 10,977 247 
21,028 5,206 1,290 637 29 666 763 7,731 8,494 404 
25,553 6,350 1.710 R76 62 | 938 | 1,082 7,063 8,145 319 
11,153 2,914 | 575 137 9 146 | 239 3,860 4,099 368 
14,342 3,358 523 143 9 152 | 285 | 3,873 4,158 | 290 
18,120 4,377 1,039 | 428 21 449 | 547 | 6,488 7,035 | 388 
38,142 7,505 2,592 |) 2,035 306 2,341 | 2,312 5,413 7,725 | 203 
10,978 749 || : : ‘5. 38 | 44 
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This Des Moin 
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The Des Moines Register ond Teilune 


More than 200,000 Daily Circulation 
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AUTOMOBILE ALL SPENDABLE MONEY 
, REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties : 1929 $1,000 OR MORE (1929) 
Population ( ) in Th D ———___ 
(Cities in Parentheses) (1930) (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
Dubuque (Dubuque)......... 61,213 10,987 3,671 5,029 357 5,386 41,682 6,269 | 47,951 83 
ree ceiae oie 12,853 3,274 1,007 363 37 467 4,805 5,272 an 
PR sas 45 cub y sank goed 29,219 6,942 2,026 1,103 51 1,154 1,265 8,131 9,396 322 
RSPR RE RNS 19,399 4,559 1,401 447 48 495 615 5,487 6,102 315 
1 ROS Pees 16,372 4,180 911 309 17 326 433 7,158 7,591 464 
Dimbriont....0% <6 soos 15,145 3,749 766 400 36 436 526 6,329 6,855 
Me... yao cc cos 16,527 3,985 1,068 393 25 418 524 8,056 8,580 br 
SEEN os sien as Seice ees 14,132 3,724 987 312 23 335 422 6,579 7,001 495 
“A A SO IN ine 17,322 4,257 981 351 14 365 490 5,916 6.406 370 
ren Sons ossn sk ce eee oes 20,975 4,932 1,308 575 32 607 717 8,778 9,495 453 
RAE 4. oo d.dicsteupridioo ters 14,794 3,795 1,009 294 5 299 398 7,630 8,028 
cies ynoraqun bees 23,020 6,503 11953 727 50 777 923 7,689 8.612 a 
RG ck ucin Sina winisieeele ae 24,895 5,341 1,317 507 36 543 695 8,255 8.950 360 
“SER ae enn a 17,648 4,411 1,103 447 39 486 592 4,983 5,575 316 
8 OO aerate Sear a 13,068 3,416 884 183 22 205 308 4,493 4,801 367 
Ce eee 13,193 3,335 836 361 13 374 455 5,827 6,282 
gap aeenhomaelatonntaateaet 11,904 3,197 847 588 27 615 649 5,550 6,199 be 
SRA ey cb sa eocome eons 17,431 4,170 1,035 381 25 406 524 6,271 6,795 390 
Jackson .......- esse cece eres 18,478 4,674 1,191 398 25 423 558 5,324 5,882 318 
DRS sivas psx aunent eaten 32,910 7,874 2,178 923 84 1,007 1,139 8,712 9,851 299 
OS RT AR a 16,229 3,933 938 370 50 420 513 4,337 4,850 
ee 30,036 6,575 1,916 966 150 1,116 1,219 | 7,174 8'303 = 
RES eG. en meh ers 19,203 4,278 1,157 389 43 432 535 6,017 6,552 341 
UREA SALES, Bich acs at sais 19,233 4,698 1,221 378 33 411 570 6,138 6,708 349 
LOY Sa IS Ree 25,438 6,042 1,452 601 36 637 786 12,881 3,667 537 
CR once asipnee es eoee ee 41,262 7,576 2,513 1,745 216 1,961 2,028 5,248 7,276 177 
Linn (Cedar Rapids).......-. 82,264 17,081 5,701 5,348 578 5,926 60,433 7,498 67,931 826 
oS ae 11,574 2,926 624 198 13 211 308 4,699 ‘007 433 
TA Ee RR Sc 15,114 3,393 834 446 25 471 535 3,688 4,223 299 
LOB. sess 15,292 3,509 895 470 21 491 570 7,054 7,624 499 
MINA. ooccssisetsasbies 14,370 3,869 664 242 25 267 365 6,000 6,365 
clean. Seg aratnn dialer eae ea 25,730 5,523 1,509 626 70 696 881 7,264 8,145 pr 
SS eee ee 25,685 5,841 1,446 573 53 626 774 6,233 7,007 273 
Marshall.........- 33 719 7,394 2,290 1,670 148 1,818 1,845 8,005 9,850 292 
Seals Gectcce ss 15,866 3,462 754 340 25 365 455 5,843 6,298 397 
Mitchell........-- . 13,978 3,715 1,155 335 32 367 467 4,953 5,420 3 
aa... s 18,149 4,339 957 362 19 381 490 7,944 8,434 oH 
ao... ., 15,010 3,237 734 543 36 579 649 3,200 3,849 256 
Montgomery .... . 16,624 4,290 1,219 640 45 685 763 5,743 6,506 391 
Muscatine........- 29,365 7,026 2,214 1,068 134 1,202 1,322 5,184 6,506 222 
OW en:..... ess 18,403 4,887 1,500 687 40 727 828 7,312 8,140 442 
Oacbole 3.2 6 10,182 2,495 641 269 14 283 354 5,061 5,415 532 
re 25,897 5,771 1,620 607 80 687 832 7,317 8,149 315 
Palo Alto........- 15,396 3,740 1,004 283 15 298 422 7,065 7,487 486 
Plymouth. ......- 24,119 5,935 1,839 856 68 124 1,039 10,525 11,564 479 
aoe Oe ree cee 15,683 4,198 1,048 478 21 49 592 7,815 8,407 536 
Polle (Des Moines)... 172,757 31,584 | 11,254 15,608 1,625 17,233 167,717 7,883 175,600 | 1,015 
Pottawattemie (Council | 
Oe ee 69,891 14,170 3,550 3,403 300 3,703 35,124 12,924 48,048 687 
ee | ee er 18,750 4,560 1,272 521 43 56 660 6,271 6.931 370 
EE 11,422 2,963 445 109 4 113 216 3,983 4,199 368 
ote bare he tn 17,606 4,829 1,309 647 47 694 786 7,444 8,230 467 
Scott (Davenport)........--- 77,321 15,033 5,057 5,748 716 6,464 62,071 6,804 68,875 891 
NMI Ee ene Li ails sive a 17,127 4,330 892 423 40 463 558 7,555 8,113 474 
AS errs 26,810 6,629 1,589 770 59 829 979 11,028 12,007 448 
Gc ciccatg eu itties ste nie 31,139 7,334 2,175 869 94 963 1,139 8,692 9,831 316 
ee 22,337 5,972 1,680 662 40 702 843 8,07 
(Pe Sar A 071 8,914 399 
Saar . ek EE comietaNeasetee 14,859 3,810 759 167 22 189 319 5,140 5,459 367 
Be eee tice on weasel 17,535 4,009 1,038 596 35 631 717 3,437 4,154 237 
Rs cna ce o's eels 08 8p 5 12,594 3,299 718 477 7 184 308 4,427 4,735 376 
ineestscxksiionvanes 40,479 6,828 2,293 1,490 222 1,712 1,788 4,244 6,032 149 
fo aig SI artia wisp tee 17,683 4,581 857 292 13 305 455 6,630 7,085 401 
Washington Dh i cha thicn Sik a aNealre 19,815 5,001 1,356 517 50 567 684 6,282 6,966 352 
Se eer rr 13,783 3,374 567 176 16 192 319 4,263 4,582 332 
MOR. Ss cniratginmsaae 40,414 8,309 3,064 2,055 190 2,245 2,267 9,832 12,099 300 
Winnebago.........- 13,139 3,661 873 234 20 254 354 5,186 5,540 422 
eae 20,988 5,238 1,222 485 41 526 638 7,373 8,011 382 
Woodbury (Sioux City) ...... 101,515 18,404 6,052 6,478 632 7,110 61,827 8.958 70,785 697 
1S a a ee Bay ed Oe Renee 11,152 2,908 649 265 12 217 341 4,757 5,098 457 
er 20,183 5,113 1,372 740 59 799 866 7,753 8,619 427 
Wings O53 Seeeiiens 2,467,900 558,063 | 157,343 98,753 9,033 107,786 530,250 | 650,706 1,190,956 483 
os asa Ary state on Ones 21,385 4,865 1,226 564 45 609 4,904 4,210 9,114 | 426 
os eal s cnhaanaes 13,359 3,043 678 226 13 239 2,173 3,780 5.953 | 446 
Atchinson. .. 24,016 4,310 1,300 1,558 112 1,670 10,311 4,465 14,776 | 615 
Barber..... : 10,149 2,741 586 378 18 396 2,897 4,005 | 6,902 | 680 
alae et 19,771 4,960 1,454 | 829 141 970 4,572 8,454 | 13,026 | 659 
22,391 4,780 1,093 | 643 87 730 5,518 3,883 9,401 420 
a: 20,549 4,786 1,449 | 581 36 617 | 4,738 7,100 11,838 576 
Butler..... 35,868 | 10,533 2,549 | 1,908 178 2,086 | 13,934 6,134 20,068 559 
ReaD oes 5i6-+55s'o% 6,944 | 1,547 348 | 205 13 218 1,672 2,574 4,246 611 
Chautauqua...............- 10,340 2,402 458 | 242 9 251 | 2,062 2,029 4,091 396 
eee ee 31,363 7,261 1,887 863 34 936 349 
So -- 6,946 1,497 392 188 "8 206 1298 3117 fats 636 
ee tt)? 4,796 1,312 260 111 21 132 1,004 1,378 2,382 497 
—... 14,549 3,583 829 397 49 446 3,605 5,355 8,960 616 
Cloud... 18,006 4,223 1,023 528 79 607 4,571 5,912 10,483 582 
ae 13,597 | 3,205 738 181 26 207 2,119 6,473 8,592 | 632 
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OINT 


to Consider in Analyzing 


the LOWA Market 


1 Iowa a group of 27 separate markets. 
Iowa must be considered, not as a single 
market, but as a group of markets. The pop- 
ulation of Iowa is well distributed, for the 
state has no city of even 175,000, but does 
have 27 key-cities, each separate and dis- 
tinct, each attracting a large volume of trade 
from the territory surrounding it. Remember 
too, that these trading areas not only cover 
the state but also include 34 counties outside. 


3 Iowa people have money and spend 
it. That Iowa has actual spending 
power as well as potential wealth, has been 
demonstrated by actual sales figures. Re- 
peatedly and consistently during the first six 
months of 1930, Iowa has been rated as one of 
the nation’s best markets. A 24% increase in 
life insurance sales during the 


ys A state of diversified wealth. Be- 
cause its wealth comes from more than 
one source, the Iowa market maintains its 
economic balance, even in the face of dis- 
turbances such as the 1929 stock market 
crash. The fertile farms of Iowa, during the 
year ending June 30, 1930, produced wealth 
estimated at $742,000,000. And during 1929, 
factories in Iowa produced ‘an output valued 
at $800,000,000, a fact of special significance 
in a state of such importance agriculturally. 


4 Key-center newspapers for adequate 
coverage. In Iowa, the advertising that 
counts—for the man-behind-the-counter, for 
the wholesaler or the manufacturer—is that 
which appears in the dailies comprising the 
Iowa Daily Press Association. With a circula- 


first four months of 1930... an 
increase in gasoline consumption 
of 60,976,000 gallons, for the year 
ending June 30 ...a 25% increase 
in foreign travel . . . these and 


tion of approximately one news- 
paper per family in their respec- 
tive territories, they offer ade- 
quate coverage. And the type of 
coverage offered, makes Iowa an 
easy-to-develop market . . . a fact 
soon proved by sales sheets when 


numerous other factors show 
definitely that Iowa does have 


covering the 


where she wants to spend it. 


The dots, shown on the map , ane 7 
above, indicate the location of Up by consistent advertising in 
money to spend, and spends it daily newspapers in lowa. Note, 


27 


merchandising plans are backed 


they are scattered ap = the Iowa daily newspapers listed 
efinite an 
Separate key markets. below. 


IOWA DAILY PRESS ASSOCIATION iiss aha et 


) errr es Tribune Council Bluffs. .Nonpareil 
Boone ..News-Republican Creston. .News-Advertiser 
Burlington ....... Gazette Davenport 

Burlington ....Hawk-Eye une & Leader 
Carroll...... Daily Herald Davenport ......... Times 


Cedar Rapids 


Gazette & Republican Dubuque . Telegraph-Her- 


Centerville ald and Times-Journal 
Towegian & Citizen Fort Dodge 
2: ee Herald Messenger & Chronicle 


WROWOGE bcc cccccsues News 


Fort Madison. ..Democrat Oelwein... .Daily Register 


Iowa City...Press Citizen Oskaloosa ........ Herald 
Keokuk........ Gate City Ottumwa ........ Courier 
Marshalltown Perry eee eee es Chief 

Times-Republican Sioux City........ Journal 
Mason City Globe-Gazette Sioux City eeeecee Tribune 
Muscatine Washington ...... Journal 


Journal & News-Tribune Waterloo. ...Daily Courier 


Waterloo ........ Tribune 
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KANSAS _ (Continued) 
AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929 $1,000 OR MORE (1929) ma 
(Cities in Parentheses) (1939) a ae a aaa aaa (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
CCC a eae 4,648 1,288 288 131 21 152 1,226 3,110 4,336 933 
Re ee eee 40,859 10,101 3,010 1,702 322 2,024 13,934 5,511 19,445 416 
OPA WEDTG 0 506 4:00.55 Siv.eeubie 49,305 10,420 2,861 2,882 246 3,128 20,845 3,764 24,609 499 
ROBO ois ioc''s manieSvioice enn 8,874 2,076 451 238 13 251 1,986 4,193 6,179 696 
RICMIRGOD 55 o5:6's:00 swine ‘ 25,869 6,391 1,887 1,290 118 1,408 9,475 7,673 17,148 663 
OAT SSS ee ae ernie 13,946 2,976 584 259 39 298 2,452 3,843 6,295 451 
OE EOE eee ene 25,125 5,671 1,703 939 146 1,085 7,581 5,010 12,591 501 
ee erees 7,289 2,094 491 349 49 398 1,700 2,420 4,120 565 
ee eitbkons Mediiceahurhe 9,206 2,153 382 188 19 207 1,728 2,253 3,981 132 
eee ee ae 15,900 2,380 569 558 70 628 4,236 6,825 11,061 596 
MINER oso cise in dieiismiwiowia:oeic 10,123 2,257 602 393 49 442 3,121 4,961 8,082 798 
RIDES Sonica nGossous eure owed c 11,006 1,751 497 204 31 235 809 1,120 1,929 75 
BN Setierckiaesngownacsancek 20,643 3,945 1,215 807 84 891 2,760 7,109 9,869 478 
PMN 6 525 655 3 Sais Scaseicss asscete 22,004 5,056 1,191 467 71 538 4,459 4,440 8,899 4104 
DRONE Siac. ers nu aman igdet 14,227 2,517 785 || 457 58 515 3,623 2,078 5,701 401 
CSS Seer ce 5,643 1,162 262 || 203 21 224 586 875 1,461 259 
oS ea On eee 7,768 1,297 181 | 90 18 108 1,004 3,597 4,601 592 
PRERED he nchaoociwass ceaaice 3,092 497 94 |! 9 3 12 223 359 582 188 
1 ee 6,213 1,523 360 || 140 18 158 1,282 4,365 5,647 09 
| 
eee 1,709 309 50 | 34 pee 34 278 344 622 564 
KBROBUWOOE  wi0.6 cts. 5:% wisartiare cls « 19,316 6,211 1,560 623 97 720 5,401 4,322 9,723 503 
RR OMOD ising seis sees. wees an 3,325 586 112 65 6 71 557 384 941 283 
CC SS oe ee 12,817 3,248 734 290 49 339 2,731 5,727 8,458 660 
TER Oe Se hrerontne sais menice 22,116 4,542 1,373 1,140 61 1,201 7,859 4,904 12,763 577 
RRM ES ei ediciones osesanxe 2,805 618 155 32 13 45 240 544 784 279 
RADUDERBUN 5 sisveis.vscids ness 4,156 1,036 164 60 5 65 613 1,898 2iS41 504 
BRRODD Gis kenieesineisencrcbooe 14,778 3,346 819 220 21 241 2,341 5,846 8,187 554 
LE Ree Saat 14,009 3,216 675 244 13 257 2,230 5,738 7,968 569 
EES Sane ae eB 14,458 3,667 543 224 16 240 2,397 7,340 9,737 573 
DMN 566 San iaxSsewsnese’s 27,122 5,211 1,132 521 80 601 4,681 4,794 9,475 349 
BRIA case saniowitn vention 3,195 598 109 41 6 47 446 647 1,093 342 
SS eS eet ee 11,732 3,057 662 || 241 19 260 |} 2,285 5,261 7,546 543 
ROW Ras ciawioat awh notscers 6,034 1,549 347 || 154 16 170 | 1,337 2,541 3,878 643 
AIS ios a wiewswideaeene ee 31,267 5,429 1,744 | 1,498 74 1,572 | 10,893 3,943 14,836 475 
MNS esp cliwikeskaseueoe te 3,371 778 151 74 8 82 | 154 873 1,027 305 
Leavenworth..... sheaad 42,380 5,198 1,454 1,103 191 1,294 |i 9,141 4,535 13,676 323 
RIMES craven co onbacuiceee 9,606 2,416 476 268 27 295 2,230 4,699 6,929 721 
DMD oy Suaa een voheidesGets 13,525 2,769 534 | 152 9 161 1,784 3,724 5,508 107 
Li Se ea aii 0 4,136 822 211 || 116 13 129 1,004 1,531 2,535 513 
NEE oi Secgtemtnjenceeiaw aiccsis 29,173 5,898 1,895 || 1,388 129 1,517 9,976 6,191 16,167 554 
gS ne 23,590 5,374 1,425 || 739 | 61 800 |; 5,797 8,368 14,165 500 
LT a ee eee 20,723 5,777 1,109 |! 747 | 57 804 5,908 6,958 | 12,866 621 
S| ene ee 23,048 5,572 1,471 || 719 57 776 5,908 7,048 | 12,992 564 
PERRO ES esis ewe aesan ests 6,858 1,583 361 |, 1389 55 244 698 2,122 | 2,820 411 
RRR ssc atts cists glibc! 21,241 4,147 882 568 23 591 4,347 4,356 | 8,703 110 
OC See 12,759 3,017 711 373 57 430 3,232 5,022 8,254 047 
PAONGOMETY 655i sc cces wce's 51,396 10,482 3,441 || 2,403 277 2,680 17,835 3,457 21,292 414 
BRIER gor ais ecslo-sinese aiiwavaacels 11,750 2,720 663 | 298 10 308 2,452 4,200 6,652 566 
WRRUON ss socti cle ores reer ecko 4,092 818 189 || 63 6 69 || 613 587 1,200 293 
ee 18,337 4,340 1;222 331 23 354 3,177 6,688 9,865 538 
NBEO ns isd asueswow'swus aad 22,728 4,571 1,250 832 76 908 6,520 3,874 10,394 457 
BMES calorie ge ORS eo hisdsnkee 8,353 1,941 397 203 39 242 809 3,648 4,457 534 
DePMION ceis CawicchaGaneae ees 11,695 2,748 583 286 29 315 2,565 4,100 6,665 570 
CS eee eres 17,502 3,909 912 253 £2 265 2,731 5,917 8,648 494 
LSINE visio darian saecians 11,551 2,703 380 266 15 281 2,341 4,558 6,899 597 
RPROIR os sion esoteric aioe wens 9,824 2,372 517 223 26 249 2,062 | 4,557 6,619 674 
eee oe 10,501 2,477 642 300 58 358 1,534 | 2,798 4,332 413 
PEN ae iororens aig desi cats 12,139 2,761 500 264 15 279 2,397 | 4,281 | 6,678 550 
Pottawattamie.............. 15,858 3,606 867 393 24 417 3,400 4,784 | 8,184 516 
ERE huh a niaintsaavekeniscoe 13,275 3,091 831 558 63 621 2,36 4,899 9,135 688 
PRE 56 w 50 tein esto nwrcisltielie 7,365 1,751 383 243 36 279 1,031 2,863 3,894 529 
BRUNE Dreher Siorndcresi ea owes 47,751 10,076 3,026 1,560 172 1,732 12,373 10,382 | 22,755 477 
REMI s\ch ste islote stew cnew cores 14,741 3,928 . 677 473 36 509 3,790 6,777 | 10,567 717 
BS ei ovataanienaiatsounane 13,071 3,749 1,084 491 36 527 3,957 6,770 | 10,727 R21 
OSS et 19,859 4,577 1,436 | 782 84 866 6,075 3,286 9,361 71 
PMID sw aia iin <a TR baste stecbin 9,534 2,006 344 || 201 23 224 1,951 4,493 | 6,444 976 
MENG Sih ekssdeeeasacceee 8,887 2,239 505 | 287 36 323 1,366 2,594 | 3,960 434 
(Ea ees Oataeg 5 11,044 2,861 | 633 || 472 63 535 1,618 4,100 | 5,718 518 
NDS ci Sr wekenirnstawste 29,327 6,148 | 2,426 1,805 209 2,014 12,764 5,749 | 18,513 rt 
Oe eC ee 3,976 746 | 148 | 52 13 65 557 1,194 | 1,751 140 
Sedgwick (Wichita).......... 136,219 24,003 | 8,187 |, &,276 995 9,221 119,506 9,524 | 129,030 247 
ot RRS eee 8,072 1,543 | 504 | 217 31 248 1,784 2,355 | 4,139 513 
Shawnee (Topeka)...... 85,809 15,617 | 5,801 || 7,015 596 7,611 75,799 5,851 | 81,650 9S2 
PRPONGON sh sc oes cis icuame 6,033 1,194 | 200 || 98 21 119 3,350 1,289 | 4,639 769 
H \| | a 
2 Se eet 7,400 1.484 | 473 || 383 23 406 2,619 1,413 | 4,032 345 
PREM tee iccreiiats.clsteuleanie wees 13,518 3,333 | 473 || 263 28 291 2,397 5,281 | 7,678 568 
SERUEOT A cd nicteriisin OAS iat ane 11,567 2.818 689 | 345 56 401 2,843 6,212 | 9,055 783 
ae ith SENS HOS oe els 2,150 323 54 || 16 eee 16 167 463 | 630 295 
a hedaiscecssaee crores 4,648 953 206 45 3 48 389 | 1,722 | 2,111 454 
DIONE a Sinnusaaisix erryeusewed s 28,957 6,941 1,783 || 921 114 1,035 7,357 | 7,931 | 15,288 528 
DRUMORR inicnaSasneeana numer 7,307 1,681 471 || 297 47 344 1,199 1,903 | 3,102 425 
BUONO. conn cxciconsaeacceene 6,466 1,396 244 || 179 37 216 363 2,445 2,808 434 
SAR DRUNEOS: 665 .6inkesisis\esee 10,840 2,667 554 223 23 246 1,895 3,947 5,842 539 
BVBURONG <a chwawiansiconneee 2,882 598 132 111 2 113 724 533 | 1,257 136 
| 
RV AMUGBUOR sn oss saps sesore 17,118 4,627 986 301 34 335 2,954 7,408 | 10,422 509 
SURRUR S < cas eaawhouescseie 2,579 427 79 34 3 37 335 914 | 1,249 484 
Reese ner a 18,645 3,885 1,047 545 70 615 4,459 3,417 | 7,876 422 
BRAID conic sosuneerajnewihs 8,498 1,796 33 149 6 155 1,337 2,561 | 3,898 459 
Wyandotte (Kansas City) 14,664 22,329 | 6,673 8,577 491 9,068 97,030 1,773 | 98,853 698 
PEAS <6 ca eek cas sancn 1,879,946 400,812 | 106,506 73,565 7,449 81,014 675,334 | 428,818 | —1.104,152 $8? 
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Bell. 
Boon 
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Carre 
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Casey 
Chris 
Clark 


Clay. 
Clint 
Critte 
Cumt 
Davie 


Edmc 
Elliot 
Estill 
Fayet 
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Floyd 
Frank 
Fulto 
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Grant 

irave 
Grays 
Greer 
Green 


Hane 
Hardi 
Harla 
Harri: 
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Henry 
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Lawr 
Lee .. 


Leslie 
Letet 
Lewi: 
Linec 

ivin 
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Lyon 
M cC 


SALES MANAGEMENT 31 
KENTUCKY 


AUTOMOBILE | ALL SPENDABLE MONEY 
REGISTRATIONS | NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929) iH $1,000 OR MORE (1929) 
(1930) | eel sat f ars 
(Cities tn Perenthenes) (In Thousands’ of Dollars) 
Under Over ! $1,000 to Over Total | Per Capita 
$1,000 $1,000 || $5,000 | $5,000 Industrial | Farm Total 
— = eee ae SSS Sake ee ae PE ae Saas | TR = Slice 
(2 Se eee 16,401 $29 103 | Co Rares 16 1,166 1,395 2,561 156 
MMR teoemwiisten Shoes meds 15,177 1,298 189 | 52 4 56 1,510 1,296 2,806 185 
CIES cicceieie oe dao noes 8,494 1,052 199 | 75 7 82 1,304 1,030 2,334 275 
ME hiuctetarniie sa maces 9,909 980 130 31 1 32 1,099 1,378 2,477 250 
jo RN 25,844 2,285 438 161 21 182 3,226 2,446 5,672 219 
TAP eases os esenie SOR eNOS 11,975 777 129 | 46 48 1,030 1,873 2,903 242 
Wei: oo dc dcudawnuistad 38,768 1,748 862 691 66 757 7,895 8,304 214 
HGH ane cic vighe Vols e a owwee 9,590 1,639 306 81 12 93 1,647 1,607 3,254 339 
EOTR -Saseadwesht ke be crs ere 18,059 2,609 808 | 707 52 759 7,346 2,917 10,263 568 
BOVE tie'sa' = och knee menes 43,843 5,142 2,218 | 1,705 231 1,936 17,711 364 18,075 412 
HNetet ee con che occas a ne es 16,180 2,306 660 | 515 64 579 5,561 1,482 7,043 435 
ROR EN Ec n ok cc cones ea uwn 9,617 1,598 296 || 86 6 92 1,647 1,610 3,257 339 
I RRS ee 20,491 93 35 || 98 6 104 1,784 869 2,653 129 
Breckenridge................ 17,367 1,553 235 || 98 4 102 2,128 1,855 3,983 229 
BaINEY iors, oe siv ev es ostn sin Paces 8,868 1,022 149 | 115 6 121 1,579 9 2,508 283 
ates ces vuvinsvar weds 12,618 413 39 | 14 14 885 1,168 2,053 163 
ii eee eee 13,782 | 1,060 265 | 235 6 241 2,608 1,128 3,736 271 
MANE ic oi cheniins so aaceees 17,668 | 1,651 282 | 83 7 90 1,923 2,013 3,936 223 
Te Meer craceee sna 952 5 wo 73,362 | 8,525 3,928 || 5,420 499 5,919 48,603 1,205 49,308 679 
CAPM E ac iaccthay cere enes 7,363 | 608 87 || 25 2 27 618 1,029 1,647 224 
CS | a ene eee 8,155 1,063 206 | 121 10 131 1,784 888 2,672 328 
Carter Re cre cts 23,898 853 315 || 100 10 110 2,128 1,058 3,186 133 
CASEY... se eee e cece reece 16,745 540 57 || 1 6 960 1,400 2,360 141 
BAH ccc cre utacwos cata 36,044 3,010 664 | 628 58 686 7,552 3,627 11,179 310 
RR Oe alee mers: were telae 17,627 2,309 952 | 570 | 83 653 6,796 1,911 8,707 494 
Misc coaOR EOL vee ee 18,524 46 13 | 17 | 4 21 1,099 1,164 2,263 122 
WHER Ra oreiciee es inis colic aa wat 9,003 173 31 |} Re 4 481 575 1,056 117 
Crtend ED cie. cs as cee e cues 11,931 1,026 19 || 49 | 7 56 1,166 1,128 2,294 192 
ro aor 10,205 | 461 63 | | 3 11 938 1,625 159 
PRRs fea oo cnnaneet 43,774 | 5,063 1,439 | 855 | 113 968 10,503 3,524 14,027 320 
| ' | 
BAMONSON size dwn ccc scenes 11,475 || 548 98 | 17 4 21 755 781 1,536 134 
ii eae e See 7,574 |i 12 1 j | Ceeeeeerrees 1 412 746 1,158 153 
ce Pisces, pte ocev Ody wocaboree ar 17,079 1,056 351 || 491 5 496 4,805 822 5,627 329 
Fayette (Lexington) ......... 68,526 8,804 3,955 | 3,119 685 3,804 45,431 2,900 48,331 705 
| LCS Dea Rc bei een 12,915 1,334 217 | 50 6 56 1,579 2,343 3,922 304 
Wii este rae a oat 41,919 616 177 | 270 18 288 3,982 1,069 5,051 121 
Teantelin 21,064 2,277 660 | 506 73 579 5,905 1,441 7,346 349 
Mas os Keene 14,929 1,503 380 344 26 370 4,050 1,565 5,615 376 
EE Da 4,437 500 106 26 4 30 617 608 1,225 276 
BePAR oi cS ce casecaintoem lene 11,562 1,280 218 89 4 93 1,579 2,205 3,784 327 
OE a ene eee ee 9,871 1,446 326 93 2 95 1,648 1,398 3,046 309 
2 a ee ey eens 30,771 || 3,320 582 289 55 344 4,667 3,507 8,174 266 
aes cos acces eosietaers | 17,518 806 102 |} 60 15 75 1,648 1,623 3,271 187 
AOS ee ene | 11,406 | 652 67 |) 8 3 11 755 1,319 2,074 182 
OWCUU aces nisl oe Rain wawes 25,554 1,840 478 || 502 6 508 5,080 840 5,920 232 
Hancock.............-- a 6,147 725 90 | 29 5 34 755 864 1,619 263 
131 ES ea eae 20,902 2,469 411 | 179 12 191 3,226 2,169 5,395 258 
Peet lthivoe <5 eee seria: 64,679 3,066 1,355 || 1,324 70 1,394 13,249 300 13,549 209 
PEMEG oc si5vo2 <A ee oe 14,858 2,594 531 | 245 21 266 3,432 2,148 5,580 376 
SC eee ae tarne 16,176 1,153 126 | 21 3 24 1,304 1,977 3,281 203 
Henderson.........2..-.000- 26,541 2,928 702 | 468 | 68 536 6,041 3,330 9,371 353 
LL ey ei ata 12,563 1,675 260 | 89 | 6 95 1,923 2,114 4,037 321 
BONA 59 os ncocksicieonrcnars o's 8,727 |i 640 88 | 19 2 21 687 1,578 2,265 260 
BOBO is'es saat sola earcalo nels | 37,448 |! 4,195 1,028 | 698 77 775 8,376 1,892 10,268 274 
anentea Moors coe oe 10,467 |, 28 8 || US eee eee 9 9 816 1,365 130 
Jefferson (Louisville)......... 355,363 46,445 16,278 | 20,452 4,489 24,941 288,608 2,785 291,393 820 
LES ee ED pene er 12,428 1,535 383 i 133 12 145 2,128 1,829 x & 318 
1 ETS an ee aaa 22,976 655 302 | 202 19 221 2,883 725 3,608 157 
Kenton (Covington) ......... 93,509 9,491 4,070 | 7,047 561 7,608 73,989 1,169 75,158 804 
MGW cess acnace aes veiesuss 15,225 46 19 | 19 2 21 687 1,311 86 
[0057 Aa, a ge re 26,253 598 229 || 97 19 116 2,265 898 3,163 120 
BANE ots. ies Duk « torre ae 9,104 999 154 || 36 3 39 960 1,172 2,132 234 
HANMER rac vane wis coats 21,104 586 171 || 58 5 63 1,579 1,378 2,957 140 
aMCCRO tier occas. ane 16,713 625 170 || 123 | 17 140 2,128 902 3,030 181 
ES ERE NOE Orga 9,729 349 105 \ 75 9 84 1,373 411 1,784 183 
PS he Ake 10,769 1 1 || re 4 549 549 1,098 102 
BONER ras. 6 e-c cae ance ok eae 35,801 1,449 670 385 19 404 4,737 520 5,257 147 
|: a Die eee ea 14,316 843 226 52 4 56 1,304 1,617 2,921 204 
Binen ee oe oc. ars Sok sae 17,685 1,383 254 80 10 90 1,923 1,624 3,547 201 
INTE a sR 8,608 564 67 7 | ee 14 687 1,048 1,735 202 
Logai ee ee nee 21,193 2,160 318 207 14 221 3,226 3,015 6,241 295 
ins ccna viccern bans 8,481 445 58 41 3 44 824 816 1,640 193 
MICOMAOKERS o'5.5 cox ace seee' 46,271 6,156 1,717 1,575 168 1,743 16,544 1,612 18,156 392 
CO TORT UN 6 c05.) «Ss. 02.55 «ere ecericd 14,627 462 140 | 56 4 60 1,099 264 1,363 93 
McLean 11,073 730 90 35 7 42 1,029 1,418 2,447 221 
Madiso 27,516 3,007 806 317 44 361 4,805 2,922 7,727 281 
. SERPS e nme: 15,719 213 65 51 7 58 1,166 744 1,910 122 
Mariox Eee 15,504 1,512 358 129 15 144 2,197 1,420 3,617 233 
PUSOME 5 oocoracacry ax cee as 12,890 1,020 120 C7 | See ee 54 1,304 1,473 2,777 215 
1151 a Cee epee pea 8,572 102 29 | 47 2 49 687 279 6 113 
(LS ae OR 18,836 2,038 636 | 324 58 382 4,392 2,235 6,627 352 
| ARERR eet 8,042 1,011 107 || 17 2 19 755 1,099 1,854 231 
PAPO GC eesctas decree coe vu ok 4,958 123 25 || i 1 2 275 331 606 122 
Mercer Bite csreie ore eon, 14,474 1,807 407 | 194 21 215 2,814 1,925 4,739 327 
NACE St ge 9,373 482 57 ) | Seat 1 549 993 1,542 165 
Monroe SE Oe ee Re 13,077 562 65 10 1 11 755 1,098 1,853 142 
Montgomery Ae amar Bite 1 11,604 1,417 349 185 35 220 2,608 1,574 4,182 360 
he, eee 15,267 1,263 64 20 1 21 1,099 1,032 2,131 140 
Mublenburg en cake nee 38,011 3,562 711 424 42 466 6,030 1,337 7,367 194 
ES Ae 16,553 1,918 483 161 17 178 2,608 2,051 4,659 281 
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K EN TUCK Y_ (Continued) 
H | || 
AUTOMOBILE i i ALL SPENDABLE MONEY 
REGISTRATIONS | NUMBER OF INCOMES OF i! INCOME (1929) 
Counties a (1929) | $1,000 OR MORE (1929) | 
(1930) | ee, 
(Oisien ta: Pasentieess) | | (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capit. 
$1.000 $1,000 $5,000 $5,000 Industrial Farm Total 
Nicholas.......... 8,571 1,131 174 62 7 69 1,304 1,456 2,760 322 
7S SS ee en ae 24,469 1,449 237 105 6 111 2,471 1,900 4,371 179 
PONSA ago. 5:% 50. 5%4-040-¥s 7,401 1,120 211 || 147 17 164 1,784 1,230 3,014 407 
Ce 10,708 1,219 168 Ql ecicnace 24 1,030 1,917 2,947 275 
Oo nena 7,326 57 11 4 1 5 412 494 906 124 
Pendlston sss ccsess0es 11,116 1,941 393 78 7 85 1:77 1,975 3,692 332 
Ree eeeeree 42,186 6 328 770 27 797 7,620 577 8,197 194 
SEE nee 63,532 1,703 710 905 39 044 9,954 1,632 11,586 182 
OS a eee 5,799 187 54 22 1 23 549 431 980 169 
OO Re ae 35,636 1,795 511 371 16 387 4,943 2,196 7,139 200 
eo 3,344 414 40 72 1 73 275 650 925 277 
PROGICREUE occ c ccc 5 co ss ae 0 15,150 539 122 Ba ecciseta sat 2 1,510 1,100 2,610 172 
MRE ise x. Bw Oe So o's 9,926 429 109 50 5 55 1,029 521 1,550 156 
NR 556 shires IS dee savory it 11,930 392 53 Oe scetcanmen 2 687 885 1,572 132 
Scott 14,398 2,081 466 214 17 231 3,020 2,084 5,104 354 
I, Lanna waa be 17,619 2,488 473 232 29 261 3,364 3,145 6,509 369 
ESA es er rey 11,334 1,249 187 76 1 77 1,373 1,409 2,782 245 
NS or eer ar 8,115 756 157 22 1 23 687 1,529 2,216 273 
MSE oi ss.n:0cas oS Garena 12,048 1,214 247 53 8 61 1,373 1,044 2,417 20t 
OER Ee ee 13,522 851 137 || 95 2 97 1,647 1,872 3,519 260 
| 
Be Siccogiee tenes en ies 12,529 701 88 29 5 34 960 1,844 2,804 224 
OT ee ere 5,347 469 71 6 1 7 412 1,040 1,452 272 
LES Sa ieee 17,050 2,351 418 254 13 267 3,432 2,261 5,693 334 
Warren 33,665 4,397 1,093 729 80 809 8,719 2,594 11,313 336 
Washington. . 12,620 1,233 177 || 64 17 81 1,510 1,795 3,305 262 
| 
Os asda tints 15,848 649 102 35 6 41 1,166 942 2,108 133 
Ri Mietiee << oslet  ancesooe 25,257 2,453 446 248 | 24 272 3,638 1,984 5,622 223 
i ee ere 29,717 1,675 689 620 35 655 6,659 900 7,559 254 
PS eae 8,511 184 18 29 | 6 35 618 $27 1,145 135 
Woodford 10,980 1,568 484 206 | 37 243 2,746 2,189 4,935 449 
Cn ee 2,623,668 230.057 65.512 59,709 | 8.475 68.184 |! 784.056 173.583 957,639 365 
RGRMLG ciccc5s sae ss cies Reems 39,328 3,700 833 | 597 69 666 |) 6,75/ 7,252 14,009 | 356 
MR is oe oiciias nia bite xe emeasi 15,144 1,575 301 409 34 443 || 3,875 963 4,838 319 
MMI 85 esos. 5a nicaicoess 18,438 1,028 285 168 10 178 || 2,881 1,800 4,681 254 
SRUINBLION 0.8 5. oe ke cceree ses 15,990 968 205 206 12 | 218 || 2,583 2,362 4,945 309 
SEES 65 6 vee ews shes 34,921 2,512 384 201 | 9 | 210 || 4,919 3,959 8,878 254 
Benamageet. . hintaan ASeeas 14,522 1,675 350 523 | 37 | 560 | 4,423 592 5,015 345 
Bienville . 23,983 1,920 376 196 13 209 | 3,230 2,046 5,276 220 
Bossier. . 28,389 1,857 422 257 | 20 | 247 I 3,429 3,430 6,564 231 
Caddo (Shreveport). 124,673 17,394 7,770 8,111 | 1,345 | 9,456 | 97,196 6,622 103,818 833 
Calcasieu. . : 41,911 5,496 1,854 1,563 | 217 | 1,780 17,571 3,044 20,615 492 
| | 
Caldwell . 10,432 897 202 117 | 10 | 127 | 1,540 496 2,036 195 
Cameron... 6,045 170 6 8 | 1 | 9 447 773 1,220 202 
Catahoula. . said owe bite 12,451 770 141 || 48 | 1 | 49 || 1,341 1,055 2,396 192 
RRND so ccaisens xocess aes 32,282 3,234 947 || 947 | 55 | 1,002 || 7,304 2,509 9,813 304 
Concordia...... 12,779 736 229 162 20 | 182 | 1,987 1,164 3,151 147 
De Soto.. 31,017 2,149 553 449 29 | 528 || 5,217 2,483 7,700 248 
East Baton Rouge. 67,991 7,722 3,179 2,789 | 238 | 3,027 |} 35,675 1,351 37,026 $45 
East Cosroll. . - 15,815 778 265 173 | 25 | 198 || 1,987 2,735 4,722 298 
E. Feliciana. saalauee 17,462 836 138 93 7 100 | 1,888 1,508 3,396 194 
BDURNDOUNG . 566s vs-00 0s carve 25,480 1,521 198 115 8 | 123 | 3,031 3,527 6,558 287 
NN ise sa Sin Sh acsarecer 30,530 1,661 278 187 23 | 210 3,478 3,346 6,824 224 
rant. eanawse 15,692 1,723 340 128 Mi 139 || 2,385 972 3,357 214 
NR Mcacascaiiea Saas 28,281 2,133 633 557 55 | 612 || 5,565 1,840 7,405 262 
Iberville... KPae hare cee 23,610 1,712 485 400 52 | 452 || 4,769 2,264 7,033 298 
SS eee Ae 13,903 875 218 81 10 | 91 | 1,639 744 2,383 171 
RENARD: Gocs ands dsas enon 39,636 1,656 601 557 38 595 | 4,969 692 5,661 143 
jet DRAM  srcaacionageoan iets 19,609 2,008 468 308 31 339 |) 3,926 4,913 8,839 451 
ae 38,813 2,739 802 660 44 704 6,658 4,296 10,954 282 
(0 OS NS Oe nee! 32,378 1,814 385 371 36 407 4,819 3,467 8,286 256 
a Sere ; 11,625 1,518 447 120 21 141 1,838 251 2,089 180 
OS ESCORT See eT eT 22,865 2,277 503 294 40 334 3,478 1,535 5,013 219 
Livingston.......... 17,998 1,267 192 48 4 | 52 1,789 422 2,211 123 
REEIIR ES: oh iSink so pes nice 14,826 744 256 145 27 172 1,789 2,226 4,015 270 
Serre 23,685 2,042 548 298 28 326 3,330 2,458 5,788 244 
Natchitoches................ 38,557 2,270 553 322 28 350 5,217 3,530 8,747 227 
Orleans (New ence peaks 455,792 40,838 20,093 29,012 5,733 34,745 402,450 622 403,072 B84 
Ouchita.. . $4,290 5,706 2,364 1,806 184 1,990 18,372 1,491 19,863 366 
Plaquemines. . 9,566 440 119 95 12 107 1,391 432 1,823 191 
(LOR arene 21,006 1,161 191 181 21 202 3,180 2,885 6,065 289 
RRR ok cane casa coins 65,413 6,087 1,973 1,853 239 2,092 22,148 3,867 26,015 398 
Se eee Ee ere ee 16,032 1,041 228 145 9 154 2,236 2,041 4,277 267 
Richland .. 26,373 1,634 412 210 12 222 3,320 2,972 6,202 235 
Sabine. ..... 24,177 1,382 327 116 15 131 2,435 1,419 3,854 159 
St. Bernard. . 6,321 601 198 111 12 123 1,093 66 1,159 183 
St. Charles . 11,910 708 247 260 7 267 2,037 499 2,536 213 
St. Helena.. 8,487 336 38 17 1 18 695 668 1,363 161 
St. James.. ceneeen 15,338 816 252 || 209 28 237 2,832 1,491 4,323 282 
ohn the Baptist. Rae ses 14,078 729 247 175 9 184 1,888 916 2,804 199 
ae andry.. a 60,064 3,791 847 507 53 560 8,000 7,756 15,756 262 
St. Martin.. 21,766 963 206 102 8 110 2,385 3,661 6,046 277 
RIT .ch cess aSenss-ances 29,397 1,743 614 || 624 59 683 5,863 1,994 7,857 267 
St. ne ha Gee ye 21,105 1,799 434 || 333 34 367 4,025 424 4,449 211 
Tangipahao.. 45,183 || 3,529 723 581 65 646 6,906 1,324 8,230 182 
Tensac.. 15,098 | 768 138 126 31 | 157 || 1,789 2,273 4,062 269 
Terrebonne. . 29,815 |) 1,686 454 265 53 318 || 4,025 1,940 5,965 200 
Unton 20 731 || 2.087 308 138 26 | 144 | 2,683 1.074 4.657 225 
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LOUISIANA (Continued) 


| AUTOMOBILE | | ALL SPENDABLE MONEY 
REGISTRATIONS | NUMBER OF INCOMES OF | INCOME (1929) 
Counties Population (1929) I $1,000 OR MORE (1929) | a 
(1930) | i| ( ; 

Claes tm Pascutianen) | | In Thousands of Dollars) | 
Under Over || $1,000 to Over Total | ; | | Per Capita 

$1,000 $1,000 jj $5,000 $5,000 | Industrial Farm } Total 

nas — ————— | _———||___—__ -_ a eee ee 2 

NGHIEMIIN 5 (ase wie'6.46 we 2ae ete. 33,684 2,250 386 || 264 43 307 4,173 6,775 10,948 325 

ar ee ee eee 20,017 2,311 489 || 448 41 489 4,423 1,022 5,445 272 

Washington....... 29,001 3,129 837 || 440 54 494 | 5,415 1,686 7,101 245 

Webster.....-.. 29,460 3,356 722 |i 533 82 615 | 5,764 1,508 7,272 247 

| 

W. Baton Rouge. ........0. 9,738 538 142 304 3 307 1,789 879 2,668 274 

Weat Carroll..0.cscccscccesas 13,897 709 156 62 1 63 1,341 974 2,315 166 

W. Feliciana........ ; 10,934 327 109 84 84 1,143 938 2,081 190 

WAG. cc. cies eevee 14,772 1,092 222 220 11 231 2,385 915 3,300 223 

REE Sa. de ectioigecheweus 2,094,496 175,701 58,913 60,879 9,454 70,333 789,026 137,744 926,770 442 
| \| 

Androscoggin (Lewiston) ..... 71,191 7,101 4,332 || 4,547 666 5,213 |} 50,575 2,264 52,839 742 

[OS | Career 87,764 9,184 5,309 || 1,314 104 1,418 28,284 14,314 42,598 485 

Cumberland (Portland)...... 134,232 16,145 9,641 || 9,376 2,227 11,603 111,310 2,501 113,811 848 

a ee ee ee 19,916 3,125 1,480 | 671 55 726 10,067 1,432 11,499 577 

UNG oars ae ca ev ke ou. es le 30,506 4,079 1,976 789 133 922 15,195 1,133 16,328 535 

Kennebec......... 74,473 8,316 4,594 3,838 345 4,183 43,239 3,448 46,687 627 
nox. ow 27,519 3,470 1,790 1,158 117 1,275 15,819 1,272 17,091 621 

Lincoln 15,426 2,047 878 318 45 363 6,998 1,471 8,469 549 

Oxford Kane ce waee noes 41,446 6,318 2,869 1,769 128 1,897 24,353 2,465 26,818 647 

PEUOUEOUE hs caleest sc neem cele 92,157 9,983 6,384 4,651 490 5,141 56,614 4,435 61,049 662 

ARMM 5. 55.5,5 55 Sorts oa 18,213 2,595 1,248 914 59 973 11,361 1,392 12,753 | 700 

SMEMEIOES Giclee wired hu seies «Bie 16,873 1,718 1,076 701 89 790 11,121 725 11,846 | 702 

i POE OL RCE 39,114 §,122 2,491 1,518 108 1,626 20,422 2,898 23,320 | 596 

WMRUMEN s: iviaiel era idie, Reco eee «a aiete 20,275 2,834 1,244 475 67 542 || 9,060 2,682 11,742 | 579 

WRGRTINORONN oi cers cd te eece cs 37,725 4,038 1,878 |! 938 100 1,038 | 16,634 1,208 17,842 | 473 

| 

OEMs esa eulees maoce eveee oe 72,832 10,335 5,268 3,997 337 4,334 48,322 2,562 50,884 | 699 

ES ee eee 799,662 96,410 52,458 36,974 5,070 42,044 || 479,374 46,202 525,576 | 657 
i | 
MARYLAND 
= N Nl | | { - 

UNNI 8 oa nace, by cc aria MR Ac vials 78,294 || 8,432 5,630 \ 6,923 468 7,391 | 50,593 626 $1,219 | 654 

Aine: Aundel iiss cis 60 0% 0s 54,844 || 5,861 2,943 || 2,641 383 3,024 25,792 2,104 27,896 | 509 

Baltimore (Baltimore)........ 925,558 || 84,551 49,975 86,017 16,355 102,372 | 855,349 4,698 860,047 929 

Calvert...... OP eee Ere | 9,528 1,393 338 7 34 111 | 1,972 1,403 3,375 } 354 

CRROPNO sc is:eui ee cardia sekmnee 17,385 3,437 938 379 62 441 I 5,501 2,371 7,872 453 

SET reer ee 35,795 || 7,962 3,791 || 1,247 104 1,351 | 15,697 6,077 | 21,774 608 

SO Ee reer eee 25,833 || 4,615 1,895 |} 1,251 74 1,325 | 13,897 2,890 | 16,787 | 650 

2 EY era 16,162 || ° 2,301 482 243 73 316 |) 4,047 2,421 | 6,468 400 

Dorchester...... inwes eee. 26,797 || 3,487 1,116 | 559 65 624 || 8,263 1,751 | 10,014 | 374 

POTION 9.05. 35 6% 868.0 4% 54,440 | 7,682 3,642 || 2,040 235 2,275 | 25,613 8,042 | 33,655 | 618 

| | | j 

I owkinciesideve ses 19,266 | 2,416 957 || 306 86 392 |) 4,670 1,633 | 6.303 327 

PIMPIN 5. Was cugicie vine Kee oe 31,566 |) 5,627 2,431 || 1,345 211 1,556 || 15,661 4,182 | 19,843 | 629 

PMUNEo-wis..c's die a So.a4 ce we ers 16,161 | 2,308 1,112 || $22 106 628 \ 5,501 2,445 | 7,726 478 

Li rr ere 14,241 || 2,548 761 294 79 37 H 4,773 2,470 | 7,243 | 509 

MOECQOMNOLY 5s c.05.o0 ce dos we ces 48,897 7,565 3,430 | 4,444 484 4,928 i 35,782 4,755 40,537 829 

Prince Georges........+-+.-e} 60,092 7,080 2,661 | 4,134 241 4,375 | 31,123 2,973 | 34,096 | 567 

Queen Ai. x66 ss.c0 0s ss 14,570 2,059 454 || 220 68 288 3,839 2,904 6,743 463 

ee ere ere 15,175 1,721 499 65 71 136 2,802 2,316 | 5,118 | 337 
SOEOG ve celas-ca we oe 6 eu ¥e 23,370 || 2,719 774 286 88 374 I 5,811 1,606 | 7,417 | 317 

TRANG Carciaie ei weleaine Kare es 18,579 || 3,319 1,165 504 117 621 | 6,538 2,190 | 8,728 | 470 

WR so secciees ven: 65,878 9,065 5,115 3,791 406 4,197 |) 39,027 4,246 | 43,273 | 657 

Wicomico...... eosvee 31,210 4,340 1,567 792 142 934 || 9,339 2,168 | 11,507 369 

WEOMEMNCND Sos. euldaies éxl'er wc watd 21,638 3,071 894 439 71 510 || 6,123 2,563 | 8,686 | 401 

OMB condiinace eek 1,625,279 | 183,559 92,570 | 118,519 20,023 138,542 H 1,177,713 68,614 1,246,327) 767 
ie | - | 

Barnstable. ec eccsiveccvccccte 31,569 8,075 3,440 1,031 270 1,301 | 27,723 717 28,440 | 901 

Berkshire (Prstaheld) . .s.... 6%. 120,653 13,668 10,315 8,109 1,152 9,261 110,904 5,720 116,624 | 967 

Bristol (New. Bedford, Taun- I 
ton, Pall Rive?) cvceccces i.e. 364,746 37,742 21,808 26,504 2,696 29,200 | 330,365 6,164 336,529 | 923 
MB 55 c6 «6's, S66 Hae Sa eere's « 4,915 1,086 514 156 46 202 | 3,619 136 3,755 | 764 

Essex (Haverhill, Lawrence, 

Lynn, Salem)...........0. 497,743 55,396 34,626 46,621 5,218 51,839 | 530,906 4,330 535,236 | 1,075 

Franklin rere PLR Heeen ee 49,590 8,352 4,320 4,056 273 4,329 } 49,817 5,793 55,610 | 1,121 
ampden (Chicopee, Holyoke | | 
and Springfield) Deincaeekinn oa 335,506 39.254 25,454 34,306 2,597 36,903 350,418 4,720 355,138 | 1,059 

Miah: ATE voc ees ccs eceescees 72,762 9,912 5,359 2,821 598 3,419 56,241 7,509 | 63,750 | 876 

Middlesex (Cambridge) ....... 934,117 110,729 66,685 80,194 14,384 94,578 | 1,010,399 8,666 | 1,019,065 | 1,091 

NRBOUGREE Siiereis welds « Sooo 3,646 5 269 194 SZ 246 | 2,815 94 | 2,909 798 

S {| | 

Norfolk, (Brookline, Quincy).. 298.898 45,164 26,945 25,948 8,166 34,114 || 365,921 2,615 | 368,536 | 1,233 

A ymouth (Brockton)........ 162,069 28,396 13,595 16,765 1,680 18,445 | 196,065 3,642 199,707 | 1,232 

uffolk, (Boston, Chelsea, 

W WRCEGN vised ee oink oes deaid 884,771 78,311 46,490 101,809 12,911 114,720 1,165,027 - 1,165,032 | 1,317 
orcester, (Worcester, | 
Fitchburg) CnC ceseneeenemnie 492,661 57,017 32,497 44,727 4,293 | 49,020 546,728 12,680 559,408 1,135 

See ae 
BOUN ie ican Peace See a, 4,253,646 493,611 292,317 || 393,241 $4,336 447,577 4,746,948 62,791 4,809,739 1,131 
| | 


S 


ALE 


S 


MANAGEMENT 


MICHIGAN 
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Counties Population 
(1930) 
Cities in Parentheses) 
POND os 5s dice cc case sc awwace 4,988 
OE ree ey ere 9.281 
OE eer ere er 38,957 
BN ss. b-cacsninnaeisdae be yates 18,551 
NE cco sig hn a. Op a0 we eed 9,971 
IND 6 55a)s sss Awa e os se srern's 8,005 
OS ee ery et 9,160 
OS er Oo eee 20,990 
Bay, ‘hes City). 3 69,476 
OE ER ren re i 6,574 
RE ih 5 Si 0 ch wee, wim ao 81,002 
ocr er err ek tere 23,815 
Calhoun, (Battle Creek)...... 86,392 
cc TEER RS eer te 21,274 
SRRABWIER 5 io.e g's 60 v0 coinsivins 11,972 
Chey bDOVGAD 6 2. wesc cscs sees 11,495 
C hippewa bible W Mie rerd ce vines wate 24,851 
RR cig Dc 6ssS ae aes Sas DADS 7.035 
SOND cack eae Baws «ean en 24,153 
CINTIONG 6 0 in. 65 50 6.60 00 cia 00 3,095 
eer S eee eee 32,281 
TIN oss ath bi S95: 9 S8is 29,878 
UREA «vx. win io Sincere sino ie dos ate 31,243 
NN iii 5. ie. Giese tik o's SD 15,141 
Genesee (Flint) ...........+.- 211,339 
ee eee ee Or 7,425 
GABODIC. «.o.56:s 0100050 00 60's 600% 31,773 
Gr. Traverse ......cccccccces 20,004 
NN oo ks 65% ik) 529 lerdal 30,090 
PUTUOBIG . cicccesc bases essen 27,395 
SAU a5 505" ais, bia 8 pee 52,621 
ee ae eee ee eee ‘ 31,106 
Ingham (Lansing) ........... 116,359 
RRR oo la oi iat. oor ys: SOTO 34,972 
ee eee 7,508 
Oe OT nt ek ee 20,742 
Isabella ....0.0scsssececceees 21,124 
Jackson (Jackson)...... 91,798 
Kalamazoo (Kalamazoo) . 91,311 
SOM RNIEG «65 45 a ooo ooo os 3,799 
Kent (Grand ee « iene 240,515 
Keweenaw . 5,037 
(UN Poe re ree 4,029 
en. CT 28,344 
Ee ee ee ee eee 8,198 
LeMANWEE css cccscessecces 50,355 
LAVINGSUON ..65.5 0 occ sie ences 19,253 
1, ee ee eo 6,520 
Maclkinac....30..ccceese 8.815 
Macomb... 2.000 77,044 
BREE 5.56 Sones 016s 0s Bare ss 17,406 
Marquette.........-.+-- 44,034 
DEMO 5 56:3 sine Dhaene 5 a etre 18.751 
MI BCOE occ nievadivecnarcce 16,055 
Menominee.........-.-- 23,641 
Didland.......ccesscccess 19.158 
Missaukee...........-- 6,991 
MONIC «6.60.00 2 sess 52,445 
BiontoAlM:. «0:60.00 27,550 
Montmorency....... 2.813 : 
Muske gon (Muskegon) .. 84,502 
Newaygo....----++-- 17,021 
Oaklanc Y (Ponti ac). 210,401 
Oceana.....ssseeees 13,788 
Ogemaw..........-.: 6,575 
! 
Ontonagon....... ; 11,316 
PRONE 5650 oe 4beeks es weeps 12,790 
PRIOR oo: 5 ore 6.0. 8 6 ew. 05 1,728 
Ree ee 5,557 
Co 54,839 
Presque Isle............+- 11,315 
Rascommon. 2,053 
Saginaw - aginaw ¥ 120,698 
St. Clair. CaP aceon wanes’ 67,301 
St. Jose ph. Grane eine alas. ar6-edrew She 30,606 
RED ciGes. baa suesa ta wae 27,744 
PRORROICPRLE 1s 0:5 vs. <50 so 6 51% 8,374 
Shiawassee. 39,494 
TIMID a's tblans.3.8 9-<eclnes 32,422 
Van BUren iosicc.s cs. 32,675 
DEGRADE oo sis S 9 5:55.50 Ses 65,491 
Wayne (Detroit, Hamtramck, 
Highland ean Ba ee ain ate 1,892,372 
Wextord. 16,828 |' 
IIs xa ais tareten es ace kote 4,842,280 


| 


AUTOMOBILE | ALL SPENDABLE MONEY 
REGISTRATIONS | NUMBER OF INCOMES OF INCOME (1929) 
| (1929) | $1,000 OR MORE (1929) 
i} (In Thousands of Dollars) 
Under Over || $1,000 to Over Total 
$1,000 $1,000 || $5,000 $5,000 Industrial Farm Total 
— —_ 
936 387 80 1 81 925 708 1,633 
1,418 670 367 19 386 2,775 370 3,145 
8,209 3,226 1,082 76 1,158 9,483 7,378 16,861 
3,010 1,578 898 73 971 6,013 1,019 7,032 
1,648 717 244 3 247 2,313 1,123 3,436 
1,500 534 129 2 131 1,388 1,232 2,620 
1,423 696 369 17 386 2,544 485 3,029 
4,797 2,035 618 44 662 5,551 3,805 9,356 
9,568 6,483 3,569 402 3,971 36,135 3,770 39,905 
1,339 576 242 6 248 2,082 507 2,589 
14,784 8.636 5,893 367 6,260 48,462 3,995 52,457 
5,934 2.613 632 53 685 6,013 4,474 10,487 
18,525 10,247 5,701 752 6,453 88,185 4,669 92,854 
4,386 1,831 829 53 882 6,245 3,084 9,329 
2,484 1,218 324 34 358 3,469 1,004 4,473 
1,699 945 451 18 469 3,469 730 4,199 
3,137 1,989 1,133 79 1,212 7,402 2,141 9,543 
1,395 542 142 1 143 1,619 847 2,466 
5,758 2,280 503 36 539 4,858 6,054 10,912 
670 356 161 16 177 1,157 86 1,243 
4,823 2,799 2,186 102 2,288 17,720 1,236 18,956 
5,505 2,661 2,265 133 2,398 17,952 445 18,397 
7,603 3,871 1,324 82 1,406 12,945 5,683 18,628 
2,943 1,346 679 66 745 4,858 859 5,717 
32.702 22,121 10,122 1,022 11,144 182.575 6,306 188,881 
1,332 507 120 6 126 1,388 1,136 2,524 
3,678 2,699 3,346 101 3,447 25,809 472 26,281 
3,857 1,961 837 46 883 6,013 1,462 7,475 
6,934 3,493 744 30 774 7,632 4,823 12,455 
6,920 2,691 633 46 679 6,476 6,075 12,551 
5.121 4,030 3,063 191 3,254 29,660 1,399 31,059 
6,980 2,607 643 49 692 6,939 6,341 13,280 
25,964 15,017 || 7,118 869 7,987 106,206 4,307 110.513 
7,881 3,755 |j 1,742 92 1,834 15,795 5,637 21,432 
1,377 729 || 278 10 288 2,313 639 2,952 
| 
2,940 1,969 |} 1,510 34 1,544 12,020 558 12,578 
5,784 1,648 |] 454 32 486 4,394 3,912 8,306 
17,676 10,187 6,350 623 6,973 88,189 4,625 92,814 
17,169 10,607 10,102 1,011 11,113 86,448 3,249 89,597 
673 269 24 3 27 694 497 1,191 
45,276 28,029 |] 25,874 3,637 29,511 50,144 6,936 257,080 
494 425 | 76 7 83 925 59 984 
655 164 || 24 3 27 694 427 1,121 
5,654 2,287 || 599 40 639 5,551 6,690 12,241 
1,446 532 | 49 7 56 1,157 1,195 2,352 
12,654 5,887 || 1,889 176 2,065 20,265 10,781 31,046 
4,654 1,840 | 500 39 539 4,626 4,314 8,940 
897 511 |! 164 14 178 1,388 166 1,554 
960 659 || 237 11 248 2,082 435 2,517 
13,973 6,927 |j 3,174 262 3,436 29,047 6,618 35,065 
| 
| 2,782 1,609 || 567 62 629 5,088 901 5,989 
| 5,528 3.730 || 4,283 212 4,495 32,666 803 33,469 
| 3,336 1,836 || 675 42 717 5,320 1,895 7,215 
| 3,373 1,561 | 406 36 | 442 3,700 2,049 5,749 
3,705 1,804 |} 931 90 | 1,021 6,476 1,953 8,429 
| 3,310 1,386 || 674 39 713 4,626 1,765 6,391 
| 1,142 407 || 53 9 62 1,157 1,297 2,454 
| 9,106 4,794 2,142 139 2,281 15,109 8,029 23,138 
7,061 3.256 610 52 662 6,708 4,749 11.457 
604 208 81 2 83 694 3650 1,054 
13,147 8,011 7,265 539 7,804 83,728 1,693 85,421 
2,901 1,110 280 23 303 3,932 2,255 6,197 
36,709 21,517 8,897 1,390 10,287 213,689 7,151 220,840 
2,984 1,074 292 11 | 303 3.007 2,228 5,235 
1,246 461 151 i 158 1,388 951 2,339 
1,619 887 254 21 275 2,544 815 3,359 
2,788 1,294 | 244 18 262 2,775 1,865 4,640 
312 90 i 53 1 54 463 199 662 
1,072 531 || 159 7 166 1657 393 1,550 
10,973 5,827 | 2,830 231 3,051 26,196 6,350 32,546 
| 
2.053 980 || 386 24 | 410 3,007 860 3,867 
| 539 191 || 53 8 | 61 || 463 95 558 
| 20,526 12,044 |j 6,383 777 | 7,160 || 102,960 7,557 110,517 
12,616 6,053 || 4,158 253 4,411 | 36,135 6,199 42,334 
7,630 3,350 | 2,238 246 2,484 || 17,877 2,856 20,733 
| } | 
6,490 032 || 462 21 | 483 5,782 6,816 12,598 
1,331 777 || 399 29 | 428 2.775 373 3.148 
8,828 4,066 || 1,780 96 | 1,876 16,490 5,126 21,616 
7,711 3,000 || 608 46 | 654 6,938 6,981 13,829 
7,590 3,185 | 1,435 81 | 1,516 14,639 3.318 17,957 
i] H 
16,238 9,102 | 4,558 462 | 5,020 38,448 7,569 46,017 
289,906 179,085 | 184,232 23,182) 207,414 2,090,159 4,284 2,094,443 
3,276 1,756 | 954 93 | 1,047 6.476 995 | 7,471 
> eae eae a || te ee) Ser ee ee een | ee 
| | | | 
843,577 477,401 | 347,986 39,045 | 387,031 |) 3,954,565 245,413 | 4,199,978 
| | 
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Now! 


A Boston Reader Survey 


There is now ready for distribution a Survey of Bos- 
ton Newspaper Readers that may be unquestionably 
accepted as authentic, giving carefully collected and as- 
sembled “cross-section” information of much value and 
interest to advertisers. 


It has been compiled by the American Association 
of Advertising Agencies whose unbiased and important 
position is beyond question. Therefore, this is the first 


This Boston Reader Survey is NOT a private 
affair, sponsored by any one newspaper, but was made 
under the direction of a national, official group and 
co-operatively financed by the 4-A’s and five Boston 
newspapers. The invitation to participate was ex: 
tended to all Boston newspapers, and five accepted 


The aim of this investigation was to give a sim- 
ple and direct analysis, to secure for the American 
Association of Advertising Agencies and their thov- 
sands of clients, a truthful and accurate picture of 
Boston newspaper readers. 


Starting out with nothing to attempt to prove, 
it records and groups facts as found’ 


‘Only a survey conducted on this basis merits the 
confidence of any advertiser. 


that Speaks with Authority! 


and only survey of the readers of Boston newspapers to be 
conducted by an internationally recognized, country-wide 
organization, conforming to established standards. It 1s in 
every way impartial and bears the stamp of real authority 


The survey classifies Boston newspaper readers by 
occupational incomes and rental expenditures, shows over 
lapping circulations and wunduplicated circulations, to- 
gether with special studies based upon the research results. 


Official Background of the | 


| Boston Newspaper Readers Survey 
This survey was initiated by and conducted 
solely under the direction of the 
American Association of Advertising Agencies 
420 Lexington Ave., New York City 


The actual work of investigation was under- 
taken by the Department of Research of the 
above association under the supervision of 


Daniel Starch, Ph.D., Director 
Formerly of the Harvard School of Business Administration 
The urban and suburban zones ard the final 
checking are made with the figures of the 


Audit Bureau of Circulations 


This survey was co-operatively financed by 
the American Association of Advertising 
Agencies and the following Boston news- 
papers 


THE BOSTON POST 

THE BOSTON GLOBE 

THE HERALD-TRAVELER 
THE BOSTON TRANSCRIPT 
THE BOSTON RECORD 


Check your advertising schedules 
with this “Four-A” Reader Survey 


Through arrangement with the American Association of Advertising Agencies the Boston Post purchased additional copies of tas 
survey. which are available to advertisers and all business firms who are interested A copy well be matled upon receipt of request 
on business stationery Address— Advertising Manager, The Boston Post, Boston, Mass. 
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ee 
AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929 $1,000 OR MORE (1929) 
pee aoe af (1930) (In Thousands of Dollars) 
(Cities in Parentheses) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
‘ 7 = | 
EE ROT 14,709 2,498 768 69 5 74 1,438 1,870 3,308 225 
I, SER irae ce 18,417 2,114 578 172 11 183 1,678 2,274 3,952 215 
WR occ sisrs's shies 0 ee sew 22,594 3,383 918 229 14 243 2,558 3,902 6,460 286 
OS ea 20,741 3,040 998 361 31 392 3,331 1,381 4,712 227 
Benton........ 15,053 2,527 700 70 6 76 1,199 2,275 3,474 231 
Otc a ee eee 9,832 2,466 746 133 18 151 1,599 4,766 6,365 647 
Re RtRCth .. .5iccc nds onsen os 33,841 7,400 3,309 1,278 96 1,374 11,873 8,201 20,074 593 
WN: ocd kee vabas aon cun 23,406 5,107 1,972 490 46 536 4,236 6,065 10,301 440 
NR eS ee ane 21,218 2,897 1,147 538 44 582 3,917 1,669 5,586 263 
Carver 16,932 3,774 1,218 200 14 214 2,238 5,068 7,306 431 
Cass. . 15,575 2,036 520 127 3 130 1,519 1,513 3,032 195 
Chippewa 15,748 - 3,353 1,263 288 14 302 2,558 5,861 8,419 535 
Chisago A 13,189 3,530 9 133 9 142 1,678 3,350 5,028 381 
ISAs. cp seco se be seus sous 23,130 3,983 1,473 726 25 751 4,956 6,872 11,828 511 
Ce en 9,545 1,260 281 40 40 720 1,258 1,978 207 
OT, ESS Oe ere ya 2,421 309 135 4 1 5 240 73 313 129 
Ee i en 14,777 3,037 1,007 103 15 118 1,599 5,437 7,036 476 
Dine RTI 6 nse 55 cle: 'o:0.005s aye Ginn 25,560 4,395 1,588 927 44 971 6,235 1,396 7,631 299 
“ES eer 34,585 4,808 1,784 958 40 998 6,555 4,514 11,069 320 
RGR Sd acawcthoaaaoneaes 12,123 2,754 737 106 9 115 1,438 4,193 5,631 464 
(a ee 18,803 4,317 1,297 234 25 259 2,717 4,791 7,508 399 
Se ee ee 21,542 55,65 1,861 634 16 79 4,716 6,932 11,648 541 
WR cick sc.g cats ae asieee 24,738 5,835 2,184 291 17 308 3,437 6,009 9,446 382 
es Serre re 28,736 5,881 2,166 928 54 982 6,474 7,220 13,694 477 
Goodhue . 31,208 5,316 2,328 924 62 986 6,955 7,337 14,292 458 
Grant. 9,557 2,410 722 87 6 93 1,199 4,004 5,203 544 
Hennepin (Minneapolis). 516,092 84,265 39,018 49,410 6,203 55,613 506,707 5,146 511,853 992 
Houston. . 13,842 3,087 1,032 140 10 150 1,678 2,971 4,649 336 
Hubbard . pee eant cae 9,664 1,622 426 36 3 39 880 1,120 2,000 207 
NRREE Fs aor dvw esis aes 12,081 2,319 770 51 4 55 1,120 3,086 4,206 348 
(nS eal ee ony 27,208 3,460 1,236 938 29 967 6,075 996 7,071 260 
EO ee eatery 15,863 2,796 1,001 177 16 193 1,918 5,314 7,232 456 
GHADEC. « séivicjacc vidos cen s 8,558 1,338 427 27 1 28 720 1,994 2,714 317 
SERMRMOANAS «5 3\q'sis six sis 'ecnisre bas 23,527 4,631 1,404 587 21 608 4,397 6,120 10,517 447 
LO ee eee 9,692 1,401 461 47 3 50 1,039 3,732 4,771 492 
Koochiching ..  dotelpiothos ame 14,007 1,716 754 421 10 431 2,958 590 3,548 253 
Lac Qui Parle... Geers 15,387 2,771 881 81 15 96 1,599 7,482 9,081 590 
Lake.. Paes 7,027 957 526 735 16 751 3,837 197 4,034 574 
Le Seur. 17,992 4,260 1,823 230 19 249 2717 4,882 7,599 422 
Lincoln... .. 11,296 | 2,151 737 59 6 65 1,120 4,459 5,579 494 
Lyon.. 19,325 4,500 1,618 382 35 417 3,517 6,803 10,320 534 
McLeod .. soneaoee 20,454 5,253 1,731 198 21 219 2,478 5,957 8,435 412 
Mahnomen................. 11,454 || 828 184 19 1 20 480 1,145 1,625 142 
WRUNG ics s5se Seve. sa oae at 17,013 | 3,143 857 101 10 111 1,758 6,283 8,041 473 
MUARRID. | chs sraieowsr bs vacates 22,298 5,171 1,722 405 28 433 3,517 6,274 9,791 439 
MER i 5 5 cine. ais aaa 17,897 4,139 945 176 11 187 2,238 5,731 7,969 445 
RUMI NGACS 5 a5 cnteec20es oh. 14,076 3,427 845 100 6 106 1,678 2,355 4,033 287 
Morrison. .......... 0005055: 25,427 4,249 1,359 399 17 416 3,598 4,514 8,112 319 
NINE  $0766.555559 3 av seon es 28,047 5,838 1,904 1,044 45 1,089 7,035 5,636 12,671 452 
BUMMER Sons ais on neins 4c sae 13,876 2,316 693 48 9 57 1,199 5,550 6,749 486 
WRONG seine aa soiatnrsiies te 16,579 2,308 756 153 18 171 1,599 4,442 6,041 364 
Ne R RCs ct cacwtreneusaaaae 18,615 3,760 1,200 || 308 15 323 2,880 5,735 8,615 463 
Norman. AOL as 14,059 2,621 794 || 88 5 93 1,438 5,133 6,571 467 
Ce eee eer 35,029 || 5,574 2,332 |} 1,784 154 1,938 10,872 5,130 16,002 457 
Dbter Tal ic cacevaivas ones 50,978 || 7,998 2,473 || 662 54 71 6,315 12,181 18,496 363 
Pennington. ........6. 0006: 10,512 || 1,761 526 || 208 6 214 1,758 1,801 3,559 339 
PERG cannes 20,262 2,504 869 || 100 12 112 1,918 3,564 5,482 271 
Pipestone.............0. 005 12,261 3,071 993 478 15 493 3,358 3,281 6,639 541 
ERE SE as 36,020 6,565 2,033 959 27 986 6,955 10,671 17,626 439 
Pope 13,082 3,836 747 108 9 117 1,519 4,780 6,299 481 
Ramsey OB Paul)..... 286,534 40,949 19,568 29,792 3,502 33,294 271,607 1,004 272,611 951 
Rea Lake. 7 6,888 1,226 351 || 29 Bs 29 639 1,582 2,221 322 
Redwood.. ssi pe aos aite th 20,619 5,210 1,665 || 157 27 184 2,478 8,819 11,297 548 
Renville................ 23,632 | 5,646 1,660 182 31 213 2,717 9,681 12,398 525 
FeSO ec vie arse era sAaceansntes 29,968 |) 5,422 2,235 956 . 64 1,020 6,955 5,344 12,299 410 
| 
Le er ee eee 10,961 |} 2,218 768 277 14 291 2,158 3,699 5,857 534 
Roseau. PAP 12,670 || 1,811 473 30 5 35 1,039 2,248 3,287 259 
St. Louis (Duluth) RR Ss 204,534 26,185 13,510 18,554 1,638 20,192 158,171 3,651 161,822 791 
Scott..... sean 14,073 2,893 848 197 11 208 1,918 3,198 5,116 364 
Sherburne . 9,709 1,617 438 27 11 38 800 2,097 2,897 298 
rem eet ci Cowhide 15,847 3,332 1,161 83 9 92 1,599 5,809 7,408 467 
RUMI Ss. 55 hice. Sor 62,731 || 10,832 3,518 1,548 101 1,649 15,671 9,717 25,388 405 
ENG rote ssas Sins sce 18,474 | 4,296 1,690 487 30 517 3,837 5,058 8,895 481 
BARONE oi.iscsAeaanes d odeiees 10,185 || 2,293 728 63 16 79 1,199 4,988 6,187 607 
So 14,711 || 3,272 921 259 10 269 2,478 5,700 8,178 556 
Todd :....:. 26,154 || 4,392 1,435 348 14 362 3,277 5,599 8,876 339 
Taverse.. . 7,937 || 1,464 396 43 10 53 800 4,765 5,565 701 
Wabasha. Fea eee 17,614 || 4,084 1,408 393 35 428 3,358 4,204 7,562 429 
MRMIIG  siictecsnatcow'ai%s 10,997 | 2,735 634 112 17 129 1,438 1,488 2,926 266 
Waseca 14,407 | 3,116 1,332 407 27 434 2,958 4,172 7,130 495 
I 
Washington......... 24,720 | 4,467 1,573 593 68 661 4,557 3,234 7,791 315 
Watonwan........ 12,799 || 3,160 1,062 387 17 404 2.798 3,594 6,392 = 
Wilkin 9,785 2,275 658 532 17 549 3,198 4,788 7,986 = 
Winona 35,138 5,926 2,684 1,715 181 1,896 11,192 4,450 15,642 = 
Wright... .. 27,119 6,570 1,615 417 25 442 3,996 6,409 10,405 ee 
y ? 
Yellow Med. __ 16,579 __ 4,008 1,717 165 27 192 2,079 7,776 9,855} 
BOTA s iissdsncaacicoel geeees “449,030 | 171,185 128,462 13,386 141,848 1,202,855 | 386,360 1,589,215 619 
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STUDY CLOSELY YOUR SALES AND ADVERTISING 
PROGRAM IN THE NORTHWEST 
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HAVE YOU A PROBLEM HERE? 


Are You Asking Yourself— “How can I get the very most out of my mer- 
chandising and advertising effort in the 
Northwest? How can I most effectively reach 
the buyers of this big market and get results?” 


We Ask You to Consider the Following Facts: 
75% of our people live, work and do their buying outside the Twin Cities. 
The 35 points indicated on the above map are the big towns that get the bulk of the business. 
They are county seat towns, jobbing centers and trading centers for large retail marketing areas. 
Their business and social life is entirely independent of the Twin Cities and of each other. 
Each depends upon its own local daily newspaper for buying suggestion and for news of the world 
day by day. 
All these newspapers have full Associated Press or United Press Service—some both—and furnish 
fresh news first from 12 to 36 hours ahead of Twin City dailies. 
Each carries the comic strips and syndicated features that have come to be considered such 
necessary part of every good newspaper. 
Combined with the intimate and personal news of the local community, you will realize that the 
result is a newspaper which is almost a vital, living thing — exemplifying “reader interest” 
in the highest degree. 
The publishers in these cities are aiming for concentrated circulation, each in his own particular 
area. In many points it is very near the saturation mark—in all of them splendid coverage is offered. 
With two exceptions they are one-paper towns. They reach an average of 4 out of 5 homes every 
day and in 9 cases out of 10 the Northwest Daily Press newspaper is the only daily paper entering 
that home. 
For best results in the Northwest— 


SPOT YOUR ADVERTISING BEHIND YOUR DEALER IN THESE CITIES 
FOCUS THE EYES OF HIS CUSTOMERS ON YOUR GOODS ON HIS SHELVES 


Northwest Daily Press Association SAME PRS 


MINNEAPOLIS 
Ask us about the merchandising cooperation we are anx- 
ious to give you to help make your sales campaign a success 
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AUTOMOBILE ALL SPENDABLE MONEY 
Counties REGISTRATIONS NGLO00 OR Mone “ INCOME (1929) 
—" = (In Thousands of Dollars) \ 
“etac ¢ Ia > . \ 
hatte te Pamentnanen Under Over $1,000 to Over Total | | Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
MBER 5 dciiuise sees ais 23,547 2,351 681 700 51 751 5,418 850 6,268 66 
PANIIT issiicaie'ie w: Vie: jaa 0 23,817 2,394 465 296 35 331 2,955 2,533 5,488 230 
RTE aaa ae 19,712 1,827 144 108 3 111 1,243 1,868 3,111 iS8 
ANAND «cic as bia-ei 26,030 2,861 323 130 11 141 1,689 2,266 3,955 152 
Benton..... 9,816 550 47 11 i 12 328 1,062 1,390 142 
OT aE SS 71,056 4,150 363 816 47 863 7,225 12,472 19,697 277 
CR ockees sates 18,082 1,967 191 24 1 25 680 1,898 2,578 143 
SS ee ee 19,233 1,364 105 46 6 52 821 2,354 3,175 165 
Ee Se eee re 20,835 1,936 268 175 li 186 1,923 2,796 4,719 226 
ere 12,342 1,006 105 33 4 37 611 1,220 1,831 148 
Claiborne . 12,151 915 168 52 2 54 680 1,193 1,873 157 
Clarke 19,675 1,954 289 156 i1 167 1,689 1,419 3,108 158 
Clay.. 17,919 1,260 194 148 18 166 1,594 1,973 3,567 199 
Coahona Sn sa atawg cewhe 47,310 4,691 890 922 47 969 7,741 8,514 16,255 344 
ROPRNIBNS ohh 5.5 wy Aeieninietes Ose Sts 31,649 3,630 496 235 12 247 2,533 1,210 3,743 118 
SPAR a iss''sg 5p os as bs vais 15,028 1,526 177 68 Ms 73 961 1,844 2,805 187 
BO MIU in ocarciea a .6ec bois teenin 25,425 1,799 138 95 22 117 1,384 4,033 5,417 213 
oS ee ea 30,135 4,731 1,071 831 155 986 7,576 658 8,234 273 
0 UES ee cee a 12,260 1,484 148 73 2 75 868 710 | 1,578 129 
ERIREED foie ah cae eae site 7,523 871 61 23 3 26 352 644 | 996 132 
OM ks oir asarsctbenss 10,637 1,149 69 76 6 82 868 302 | 1,170 | {10 
SMR oe cicessncicnae tes 16,802 1,619 342 256 12 268 2,205 1272 | 3,447 207 
eS re re 11,418 2,543 274 163 14 177 1,478 123 1,601 | i40 
SOAS KitcpniieSavioscd corona 43,928 7,923 1,939 1,071 89 1,160 9,147 404 9,551 | 217 
RERANS oi cachonwtxsuicseeacse 85,132 10,176 3,019 2,343 510 2,853 51,344 3,642 54,986 546 
oe ee ee eee ae 38,435 3,074 454 488 38 526 4,574 5,709 | 10,283 268 
RRO UB oss 565.5 5:65 ssw 25,424 1,864 259 193 13 206 1,994 3,485 5,479 215 
Issaquena. . a 5,734 380 61 38 4 42 469 1,168 1,637 285 
Itawamba.... 18,225 1,814 124 5 469 1,594 2,063 | 113 
Jackson..... 15,872 2,222 411 283 a7 300 2,628 240 2,868 | (81 
We 2 os icc asin cesies <hoen 18,648 1,424 138 49 2 51 821 1,902 | 2,723 146 
BRD AVR 6.6.0 ins. abound cen 14,283 1,421 121 23 3 26 1,056 1,204 2,260 158 
BORNIOINNG ccccdsaasee weer 14,344 908 105 97 3 100 | 423 2,017 | 2,440 170 
LR eieetenens eae 41,492 4,353 1,002 835 149 984 || 9,810 2,501 12,311 297 
(oN ee eee eet 21,880 1,723 167 78 8 86 II 1,056 | 2,397 | 3,453 | 158 
| | | | 
eee et a rere 19,975 1,571 282 91 91 1,079 1,906 | 2,985 | 149 
PPL Te ee eee 12,832 1,481 213 171 11 | 182 1,618 709 | 2,327 | i81 
Landerale. .... 6-560 ces wae 53,337 6,755 1,879 1,582 341 | 1,923 16,355 2,086 | 18,441 346 
SIR. 0’, ca. aisrsewales oe 12,474 1,413 204 48 3 | 51 774 1,138 | 1,912 153 
BR ie yackwiehcaasesic cians 21,803 2,160 241 18 4 | 22 774 1,825 | 2,599 119 
ae Pen weeaubame ees 35,313 3,449 551 345 17 362 3,635 | 3.838 7,473 | 12 
ES eee ee 53,607 4,739 1,075 883 198 | 1,081 8,631 8,082 16,713 | 312 
NMR Suis oyhns iba wBibo eels 26,363 2,748 458 320 19 | 339 2,838 1,989 4,827 | 183 
PERE skianiieevacaceuce!t 29,978 3,052 641 565 46 | 611 4,644 2,684 7,328 244 
RMB 6 she tchord sacrsain siete oe 35,789 2,439 444 382 15 397 3,424 3,302 6,726 {88 
DERE G S ick Siwdlieciaavwieieiehs 19,923 1,679 205 221 11 | 232 1,994 | 1,630 | 3,624 182 
MIME iso nck oscoeaa anes 24,866 1,472 166 153 9 162 1,735 | 2,810 | 4,545 183 
BUD SSeS cc mb we hels ae.6>% 36,138 3,535 469 343 27 370 | 3,401 3,921 7,322 203 
Montgomery...........-.++5| 15,107 1,516 235 140 12 152 | 1,478 | 1,687 3,165 209 
BRITA sore inieo oios Rando vule 26,686 2,389 263 74 14 | 88 | 1,173 | 2,351 3,524 | 13? 
NNR Sri Coekixewude assests 22,402 2,371 381 121 13 | 134 | 1,618 | 2,245 3,863 | 172 
SS Sere see 25,564 1,705 212 184 17 201 1,946 | 3,351 5,297 | 207 
Oktibbeha.......... 19,119 2,012 333 132 9 | 141 1.478 | 1,910 3,388 177 
ee 28,694 2,273 259 265 16 | 281 2,628 | 3,141 5,769 201 
oe Ee eee 19,390 1,730 251 235 23 258 2,275 | 489 | 2,764 143 
Perry 8,147 998 107 60 9 | 69 704 570 | 1,274 156 
PIES cab swcncaiev ae adeonaiers 32,182 3,903 765 1,282 40 | 1,322 10,476 | 1,771 | 12,247 | 381 
OER si book acu sn sanaeees 22,030 1,648 186 55 1 | 56 915 | 2,459 | 3,374 | 153 
ee eT eee 19,265 1,554 171 91 3 98 1,102 | 2,704 | 3,806 197 
RDRUMED bc acis iors seis ecw die 25,295 1,734 170 116 16 132 1,501 | 3,855 | 5,356 | 212 
RN eicdhxtcdsacseon ote 20,456 1,874 207 70 1 71 1,032 | 964 | 1,996 | y8 
BE on ins Al. Saiguisietnxnabiwes 20,898 2,353 335 118 11 129 1,454 | 1,217 | 2,671 | 128 
See re eee 13,877 1,128 191 124 22 | 146 1,384 |} 3,016 | 4,400 | 317 
SRNR 5.51%, 66:48 tare is am 20,891 2,418 272 80 8 88 1,219 | 1,561 | 2.780 133 
RRECE ciicincnaxsceaum await 18,401 1,687 167 27 1 28 680 | 2,079 | 2.759 150 
er rete 5,703 |i 965 150 ST. 57 657 | 239 | 896 | 187 
ee ee eee 66,364 5,060 782 410 34 444 4,503 11,445 | 15,948 240 
MUBUSLCHIC 5 os 5 occ coos 35,567 2,929 421 367 26 393 3,612 6,193 9,805 | 276 
Se ee 17,670 1,269 105 84 2 86 1,102 2,373 3,475 197 
OSS eee eee 18,658 1,807 194 56 6 | 62 || ofS: 2,207 3,122 167 
RUROINI 5555.05 bos wa meiele 16,400 1,380 170 40 ae 42 |] 821 | 1,418 2,239 | 137 
CET eee en 21,239 1,529 170 7 17 194 1,806 | 4,809 6,615 | 311 
BRON Coir :5 haan wernt posite 21,327 2,132 269 126 17 143 1,548 | 2,634 4,182 196 
TS eS eee 13,871 1,316 148 54 5 59 727 | 2,038 2,765 199 
DUANE oS Se warn seeseites 35,769 3,453 1,150 1,458 288 1,746 15,643 | 1,292 16,935 473 
Washington .......6.0. 0000 se 51,168 4,264 1,066 1,079 191 1,270 12,039 8,661 | 20,700 405 
ayne 15,268 1,349 166 70 4 74 892 | 1,061 1,953 128 
Webster Pipareeusankmese 12,128 1,135 125 38 4 42 680 | 1,287 1,967 162 
Wilkinson. ........... 13,957 996 122 68 6 74 844 | 975 1,819 130 
Winston...... 21,239 1,773 252 91 11 102 1,173 | 1,514 2,687 127 
Walabusha.....6. 2. cc ccesass 17,752 || 1,619 263 353 10 363 2,838 | 1,330 4,168 233 
NE ie 37.064 { 3,192 561 421 55 476 4,175 | 4,923 | 9,098 245 
error | peers une | ; meme 
MOPRES 5 cicect clcscmnee 2.007.743 || 191,814 32,256 24,185 2,914 | 27,099 | 274,553 | 205,166 | 479,719 | 239 
ie] 
MISSOURI 
| SSR epee: 19,202 | 2,952 773 || 523 48 | 371 |) 4,474) 2,617 | 7,091 369 
ES Re one sass egeee 13,462 2,446 426 172 4 176 || 2,034 3,589 5,623 418 
DBSONOD Sax sk cupenies pwonets 13,419 2,720 476 322 27 | 349 || 2,848 4,646 | 7,494 358 
is hoc icis neice 22.077 || 3.245 806 702 45 | 747 5.153 4,729 9,882 248 


The 


ST. LOUIS 


manufacturer has 
another big 
advantage — 


St. Louzs 


ACKAGING = boxing — 


// (he matter of Containers—is a vital 
element in Distribution. Unlimited near- 
by sources mean constant economy and 
convenience to the large user. 


Merchandise boxes, cartons, crates—in paper, fiber, 
tin, or wood; bottles, jars and labels—of every con- 
ceivable size, type, and shape, are all next-door prod- 
ucts here. Whether your product uses standard types 
or calls for special designs, you can get them here by 
the thousand or by the million. 

Are such supplies quickly available at your present 
factory location? 

. 
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The St. Louis manufacturer neither carries large stocks 
of Containers on hand, nor does he pay freight or suf- 
7 fer delays on incoming supplies. 


His source is here. He may contract 
months ahead—schedule regular 
deliveries far in advance. A local 
Phone message takes care of any 


<2 ST.L 
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“CONTAINERS” A Major 
Product! . 
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emergencies. Within an hour, a truck is at his door. 
—no freight or transfer charges; no delays; no ware- 
housing; no uncertainties! Minimum costs; instant 
delivery from manufacturers’ reserves; SERVICE! 
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Packaging, today, is an art and a science. Safety in 
transit; convenient unit-size; attractiveness; minimum 
weight, bulk and cost—these are a few of the consid- 
erations. Great advances have lately been made, par- 
ticularly in the development of paper, fiber, glass and 
veneer materials. 


Here are some of America’s largest manufacturers of 
paper, fiber and glass containers, and of labels. This 
situation, coupled with the transportation and market- 
ing advantages here, was the deciding factor in the 
recent coming of another interna- 
SS tionally-known concern te St. Louis. 
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The facts are yours for the asking. 
Write THE INDUSTRIAL BUREAU, 
507 Locust Street, St. Louis, Mo. 
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40 S ALE §S MANAGEMENT 
MISS OU R I—(Continued) 
E - | ALL SPENDABLE MONE 
CGassiiies HONS NUMBER OF INCOMES OF | ayo ice 
| —* (1929) $1,000 OR MORE (1929) s 
(Cities in Parentheses) (19; 
Under Over $1,000 to Over (In Thousands of Dollars) Per Capita 
$1,000 $1,000 5,000 $5,000 Total Industrial Farm Total 
Rie ccna coss. cocseeuaaees 22,807 2,858 564 392 8 400 3,525 2,479 6,004 563 
MR i NE la Behe a oe estates 14,558 2,535 372 185 9 194 2,305 3,344 5,649 388 
re Kina s si tasiich sao 22,033 3,789 495 302 11 313 3,390 4,512 7,902 350 
Benton. .... se hey ea eee 11,708 1,683 270 55 1 56 1,221 2,275 3,496 299 
Bollinger .. 12,241 1,073 141 35 4 39 949 1,771 2,720 222 
Boone.. Sk Saieeeee 31,031 4,664 1,485 854 78 932 6,915 3,515 10,430 336 
Buchanan ides Joseph). 98,642 13,337 4,519 7,078 635 7,743 85,606 4,001 89,607 908 
Butler. Be 23,497 2,506 582 465 34 499 3,797 2,318 6,115 260 
Caldwell. . 12,496 2,455 347 134 3 137 1,899 2,761 4,660 373 
Calloway.. RnR erane eae 19,919 2,636 630 270 21 291 2,983 3,080 6,063 304 
Ne cea ae ce aed 9,135 689 86 5 4 9 678 1,051 1,729 189 
Cape Girardeau............- 33,198 5,260 1,100 1,088 73 1,161 7,864 3,592 11,456 345 
FORMAL. ciscs scice eee ae se< 19,883 3,441 659 357 25 382 3,525 5,008 8,533 429 
MEME 4 cununepousamee ees 5,495 385 68 11 2 13 542 393 935 170 
DERE. cos as ceiemneeurnse es 20,988 3,962 699 332 25 357 3,661 5,232 8,893 424 
Ce ree ne ee 11,134 1,480 137 43 1 44 1,221 1,941 3,162 284 
CR iscociecselticcece sieincts 18,211 3,187 445 312 14 326 3,254 5,623 8,877 7 
NOMWAMIID 5.i5 cb-26 aqias os ole 13,158 1,812 252 33 4 37 1,221 2,709 3,930 299 
RS os owns oeeenee 9,970 1,948 334 127 1 128 1,763 3,095 4,858 187 
RR AE eee 26,761 4,637 988 747 54 801 5,966 2,934 8,900 333 
IG sc ccicnwetews <aoces™ 13,486 2,561 514 349 32 381 3,119 3,347 6,466 479 
Cb ss cexcieieeereasceseys 30,775 || 4,429 1,438 1,051 69 1,120 7322 1,881 9,203 299 
On ee 19,522 2,592 710 430 32 462 3,661 3,384 7,045 361 
Ce eer 11,287 1,264 213 47 3 50 1,084 1,355 2,439 216 
SS SR ROO ers 11,744 1,688 180 34 3 37 1221 2,460 3,681 313 
Dallas...... 10,537 1,240 120 12 1 13 2717 1,659 4,376 415 
RRANEE os UchsGhideaSawieseee 14,418 2,465 308 145 5 150 1,899 2,931 4,830 335 
REN. onc vicke aaisicns aeean 10,268 1,993 356 99 1 100 1,491 2,520 4,011 391 
TR ole ciinde ona Som eeapenes 10,969 1,219 164 67 3 70 1,084 1,089 2,173 198 
NS or es 13,907 942 101 12 1 13 949 1,823 2172 199 
PN sis cinnka Sis Ws woe SwEEE 35,798 2,859 500 348 37 385 4,339 7,434 11,773 329 
Rs 56s eine agence 30,515 5,047 1,075 560 23 583 5,288 4,069 9,357 307 
Gasconade.. 12178 «2,156 499 163 9 172 1,899 1,682 3,581 294 
Gentry. SGatveeees 14,308 2,691 401 320 5 325 2,847 2,478 5,325 372 
Greene Gpringfield) Lin aaa 82,886 13,334 3,971 2,853 257 3,110 65,622 4,862 70,484 850 
rundy . a 16,139 2,674 50 577 7 584 4,068 2,179 6,247 387 
FRAN 6c hk caass obese 17,231 3,540 406 106 7 | 113 || 2,169 4,223 6,392 371 
1 ER er 22,635 415 657 482 B7 519 || 4,746 3,871 8,617 381 
INI aos ceive a uilek bow aes 6,432 972 63 6 |. oF 6 || 542 1,282 1,824 284 
TS ee te een 12,720 2,486 509 266 23 289 2,576 4,240 6,816 536 
OE EEE 13,540 2,192 381 300 307 2,576 ie 5,293 391 
Howell.. 19,732 2,393 308 156 20 176 2,305 2,024 4,329 219 
Iron. ee 9,558 1,065 190 98 10 108 1.994 538 1,759 184 
Jackson ‘(Kansas City). 463,308 68,273 25,956 |} 36,637 4,989 41,626 428,839 4,404 433,243 935 
Jasper. . Sr eae 73,813 13,024 3,808 || 3,423 329 3,752 24,270 3,506 27,776 376 
Jefferson . 27,433 3,448 936 1,423 31 1,154 7,186 2,310 9,496 346 
DODROG 65: 9s 55 5,9 3.50 0S 49% 22,412 4,380 671 269 25 294 3,525 4,843 8,368 373 
MARA S ip csc Kato winners 9,613 2,007 296 100 5 105 1,491 3,188 4,679 487 
Roc cacccbamse none eer 16,312 || 1,930 250 105 8 113 1,763 2,223 3,986 244 
ee 29,094 || 4,699 1,126 755 27 782 6,102 5,133 11,235 386 
RNIN 3556 torsice Sapa 23,765 || 3,692 625 327 11 338 3,525 3,386 6,911 291 
i 
St 3d Sivic Alea aetietos au ArS 11,039 2,303 398 151 7 158 2,034 3,508 5,542 502 
BNR cs ca'gast koas sacsaue 13,929 2,415 482 || 191 11 202 2,305 2,908 5,213 374 
LAM... 0002 see ve ee cocoon ees 23,352 4,116 885 || 907 il 918 6,373 3,237 9,610 412 
Livingston............+2+0+ 18,601 2,812 591 || 349 26 375 3,390 2,690 6,080 326 
DE RIDIIGI ois icesivise ties oiidesus 13,934 1,481 216 52 4 56 1,220 1,760 2,980 214 
MaOOM. ..... 6. sceeee reeves 25,506 3,868 692 433 12 445 4,339 4,300 8,639 339 
Sd ee 9,388 863 181 70 3 73 949 788 1,737 185 
Maries. .......+seee-eeeeees 8,367 900 127 22 ane 22 678 1,401 2,079 248 
PRIOR cen an esses sensene 33,667 4,551 1,470 1,748 123 1,871 15,254 2,751 18,005 535 
eS ie eee 9,349 1,611 126 46 4 50 949 2,234 3,183 340 
Milller.....20s0esse-eeeeeees 16,705 1,647 253 126 5 131 1,626 1,582 3,208 192 
Mississippi. Sdecuietag siniseie ine eer 15,762 1,483 207 191 9 200 1,899 3,280 5,179 329 
So eer ee 11,899 1,933 349 259 10 269 2,305 2,461 4,766 400 
BNI 15k 6,055 fe aeehcee 13,564 2,255 403 167 11 178 2,169 4,329 6,498 419 
SO eee ee 13,012 2,134 467 178 4 182 2,169 2,461 4,630 356 
SNORS Gocco cd usixeieeicdsioee 11,035 1,421 226 56 56 1,084 1,702 2,786 252 
New Madrid. asm s Ree eee 30,262 2,106 Sit 228 16 244 2,847 5,982 8,829 292 
REIN G5 6xveanstasuccnate 26,968 3,769 485 234 16 250 3,119 2,750 5,869 218 
ons gas sme hain 26,364 5,750 997 417 34 451 4,610 6,802 11,412 433 
IGN us Scan saya suse 12,214 1,078 123 107 1 108 1,221 1,318 2,539 208 
OR 6 Rie. a it Sr eS 12,456 1,547 334 59 1 60 1,356 2,049 3,405 273 
ee Eee 9,531 597 35 1 1 2 542 1,033 1,575 165 
PRR Sc bs biosoe'e ive scien eae 37,279 2,459 474 395 41 436 3,797 6,323 10,120 271 
| Se 13,705 2,017 335 98 3 101 1,491 2,946 4,437 324 
PENG ncaa econ cianomnmen 34,660 5,229 1,416 1,407 75 1,482 15,898 4,412 20,310 586 
Phelps. . Tee rr 15,278 1,727 375 238 15 253 2,305 1,331 3,636 238 
PO di cies vi 18,015 2,824 555 381 34 415 3,661 3,575 7,236 402 
Platte. 13,810 2,179 426 148 9 157 1,899 4,089 5,988 434 
Polk. . 17,803 2,417 333 136 1 137 2,169 3,175 5,344 300 
Pulaski . 10,732 1,218 211 66 1 67 1,084 1,107 2,191 204 
PNR od a cosentse cos Sane 11,923 1,997 299 129 2 131 1,626 2,403 4,029 338 
Ralls.. 10,705 1,493 292 112 3, 115 1,356 3,139 4,495 420 
Randolph 26,395 4,291 1,174 1,373 43 1,416 11,813 2,564 14,377 545 
eT tn ee te 19,841 3,526 398 352 29 38 3,390 4,158 7,548 380 
OE ETE 8,918 951 129 46 Mee 46 949 760 1,709 192 
OG ee ee 11,176 796 106 47 7 54 814 1,211 2,025 181 
St. Chares.....000.ssc0r000s 24,352 3,966 1,020 1,052 54 1,106 9,051 3,503 12,554 516 
BE GIA... ecceenniese senses 13,290 1,714 214 45 18 63 1,356 2,295 3,451 275 
St. Genevieve.............6- 10,064 1,011 247 144 25 169 1,491 1,401 2,892 287 
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MISSOURI (Continued) 
AUTOMOBILE , ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929) $1,000 OR MORE (1929) 
ee (1930) (In Thousands of Dollars) 
(Cities in Parentheses) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
eee ee 35,769 6,045 1,461 1,362 76 1,438 9,491 1,101 10,592 296 
St, Louis (St. Louis). . 1,033,657 151,407 54,427 87,759 13,737 101,496 1,009,671 3,333 1,013,004 980 
Saline. 589 944 1,112 950 5 1,008 9,051 5,098 14,149 463 
Schuyler 7,010 1,502 272 59 8 67 1,084 1,550 2,634 376 
Scotland 8,332 1,715 315 91 |. 91 1,356 2,274 3,630 436 
Scott . 24,913 3,645 663 729 34 763 7,424 4,373 11,797 474 
Shannon 10,890 597 98 9 6 15 678 962 1,640 151 
Shelby 11,969 2,505 451 118 127 1,899 3,449 5,348 447 
Stodd: ee 27,540 3,012 351 191 27 218 2,983 5,532 8,515 310 
> eae ae 11,614 1,188 119 118 8 126 1,221 1,423 2,644 228 
SATE AED (ax sves corsfec ura 15,151 2,265 318 124 20 144 1,899 3,364 5,263 347 
DS Corse 8,854 749 123 31 6 37 678 1,001 1,679 190 
TexaS... 2.0 18,572 1,746 211 50 7 57 1,491 2,357 3,848 207 
EE ESE Oe 25,907 2,440 687 501 43 544 4,339 4,146 8,485 328 
ee TC ee 8,082 1,319 299 120 6 126 1,084 1,531 2,615 324 
Washington.......cceseveces 14,446 1,083 198 88 8 96 1,221 1,035 2,256 156 
Re ree ea 12,203 994 163 125 7 132 1,221 1,123 2,344 192 
EMRE or Sannarale SO ane R wisececs 16,141 2,304 277 85 7 92 1,606 2,403 4,029 250 
ch sinned Maine ese 6,533 1,262 224 40 17 57 814 1,817 2,631 403 
PPro cies on sinner adiea cieiatals 16,676 1,901 259 85 7 92 1,626 2,073 3,699 222 
1) | Ir eee eT ee 3,620,961 526.004 143,279 170,560 21,908 192,468 1,945,685 329,919 2,275 604 628 
oS ae ae 6,037 1,233 532 560 17 577 2,078 4,001 6,079 916 
oie aks inven 2h ostcns 8,531 891 296 185 7 192 1,061 2,534 3,595 421 
Mee BARS (as Saice occce ee 9,080 1,110 289 221 11 232 1,361 3,148 4,509 497 
fe Ore eer cae 2,725 489 161 95 3 98 508 1,131 1,639 601 
CON. ck vce Vebner einen ees 12,592 2,003 949 1,408 20 1,428 4,635 3,738 8,373 665 
Mates cricchisSawuse eens 4,122 497 100 39 42 389 1,495 1,884 457 
EEE AAS 40,748 6,077 2,830 4,493 146 4,639 14,324 4,146 18,470 453 
DIMER ccatsicis: cxo-seewnalnees 8,600 1,307 361 221 9 230 1,466 4,777 6,243 726 
OHteR. cis as clad vefocan veces 11,188 1,680 597 1,159 20 1,179 3,858 1,287 5,145 460 
pe Ce eee 5,530 1,178 285 168 11 179 957 5,181 6,138 1,110 
RR cick ance cave eun 9,875 1,650 476 562 12 574 2,288 3,803 6,091 617 
Deer a. ep Ree 16,289 1,890 857 2,424 42 2,466 6,879 500 7,379 453 
Fallon . 4,568 612 151 106 3 109 733 2,502 3,235 708 
Fergus .. 16,520 3,395 1,259 1,213 36 1,249 5,233 7,684 12,917 782 
Flathead .__ 19,171 3,493 1,196 1,298 38 1,336 5,083 2,114 7,197 375 
—_—-... abe 16,111 3,519 1,254 909 41 950 4,082 3,402 7,484 465 
Garfield. . 4,251 419 117 41 3 44 479 1,674 2,153 506 
Glacier. . 5,836 507 157 198 2 200 852 1,083 1,935 332 
Golden Valley... 2,117 432 95 46 Wawa 46 389 886 1,275 602 
Granite. a 3,013 413 170 218 3 221 837 646 1,483 492 
Hill.. 13,312 1,791 538 1,151 13 1,164 3,903 4,233 8,136 611 
Jefferson... pe ree re 4,096 538 229 213 5 218 912 717 1,629 398 
Judith Basin.. 5,236 1,003 342 240 7 247 1,181 3,763 4,944 944 
Lake.. 9,530 1,360 324 186 a 186 1,196 1,771 2,967 311 
Lewis and ‘Clark. . 18,281 3,356 1,550 2,138 104 2,242 7,117 1,617 8,734 478 
ee (camer se’ 2,203 316 63 47 2 49 343 916 1,259 571 
OO eee ere 7,088 1,140 390 513 11 524 1,989 364 2,353 332 
| re 4,790 544 82 40 2 42 448 2,714 3,162 660 
MMMM ace eaealaeceae Ke 6,321 974 353 160 5 165 1,016 2,562 3,578 566 
MIONQNODE. . Sodscte.vewearcon 2;254 428 159 162 7 169 67 i, 1,739 772 
Mineral.. 1,626 308 108 127 127 539 105 644 . 396 
Missoula .__ 214749 3,830 1,419 1,565 78 1,643 5,905 1,117 7,022 323 
Musselshell 7,228 1,503 491 740 748 2,542 1,396 3,938 545 
i 10,868 2,024 807 1,009 33 1,042 3,798 1,908 5,706 525 
Petroleum. . 2,053 381 105 BES Bresaewsss 113 523 1,732 2,255 1,098 
Phillips. . 8,128 988 225 172 12 184 1,212 2,430 3,642 448 
Pondera.. " 6,805 1,014 310 176 3 179 1,002 2,840 3,842 565 
Powder River. 3,906 356 108 50 4 54 374 952 1,326 339 
Powell. .... 6,182 1,030 389 590 11 601 1,958 1,807 3,765 609 
Prairie. . 3,918 516 134 85 4 89 553 1,739 2,292 585 
aie. ee ee eee ee eee eT 10,306 1,966 412 286 6 292 1,615 2,373 3,988 387 
CHING 355 icin io'aiicd ok eee 9,627 1,421 376 188 4 192 1,361 5,644 7,005 728 
MOCRGVGIN 655. cows euinn canes 10,681 1,570 417 417 15 432 2,212 5,356 7,568 708 
LS eee es J VP 1,205 364 324 L 329 1,481 2,148 3,629 495 
Sander..... 5,685 859 251 161 3 164 882 756 1,638 288 
2a ee 9,852 1,842 393 265 19 284 1,630 7,723 9,353 949 
Silver Bow vase ik pencabere 56,965 6,964 3,948 12,357 1,227 13,584 49,288 387 49,675 872 
Stillwater. on Wt 6,110 1,123 410 195 7 202 1,152 2,718 3,870 633 
Sweet Grass. 3,947 550 254 104 6 110 613 1,834 2,447 620 
Teton., ‘ 6,026 1,015 306 131 1 132 927 3,025 3,952 656 
Toole. 6,703 1,433 522 284 17 301 1,390 1,038 2,428 362 
Treasure. . 1,660 196 80 34 6 40 254 941 1,195 720 
valley... 11,176 1,672 474 267 18 285 1,584 5,140 6,724 602 
W heatland.. 3,752 780 244 322 6 328 1,256 1,109 2,365 630 
Wilbaux. . 2,765 483 91 50 50 389 1,960 2,349 849 
Yellowstone... ears 30,671 4,964 2,205 2,710 104 2,814 9,808 6,114 15,922 519 
___ Toran. Neh betas ee bala ee 536,332 84,238 31,005 43,136 2,180 45,316 170,518 139,747 310,265 578 
Antelope ° 26,275 4,820 1,697 1,018 107 1,125 4,786 6,934 11,720 446 
Arthue a * 15,204 3,640 66 186 9 195 1,297 5,907 7,204 474 
Ba 1,343 265 50 6 1 7 87 533 620 462 
Banner... 1,676 362 73 Micecdaakeds 2 58 910 968 578 
aine. . 1,583 339 41 14 1 15 116 522 638 403 
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NEBRA‘S K A—(Continued) 
in ag Tain ig S d 
REGISTRATIONS || NUMBER OF INCOMES OF ALL SINCOME (1929) 5 
Counties Population (1929 $1,000 OR MORE (1929) s 
a Ee (1930) (In Thousands of Dollars) 
(Cities in Parentheses) 
Under Over $1,000 to Over Total : Per Capita ‘ 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
CES SS tet ee 14,734 3,600 706 295 21 316 1,759 4,560 6,319 429 \ 
WO IMU 3556 ob sities ieibex orcecd 11,861 2,232 802 539 27 566 2,278 1,640 3,918 330 
ARES EE Maret 2S Sa a he 7,169 1,347 372 93 8 101 721 2,888 3,609 503 
ee eee 5,770 1,204 276 111 7 118 692 1,377 2,069 359 
1 PARE OO pa ai 24,318 6,025 1,689 879 65 944 4,411 7,141 11,552 475 
OT RNR te ie Pee ng 13,062 3,179 852 461 29 483 2,249 4,570 6,819 522 
SSS ee 14,409 3,454 1,072 606 35 641 2,825 7,079 9,904 687 
CSREES oi Si aE Rs 17,677 4,038 1,058 587 37 624 2,941 6,130 9,071 513 
COIR og ob chs oiscaestncns Gre tees 16,422 3,823 805 489 27 516 2,479 7,264 9,743 593 
RN SAAT Senin a 5,480 || 1,386 289 101 17 118 663 2,335 2,998 547 
NONE os eo GS eases 10,897 || 1,753 484 163 9 172 1,008 4,233 5,241 481 
SONI ohn eign carne 10,193 | 2,371 723 304 15 319 1,499 3,535 5,034 499 
BR pied asic bi cstor ston deteee 13,568 || 3,283 945 291 16 307 || 1,816 6,588 8,404 619 
BOREAS AR Gin kt, hee 11,427 2,866 897 406 20 426 | 2,019 4,193 6,212 544 
CTE ES ee IS Sila oi eos 14,327 2,820 629 510 27 537 | 2,364 5,900 8,264 577 
| | 
CS eee er 26,181 | 6,401 1,289 | 379 20 399 || 2,594 9,911 12,505 478 
Dakota. 9/499 | 1,949 486 216 12 228 || 1,095 | 2,849 3,944 45 
ORE ois ea acc oe eee 11,496 1,983 729 520 13 533 || 2,278 | 1,144 3,422 298 
LL ee ran ie, aie scl 17,873 4,273 1,139 402 42 444 || 2,335 5,799 8,134 455 
SS Se OS ll 3,991 405 284 55 5 60 || 404 1,145 1,549 388 
Re et Se ees 11,586 2,449 575 449 12 461 2,134 4,870 7,004 605 
Se SS EEF 25,269 5,857 4;717 1,560 89 1,649 6,660 5,724 12,384 490 
Douglas (Omaha)........... 233,160 37,016 13,102 24,678 3,412 28,090 196,888 4,460 201,348 864 
CR Sa Ra ae RG = 5,606 1,145 237 89 5 94 577 2,661 3,238 578 
(ESS SOR eer ents 12,966 3,211 801 276 28 304 1,672 8,435 10,107 779 
1 a 9,078 2,280 595 239 13 | 252 1,326 3,676 5,002 551 
SRI i565 cocoa Seneee oe 8,092 1,759 333 121 8 129 807 3,782 4,589 567 
RS IE eS 12,134 3,225 736 337 22 359 1,903 4,738 6,641 547 
REE HEAR related, 30,230 6,379 2,015 973 111 1,084 6,930 9,142 16,072 532 
LS, EE cae aee aie 5,097 912 196 71 6 77 461 1,871 2,332 458 
Co rr 3,209 834 178 42 6 48 346 836 1,182 368 
CAE ee a arnt’ 4,286 1,056 122 56 5 61 346 3,167 3,513 820 
NOPD oS Os oid Sav acon otis 1,427 337 147 73 7 80 346 702 1,048 734 
BOR 52S okchor’ a ate cadincinhe 8,442 1,760 363 117 6 123 807 2,792 3,599 426 
ES | SEER Renna On 27,114 5,751 1,946 || 1,511 131 1,642 8,574 5,837 14,411 531 
PAGER GON 5, 6'5:6:604:6 6S0a0:edcnis 0k 12,252 3,080 828 369 24 393 1,932 7,328 9,260 756 
PRN os 5 5 ic seo. sarareaievaastete 10,103 2,082 397 183 7 190 1,095 3,951 5,046 499 
Li ees 3,591 880 86 10 3 13 144 2,549 2,693 750 
Fiitchoock .. .....30. seecc0 oes 7,259 1,732 393 96 22 118 750 3,292 4,042 557 
BMG cs Sis Stes sores aundeaie‘acchsiacions 16,510 3,283 639 193 18 211 1,441 5,207 6,648 403 
Ri Gets ostacanthyes 1,180 320 101 iy Sear eececnceae 25 173 262 435 369 
NEREO Ss isieeosion caend.ccere 10,011 2,595 595 154 7 161 1,038 4,182 5,220 521 
BRNSEOR ic etic aGieses 16,394 3,943 1,232 675 57 732 5,229 5,919 11,148 680 
(Ce ee nen ae 9,153 2,263 572 172 13 185 1,095 3,286 4,381 479 
SDEBEG boc vie ns 56:0 6-kw'o vw onaenc 8,095 2,028 545 212 21 233 1,211 5,299 6,510 804 
es ctsh co cos eeuinsmeets 6,721 1,514 345 96 4 100 663 2,333 2,996 446 
MOPINIRED i, cscichesise-c,nuiexnen & 3,203 673 102 19 1 20 202 1,182 1,384 432 
S15 SS | ae ener 4,676 977 254 88 4 92 548 1,421 1,969 421 
BOR eat hitwan oc hice ae 19,110 4,459 934 390 18 408 2,278 7,499 9,777 512 
Lancaster (Lincoln).......... 100,305 19,067 6,630 || 7,212 1,060 8272 69,569 9,515 79,084 788 
BBR OO I ess lI Codi swiss cers lore 25,619 4,448 1,208 869 49 918 4,094 5,000 9,094 355 
LOSS arene i>: 2,014 525 101 34 1 35 202 801 1,003 498 
OO Re 1,818 389 44 5 Z Z 87 620 707 389 
PRE MOTBOD 65 55)65 iSisine S046 1,358 281 28 ee ih), ie lisre erect 12 87 624 711 524 
PAA UNEE coh cede sicie se ae Simdlels 26,031 5,555 1,900 1,314 64 1,378 8,824 4,716 13,540 520 
MOET. oi eess cecev eevee 10,609 2,652 794 298 21 319 1,644 4,611 6,225 587 
RTIAN ooo ecole sears ceiarimaaies 9,949 2,053 454 206 5 211 1,124 3,820 4,944 497 
SEEGER ES 8,717 2,170 429 155 13 168 980 2,806 3,786 434 
MDs 65 fo ssorctarsacceeeamenente 12.356 2,901 754 308 20 328 1,701 4,611 6,312 Sil 
DUONG 3 acts sash oom wbiedncite 12,618 2,927 695 385 23 408 1,961 4,940 6,901 547 
RO a acigsis Wats: Kiva tarerdlccaet 19,888 4,711 1,041 658 69 727 5,374 6,776 12,150 oll 
RNS iasssih ies ican seine 9,399 2,198 659 121 9 130 893 3,462 4,355 463 
Lo SRS aia: 5,826 1,354 320 81 8 89 577 3,184 3,761 646 
NN Sn aid eis os a ete 9,253 2,520 614 339 26 365 1,701 4,681 6,382 690 
RI cases cohiaie cs wins wig reuctts 11,072 2,830 618 238 9 247 1,326 4,512 5,838 527 
OMG octertin 2e 2d canes Met 21,164 4,574 1,144 719 56 775 5,488 5,876 11,364 537 
ee es 10,084 2,726 675 245 15 266 1,355 4,435 5,790 574 
TREE WANOW 5c noo 55 56 00 oo cvs 13,815 2,735 804 579 34 613 2,623 4,580 7,203 521 
BSCUANAGON . 0065 cs sce scecces 19,820 4,276 1,433 610 56 666 3,143 5,471 8,614 435 
MOOK ce ttetanseaneceentecss 3,366 678 73 23 1 24 231 1,132 1,363 405 
BMI astra crt od awisbus hese 16,351 4,066 1,419 667 44 711 3,200 7,740 10,940 669 
LS ee ae: 10,390 2,126 369 195 16 211 1,067 2,598 3,665 353 
2 ES Re aren 20,14 5,287 1,410 800 62 862 S777 9,190 12,967 644 
ROUTES FOHAE 5. ics ses sicasee 28,641 5,733 1,630 851 56 907 5,324 6,736 12,060 421 
MURTY oa akc So iecolsc won weed antes 15,938 3,836 1,102 491 42 533 2,566 7,901 10,467 656 
Cn ee 10,765 2,329 711 195 14 209 1,211 2,205 3,416 317 
RRRMOANT SS (os Avwcwntaceraatte 9,120 1,990 364 121 8 129 807 3,539 4,346 477 
PROMS Se cet cabins ibis, sito oh: 4,667 676 91 39 4 43 260 1,458 1,718 368 
POON 5 5 ic5c6ice ween arene 1,807 1,815 313 149 11 160 807 3,546 4,353 558 
MIRO BE macs h ces an actos scree 13,678 3,549 781 339 24 363 1,903 6,384 8,287 606 
PNIAB S55 sib ow kGindios a Hecekeis 1,510 277 50 Peeleciacoe 15 116 296 412 273 
i eee eee 10,462 1,755 389 235 17 252 1,211 3,451 4,662 446 
LLL eS tet Ee 9,532 2,176 542 222 20 242 1,211 3272 4,483 470 
Washington................. 12,004 3,069 727 360 21 381 1,816 4,650 6,466 rd 
DID rie circ sctaicaue cartels 10,564 2,871 642 401 24 425 1,845 4,915 6,760 64 
aR iSelect 10,210 2,293 579 188 13 201 1,153 3,734 4,887 = 
i ee See) 2,334 475 55 Bel sc acnceere 18 144 773 917 a 
CN RPE Se eek, 17,220 4,040 1,264 410 43 453 2,364 8,269 10,633 6 
ee eee ee DO cian Se 
ROTR ain kncs ccccneaend, vee 292,051 $0,096 || 62,014 6,583 68,597 436,086 388,320 824,406 | ——_—598_ 
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Farmers in Nebraska 


pend 37, Times More 


ike 


ae 


One of 
the Great 
GRAIN 


and 


LIVE 
STOCK 
States 


With a total cash value in 
live stock of nearly $350,- 
000,000.00, Nebraska ranks 
near the top in the list of live 
stock states. Omaha is the 
second largest live stock 
market in the world. Only 
one state has greater live 
stock wealth, per farm. 
Notice— 


BIOOR aise electron $79,714,998 
Cathe se icccens 173,054,000 
Sheep......... 9,955,000 
PIOPSES vis.cs o's 54,482,078 


Poultry-Eggs... 28,000,000 


And nearly as great is Ne- 
braska’s annual grain crop 
value, adding immensely to 
the spending power of her 
farmers. Notice— 


Corn i eraatiesd $164,043,381 
Wheat....... 53,127,362 
ee 32,795,539 
ne 2,807,470 


Sugar Beets.. 7,376,656 
Alfalfa....... 31,259,477 
Wild Hay.... 19,625,259 


Complete data in ‘“Ne- 
braska’s Book of Facts’? on 


request, 


than Town Folks 


(outside Omaha and Lincoln) 


Nebraska Farmers Possess 


Tremendous Buying Power 
($500,000,000.00 farm income in 1929) 


Talk to FARMERS if you have 
something to sell in Nebraska 
First, over two-thirds of the state’s population is on farms and in 


villages—926,412 of a total of 1,386,619. 


Second, outside of Omaha and Lincoln, each Nebraska farm home 
spends more money than each town home. 


To obtain accurate figures for Sales Managers, we recently began a de- 
tailed, state-wide analysis of retail sales to Nebraska farm and town 
homes. An expert investigator visits each community. He obtains, 
from all types of dealers, complete and exact sales figures in 2 groupings 
—to farm homes and to town homes. 


To date, 40 communities have been studied. Results reveal that 
77 6/10% of total sales are to farmers. Farm sales in each community 
averaged $620,090.50 for the year of 1929. Town sales, $165,184.25. 
These figures prove that the Nebraska farm market is 31% times greater 
than the town market. Complete details furnished on request. 


Talk through THE NEBRASKA FARMER if 
you have something to sell in Nebraska 


THE NEBRASKA FARMER, Nebraska’s only farm paper, published since 1859» 
will carry your advertising message into over 100,000 of these prosperous Nebraska 
farm homes (total circulation, 124,408). Your ads will be READ! No agricultural 
publication can show a closer personal relationship between publisher and reader than 
this paper. Notice—over 70,000 letters were received last year from subscribers. The 
paper is edited strictly for Nebraska farmers. The publishers are farm owners. Con- 
tributing editors own and operate Nebraska farms, and write from practical, every day, 
farm experience. Here is an outstanding publication . . . reaching first farm homes 

- who SPEND MONEY! 

Write for complete details of “Retail Sales” analysis, “Food’’ survey and Nebraska 

“Book of Facts.”? Your request will receive prompt attention. 


THE NEBRASKA FARMER 


LINCOLN NEB. 
Member, Standard Farm Papers, Wallace C. Richardson, Inc., 
Daily News Bldg., Chicago 250 Park Ave., New York 


“Food Survey” Proves that 
Farmers Buy Advertised Goods 


Recently, we made a state-wide survey to determine the they have seen advertised repeatedly. Sale volumes on 
food-buying habits of Nebraska farm homes. The re- the different items vary in close relation to the volume 
sults give some indication of the benefits a manufacturer _ of advertising. 
may expect from advertising in THE NEBRASKA This would indicate that if YOU seek sales supremacy 
FARMER. in the Nebraska farm market, you will attain success 

Notice—the great majority of these Nebraska farm quickest with the aid of THE NEBRASKA FARMER. 
homes reported they buy branded and advertised food 
products. They buy packaged foods in preference to Detailed report on “Food Survey’’ 
bulk. They are “‘brand-conscious’”’ and buy the brands furnished on request. 


SALES MANAGEMENT 


NEVADA 


AUTOMOBILE ALL SPENDABLE MONEY 
; ; REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties —" (1929) $1,000 OR MORE (1929) 
1930) 
(Cities in Parentheses) (In Thousands of Dollars) P 
Under Over $1,000 to Over Total : Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
Churchill. . scat awaswn 5,072 1,213 491 296 40 336 2,177 2,813 4,990 984 ay 
Lo Se ae 8,518 1,365 580 753 50 803 3,551 304 3,855 453 Santa 
SES RRS SAS 1,842 394 253 279 38 317 1,332 1,378 2,710 1,471 
Elko. . She asleheewer 9,957 1,455 882 1,416 93 1,509 5,690 3,090 8,780 882 tees 
Esmeralda.......-... 00... 1,076 255 112 238 13 251 1,116 102 1,218 1,132 } rat 
Eureka.. Se ies eng 1,333 270 140 226 16 242 1,022 528 1,550 1,163 . 
Humboldt. . a toe 3,795 681 322 495 24 519 2,242 1,085 3,327 877 Vnior 
Lander... SE ee 1,711 425 197 348 19 367 1,437 523 1,960 1,146 
MN ats ds c. Secu geue cgake 3,601 351 179 179 1 180 1,011 301 1,312 364 Valen 
FASE GOES esa a 3,810 901 414 469 16 485 2,341 1,726 4,067 1,067 
LS Ce eee een 1,863 268 150 145 8 153 805 279 1,084 582 ie 
Ch RARE erodes Sh 3,987 990 603 1,303 58 1,361 4,818 594 5,412 1,357 
I Sa nie sic enh ss hea Ox 2,221 315 188 190 15 205 1,108 148 1,256 566 
SMES 56 Shad i,t ean a ak 2,648 527 236 363 19 382 1,595 1,935 3,530 1,333 — 
SII he ah ayatee 665 188 151 323 11 334 1,354 35 1,389 2,089 Alban 
SUMEUDE ch cass esinwun sane 27,122 4,902 3,402 5,208 396 5,676 19,794 3,078 22,872 843 Allega 
White Pine.. eae neal 11,760 1,537 879 2,004 114 2,118 7,008 1,276 8,284 704 — 
ad re 
“1 0 aS eee 90,891 16,037 9,179 14,307 931 15,238 58,401 19,195 77,596 853 Catta’ 
= B Cayug 
Chaut 
NEW HAMPSHIRE _ 
Chena 
Clinto 
Sa 22,381 3,021 1,826 1,391 136 1,527 | 15,303 1,281 16,584 741 ; 
SOMPN NS. cc ok scree sen a6 14,228 2,519 1,159 497 75 572 7,243 891 8,134 572 Colum 
IMMIE: | ce uexcueeckuns 33,651 4,622 2,764 2,043 251 2,294 23,306 1,639 24,945 741 Cortla 
EGS pais oxoW bryan eons 39,147 3,752 2,573 2,237 178 2,415 25,179 2,524 27,703 708 Delaw 
PRMD Scie oie Mees nore eies 42,381 5,899 3,821 2,932 300 3,232 30,408 3,352 33,760 797 re 
Tl 
Hillsborough esancumneeiide 140,081 15,027 8,718 13,452 1,354 14,806 115,682 3,806 119,488 853 
Merrimack . =e 56,111 6,978 4,287 3,519 430 3,949 37,368 3,228 40,596 723 Essex. 
Rockingham. .............+. 52,960 7,283 3,995 3,376 373 3,749 36,269 3,944 40,213 759 Frank 
SMITA sisesch cisck ws sede 38,551 4,352 2,465 2,633 213 2,846 27,913 1,641 29,554 767 Pultor 
MUIR Goon t citnnieesme 24,255 3,120 1,769 1,466 160 1,626 16,162 1,428 17,590 725 — 
Treen 
PDAS cece ces 463,746 56,573 33,377 33,546 3,470 37,016 334,833 23,734 358,567 773 a 
— 
eners 
NEW JERSEY _ 
Lewis 
Atlantic (Atlantic City). area 124,226 13,618 12,457 9,541 2,539 12,080 130,884 3,292 | 134,176 1,080 > 
Bergen.. Sar 365,405 32,028 29,668 25,031 5,060 30,091 397,037 1,682 398,719 1,091 Living 
Burlington. . Paes 93,853 13,114 7,442 5,821 873 6,694 70,955 9,858 80,813 861 Madis 
Camden (Camden) . Perce 250,709 20,213 14/951 | 23,026 2,582 25,608 256,497 1,671 258,168 1,029 Monro 
Cape May. Sect ween 28,964 5,299 3,382 1,651 269 1,920 21,600 1,091 22,691 783 oe 
Wassat 
Cumberland . 69,855 10,238 5,406 3,174 435 3,609 45,624 8,084 53,708 769 
Essex (Newark, E. Orange, New ¥ 
Orange) .. 834,475 71,737 70,254 75,634 23,360 98,994 963,881 1,319 965,200 1,157 New Y 
Gloucester... 70,592 10,111 5,556 4,444 451 4,895 52,245 6,872 59,117 837 Niagas 
Hudson (Jersey City, Bayonne, . _— 
Hoboken, Union a City) sens 683,424 37,160 36,314 70,948 8,010 78,958 810,979 14 810,993 1,187 nond 
Hunterdon..............--. 34,718 5,815 3,662 1,815 199 2,014 25,546 8,664 34,210 985 ites 
Mercer (Trenton). . 185,924 18,902 14,848 15,888 2,893 18,781 172,902 4,611 177,513 955 — 
Middlesex — Brunswick, — 
Perth Amboy). 208,946 18,510 14,718 12,992 1,883 14,875 191,464 4,437 195,901 938 sweg 
Monmouth. omckicnats 147,905 24,672 17,843 9,121 1,926 11,047 120,254 8,145 128,399 868 Otsego 
SERS Siete eat ves 110,381 14,505 11,259 7,779 1,737 9,516 90,762 2,570 93,332 846 > 
Ge fot 33,148 6,643 3,390 1,691 282 1,973 23,232 1,813 25,045 756 oo 
Passaic (Passaic- Paterson).. 301,353 24,354 20,841 21,357 4,676 26,033 289,738 899 290,637 965 — 
Salem. Ron Saath eats 36,833 6,045 3,067 1,581 216 1,797 21,601 7,636 29,237 794 ichm 
IR 8c con cng pace eee 65,435 6,838 4,763 1,926 624 2,550 36,167 3,989 40,156 614 Rockla 
Sussex eae 27,828 4,776 3,221 1,377 168 1,545 17,132 | 7,274 24,406 877 - 
Union (Elizabeth) |. aie 304,742 25,592 23,550 27,504 6,452 33,956 | 299,145 | 956 300,101 985 he 
Ee Oe oe ees 49,311 6,362 5,191 4,018 241 4,259 | 35,941 6,129 42,070 853 oem 
DOTAG s Sors coe etc seal -Sepze wey 376,532 | 311,783 ! 326,319 64,876 391.195 || 4,073,586 91,006 4,164,592 1,036 Schuyl 
NEW MEXICO Sb 
Steube 
Suffolk 
Sn 1a 45,380 7,820 3,715 2,569 340 2,909 26,778 | 1,059 | 27,837 613 Sulliva 
EAMMNIOIRS 5 3,> oie \s ute Sie sicie aia be 3,281 345 132 38 1 39 439 | 534 | 973 297 Tioga. 
ROMO NG Ch och insane cane 19,391 4,555 1,431 353 150 503 4,064 5,341 | 9,405 485 
Co EG el Ae mit 26,153 3,452 1,571 1,747 94 1,841 15.282 | 2,137 17,419 666 Tomp! 
Rite 6 ni wisccmiewe eoieswias 15,794 3,257 969 509 20 529 | 3,818 | 6,483 10,301 652 Ulster 
| arrer 
IPB BRON hss onc k ase ve 2,890 - $25 112 | 28 1 29 || 473 | 410 | 883 306 Washi 
SPER INDO so a-0iy nig ido see ee 27,541 3,492 1,000 | 216 94 310 || 3,362 | 7,074 | 15,436 pd Wayne 
OL ERS Ree ease ae ee 14,785 3,103 888 219 98 317 || 2,813 6,086 | 8,899 602 
CR OOS EAE. 92 19,030 | 3,599 1,555 1,006 38 1,044 || 10,514 617 11,131 585 Westct 
SHAABIURE. 9.0% .c0ks vsnun es 7,024 | 723 152 85 4 89 | 929 | 694 | 1,623 231 we 
| | | yom: 
MMMM S hs oe Saraduin's,oaine x 4,413 || 629 181 23 3 26 432 | 1,454 | 1,886 427 Yates, 
Pieleo Roan watca bueno tients 4,021 || 605 220 110 6 116 || 929 | 319 | 1,248 310 
| ie oes Siete pee 6,190 || 688 90 14 2 16 423 | 826 1,249 202 —_, 
Lincoln ee Ee es 7,182 || 951 323 143 8 151 1,276 597 1,873 261 
MARE Ritesh cesatacees 6,525 || 1,033 390 191 4 195 1,816 323 2,139 328 
I 
BRR SHION oes os leew een ales 20,510 || 1,961 983 788 33 821 9,909 938 10,847 i ian 
eS is es 10,412 || 579 150 76 4 80 929 1,024 1,953 = ys 
COS ae) een 9,782 || 1,263 443 113 9 122 1,257 832 2,089 1 Allegh; 
On RE DeGeneres 10,810 1,744 450 323 15 338 2,441 3,836 6,279 rs heaon 
PS IIR cose cancacasees 21,376 608 260 102 16 118 4,563 1,339 5,902 27 Ashe. 
eS EE ee 10,516 1,587 315 77 5 82 1,166 3,363 4,529 = Avery. 
eS a eer ee 11,065 Masks ' } i { 


SALE §S mAR A @S MEN -s 


NEW MEXICO (Continued) 


” AUTOMOBILE NUMBER OF INCOMES OF ALL a 
, REGIST ES TIONS $1,000 OR MORE (1929) ayer) 
Counties Population H (1929) ‘ 
Pp h ) (1930) i (In Thousands of Dollars) 
ities i arentheses ; 
onus Under Over $1,000 to Over Total ; Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
i a 14,610 1,182 378 88 6 94 1,141 1,678 2,819 193 
oe ual eee eer ee 23,380 2,087 876 549 35 584 4,115 1,226 5,341 228 
Eee 19,558 2,571 1,344 446 135 581 3,963 590 4,553 234 
1 Le eee near rere 5,177 520 142 48 8 56 659 332 991 191 
onli SE cea y aerate 9,599 1,021 325 215 5 220 1,732 767 2,499 260 
(ie: SER eae 14,389 598 271 71 7 78 1,081 791 1,872 130 
WNC Bax, « kno arenas ceneet 9,257 942 250 54 2 56 895 840 1,735 187 
(hs ee eer 11,112 | 1,933 369 | 104 9 113 1,631 3,338 4,969 447 
Malem Bid bicicctiacccapncenre ner 16,063 |) 1,171 380 | 224 12 bos 236 1,910 1,344 3,254 | 203 
ON aie ans 53 427,216 || 55,149 19,891 | 10,592 1,164 11.756 _ 116,492 56,907 173,399 | 406 
ine ae 211,632 18,991 19,388 | 24,715 3,155 27,870 253,023 4,042 257,065 | 1,214 
— ea i ns 36,789 | 6,473 | 4,621 1,508 146 1,654 29,096 6,980 36,076 | 981 
Bronx. . veeeeee}| *1,266,506 *36,337 *40,362 *50,418 *7,497 *57,915 *854,901 *21 *854,922 | 675 
Broome (Binghamton. ae 146,965 16,646 15.127 || 16,827 1,699 18,526 157,522 5,423 162,945 | 1,109 
: Cattaraugus . ae 72,596 11,206 7,728 | 5,178 489 5,667 77,437 8,974 86,411 1,190 
E Auburn) . ne 64,830 8,890 6,491 3,994 1,006 5,000 58,190 8,444 66,634 1,028 
te lie (Jamestown) . tah 126,583 18,075 13,169 10,501 1,610 12,111 166,469 9,945 176,414 1,393 
Chemung (Elmira) . et 74,830 8,691 8,833 7,507 1,117 8,624 92,241 2,945 95,186 1,272 
Chenango . 34,752 5,335 4,223 1,574 225 1,799 29,095 8,151 37,246 } 1,072 
é Clinton . 46,664 5,456 3,874 1,603 4 ‘ : ’ ; 7 
fiance ae aseserie es 41,680 5,792 4,737 2,597 369 2,966 42,026 5,374 47,400 1,137 
citi. 31,708 |; 5,088 4,092 1,658 267 1,925 || 29,095 4,985 34,080 1,075 
Delaware. . oe 41,114 || 6,580 4,742 1,201 170 1,371 27,479 13,625 41,104 1,000 
Dutchess (Poughkeepsie). . peer 105,222 I 12,291 10,305 7,036 1,587 8,623 144,368 6,417 150,785 | 1,338 
Erie (Buffalo. . a 760,687 || 89,610 69,622 80,343 10,138 90,481 || 1,023,258 11,799 1,035,057 | 1,362 
i 
| ne 33,931 || 5,087 3,534 1,127 306 1,433 | 25,862 2.278 28,140 a2 
Bie ere ia Peace ed 45,674 || 5,634 4,372 2,155 331 2,486 || 37,177 4 596 | 3: 
Paton. Wf) oy pee nee 46,534 | 6,200 5,246 3,087 527 3,614 |) 46,875 2,283 49,158 | 1,056 
GEES c cece a emeeee canes 44,463 | 8,219 5,046 2,799 324 5.123 | 43.641 6.038 49.679 1117 
Ss i ene 25,770 | 4,616 3,205 ri 175 ; i ) i | ¢ 
Hamilton... eteacasee 3,927 | 616 388 52 54 106 3,233 180 3,413 | 869 
- Herkimer... we cia’ 63,909 8,269 6,552 4,747 494 5,241 69,001 6,780 75,781 1,186 
Jefferson (Watertown) °3,547 11,943 10,037 5,626 1,185 6,811 97,541 12,080 109,621 | 1,312 
MGS 5 oscis siarccvsis sce aig-cls-cce<co AOR *95,426 | *110,487 *237,255 *36,300 #273,555 || *2 $57,560 sa *2,987.615 1 
= Me oe ee one eae: 23,443 4,151 2,335 803 9 16, , aad 
| Livingston. . 37,554 7,247 4,110 2,192 202 2,394 33,945 5,945 39,890 | 1,062 
| Madison . 29,783 6,778 4,679 2,732 372 3,104 42,026 7,134 49,160 | 1,651 
Monroe (Rochester) ........ 423,172 51,813 41,633 | 50,110 7,183 57,293 | 447,685 9,513 457,198 | 1,080 
’ ——* (Amsterdam) . . . 60,049 6,787 6,003 | 5,382 871 6,253 | 80,714 5,010 85,724 | 1,428 
Nassau...  eeoper es 302,468 33,537 35,327 | 13,836 6,401 20,237 || 264,305 2,178 266,483 | 881 
New York.. *1,872,145 *58,284 | 69,480 || *487,437 | *110,224 *597,661 || *5,481,030 *5 | *5,481,035 | 2,928 
New York City 6,981,927 || 264,782 | 306,362 826,936 168,172 995,783 || 10,148,176 549 | 10,148,725 | 1,454 
Niagara Ciieamts Falis). 149,170 || 19,585 15,080 13,457 1,722 15,379 175,860 283 185,353 Neen 
Oneida (Utica) .. 198,602 25,224 18,119 15,026 2,66 : 18, 3 622 | ; 
Onondaga (Syracuse) . 291,543 || 37,256 30,288 33,294 4,474 37,768 363,982 9,897 373,879 | 1,282 
Ontario... eee 54,239 9,450 6,052 3,881 443 4,324 58,190 6,548 64,774 | 1,194 
: Orange (Newburgh) . Pr eipielearen ges 130,321 16,523 14,559 12,671 1,811 14,482 158,635 9,141 167,776 | 1,287 
Orleans ) ap ee Siok 28,768 5,914 3,099 1,427 248 1,675 25,862 6,633 32,495 | 1,130 
2 een Aerobie ia eaeateh 69,759 9,471 6,594 3,531 426 3,957 58,190 6,985 65,175 | 934 
g RRR Raa ese 46,657 | 7,882 5,191 2,534 380 2,904 42,026 10,113 52,139 | 1,117 
| | 
‘ Putnam. . .| 13,728 || 2,255 1,665 733 201 934 12,931 1,181 14,112 | 1,028 
Queens. . ‘| *1,079,357 | *64,494 | *66,378 *44,330 *12,690 *57,020 *745,794 *303 *746,097 | 695 
; Rensselaer (Troy). | 119,759 | 12,644 11,039 9,530 1,745 11,275 134,684 4,867 o1gnass | 1.165 
ichmond. ..... *159,370 *10,241 *10,655 *7 496 *1,461 *8,9 108,891 *16 , 
: Rockland... 59,529 | 6,894 6,043 3,838 774 4,612 58,190 1,236 59,426 998 
7 | i | 
St. Lawrence... 90,917 I 12,757 8,873 || 3,684 449 4,133 69,044 16,267 85,311 | 938 
, Saratoga . eee 63,315 || * 6,558 5,572 | 3,953 471 4,424 || 56,574 4,405 60,979 | 963 
Schenectady Schenectady ). oe 124,980 || 13,644 13,195 15,213 2,058 17,271 | 150,188 1,558 151,746 | 1,214 
Schoh : é 4 19,662 || 4,113 2,245 601 96 697 || 14,546 6,338 20,884 | 1,062 
— oharie. : aa 02 | ’ , ii * , | peas 
6 Schuyler. . 12,903 || 1,979 1,497 388 69 | 457 || 8,082 2,311 10,393 | 805 
i | | i| 
Seneca ........ 00 24,964 | 3,529 2,444 | 1,100 155 | 1,255 |! 17,780 3,912 21,692 | 869 
Steuben......... 82,246 | 11,166 9,840 || 4,922 | 476 | 5,398 77,437 9,625 87,062 | 1,059 
= BREE aca oreo acc yie's, ce Gea 160,814 |} 24,397 20,185 || 6,558 2,341 | 8,899 | 134,684 7,143 141,827 | 882 
3 SULLA eR Pe Se 35,238 || 6,270 4,567 || 1,420 170 | 1,590 | 29,095 4,795 33,890 | 962 
: DOME. gS ecocoarccs 25,472 || 3,622 2/981 | 1,157 158 | 1,315 | 19,396 4,178 23,574 | 925 
: ter Pigaae direc nen 41,515 6,673 5,545 | 2,955 538 3,493 1 40,641 4,375 aan | 1,084 
: ster 80,079 | 10,777 9,008 || 3,797 621 | 4,418 || 69,012 6,091 103 | 
: Warren 34,171 | 4,546 4,431 |! 2,304 432 | 2,736 || 33,945 1,339 35,284 1,030 
6 yistington.. 46,471 || 5,811 4,587 || 2,499 237 | 2,734 | 37,177 7,376 44,553 959 
" ayne., 3 50,066 | 8,902 6,138 |) 2,256 334 | 2,590 | 40,509 8,724 49,233 | 983 
e i! | | H | 
5 iain ale Vernon, i } I 
1 Yonkers, ea Rochelle). are 516,744 | 50,583 56,181 || 38,32 17,299 | 55,619 |} 731,277 2s go — 
Nyoming...... NABH 28,734 | 5,394 3,065 || 1,308 146 | 1,454 21,630 7,478 29, 013 
a an 16,934 | 3,647 2,033 | 709 82 | 791 12,931 3,271 16,202 | 957 
. —__Torar...............! 12,619,503 || 982,259 | ' 895,897 | 1,281,953 | 249,028 | 1,531,881 | 16,398,700! 356,519! 16,755,219 | 1.328 
) 
‘i NORTH CAROLINA 
ee a es Ca A Na eae IEE AA On en aoe an RP Ee ee Oe eee te a wee See ene 
7 Alamance. . 42,136 5,881 | 1,382 |j 831 56 887 | 9,341 2,679 12,020 | 285 
06 lexander . . 12,928 1,453 222 67 5 72 1,218 1,338 | 2,556 | 198 
BI Aneta 7,185 593 63 14 2 16 473 704 | 1,177 | 164 
16 Nson.. . 29,496 2,774 506 224 18 242 3,453 3,795 | 7,248 | 246 
Ashe. . 21,019 869 206 41 mee 41 || 1,489 1,573 | 3,062 | 146 
31 | | j 
33 ser... 11,805 474 104 51 6 57 947 578 | 1,525 | 129 
—— eaufort . ? 35,025 3,381 834 518 22 540 || 6,026 3,630 | 9,656 | 276 
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NORTH CAROLINA (Continued) 


| 


e 
ALL SPENDABLE MONEY 


| 

| AUTOMOBILE 

|| REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 

Counties Population | (1929) $1,000 OR MORE (1928) 
ae (1930) | (In Thousands of Dollars) 
(Cities in Parentheses) ' 

| Under $1,000 to Over Total 

| $1,000 $5,000 $5,000 Urban Total 
FRB sce ie) coe sidhiudiets 25,849 | 3,146 133 12 145 2,776 7,680 
EE ee regen + 22,385 | 1,556 72 5 77 1,558 2,816 
ee Ee ene 15,792 1,001 76 1 77 1,354 1,955 
Bie 5 Pe ov dsisuise ae 97,896 13,456 4,477 422 4,899 43,811 46,059 
Burke..... Pe caro heen Soret 30,174 2,129 234 28 262 3,317 4,608 
RIE ois oil ks eos csee 44,225 5,751 676 65 741 8,057 11,033 
Caldwell....... 26,600 2,512 239 23 262 3,248 4,425 
Camden... . 5,461 614 24 1 25 542 1,486 
Carteret .. 16,867 | 1,176 291 8 299 3,182 4,031 
Caswell Eos imma ise ae 18,213 | 1,461 44 yi 46 1,083 3,202 
ahaa. awieoseanc se-awnsas 43,991 | 5.241 590 60 650 7,176 10,166 
Chatham... 24.179 | 2'866 114 4 118 2/302 4936 
Cherokee 16,150 877 104 4 108 1,625 2,766 
Chowa 11,283 1,564 228 14 242 2,572 4,582 
RAW bee severe seteenatn agrees 5,436 246 1 ee 1 271 688 
Cleveland............-..... 52,305 5,298 406 26 432 5,755 12,009 
GBlUMbUS. a iconic oe asccees 37,739 2,814 259 9 268 3,655 5,787 
Craven.. 31,327 3,081 831 24 855 8,395 10,710 
Cumberland................. 45,101 4,649 993 68 1,061 10,493 13,634 
Currituck.. 6,687 £33 30 1 St 744 1,976 
Jare. 5,121 260 16 oie 16 406 429 
Davidson. 48,700 6,402 | 636 22 658 7,514 11,001 
Davie. 14,386 1,901 90 8 98 1,625 3,391 

| 
Duplin.. eres 35,110 3,647 256 7 263 3,723 7,083 
Durham (Di wham) .. .. 0... 67,199 7,332 3,007 346 3,353 33,841 35,378 
Edgecombe... .. : 47,886 6,771 2,185 81 2,266 20,850 27,531 
Forsyth nnn ston-Si Salem). | 111,695 14,948 3,483 757 4,240 64,782 68,070 
Franklin... . eww ittsil 29,454 3,120 172 19 191 2,843 7,071 
Gaston..... 78,049 9,380 1,347 167 1,514 15,706 18,277 
Gates. .. 10,551 942 18 3 813 2,448 
Graham. 5,841 181 10 1 11 203 439 
Granville.. 28,721 2,951 264 50 314 3,792 7,138 
Greene....... 18,755 1,770 56 1 57 1,287 5,606 
Guilford Sane isboro). 132,989 20,633 4.863 913 5,776 72,940 77,127 
Halifax. this aa 53,301 5,807 757 41 798 8,936 14,657 
IN Mi oe ra ote 38,019 4,489 311 19 330 4,400 8,972 
Haywood........... 28,257 2,070 321 24 345 3,927 5,341 
Henderson....... 23,402 3,551 376 47 423 4,671 6,076 
BOTA 6 2 ie ow winidineds 17,649 2,002 146 8 154 2,234 5,251 
PE eS None ine. Masecee 14,242 1,248 91 2 93 1,287 3,483 
NN oes src asi ansteesicloilns-atcisl 8,527 576 11 aca 11 473 1,167 
BRBGGN ico oeca sis iesie dws ae ve 8s 46,673 6,492 652 79 731 8,328 12,123 
MOUSGR ocx o wee oc nes eae 17,507 967 98 6 04 1,489 2,314 
FOREN... 65-os0 ov. cewie Gees evs 56,608 6,579 488 27 515 7,108 16,371 
BONES iGo ia ca vescsaene eda 10,432 873 25 ae 25 676 2,071 
BRS oe sc care Socccbawu ee edwnse oon 17,000 2,266 | 302 18 320 3,588 5,110 
DONG ast onunqhsatonatand 35,682 4,227 641 49 690 7,378 12,796 
cle) |r 22,823 3,190 155 10 165 2,369 4,716 
McDowell... ...............| 20,482 1,517 219 23 242 2,776 3,446 
RMD ic: ce sar5: essa aaa 'ere are! avait 13,670 855 40 1 #41 947 1,946 
Madison. 20,305 1,053 62 5 ? 67 1,354 2,962 
Martin. 23,425 2,457 153 1 154 2,505 6,509 
Meck lenburg (C harlott e). 127,955 18,607 5.798 1,288 7,086 72,011 76,230 
Mitchell.........0.0..0. 005. 13,958 579 68 | 4 72 1,151 1,787 
Montgomery............. 16,217 2,011 168 7 175 2,369 3,986 
Moore. 28,041 4,070 446 59 505 5,619 7,712 
Nash. 52,778 5,914 i 144 46 190 3,521 12,115 
New Hanover (Wilmingt. 42,747 4,958 3,409 3380 3,789 28,179 28,450 
| 
Northampton. ............ 0.1 26,960 2,687 | 157 8 165 958 2,530 
PAMOW 6 iiccisss0iss San e'ss 15,312 1,083 i 60 2 62 1,151 2,155 
APPARIG xis 55.06 vo he 63 ee 0% 21,168 2,478 i 272 17 289 3,317 5,134 
PONG. ons ve peevesins 9,758 819 | 50 2 52 947 2,344 
Pasquotank. 19,136 2,346 | 564 33 597 5,759 7,561 
Pender... .... 0.0... .00. ee eee 15,686 1,253 } 49 3 52 1,151 1,855 
Perquimans. 10.668 1,342 i 137 8 145 1,759 3,298 
Person. 22,042 2,644 183 13 196 2,572 5,230 
Pitt 54,464 6,714 ie 822 38 860 9,680 18,634 
Polk 10,215 853 116 8 124 1,421 2,350 
J 36,631 5,117 267 21 288 4,198 7,274 
Richmond. ........ 20.005 34,118 3,791 851 40 891 8,801 11,214 
NEB nade keixigsen se 60's 66,678 6,003 i 671 35 706 8,666 14,391 
Rockingham. ............. 51,073 6,469 1, 925 44 969 10.358 13,856 
Rowan 56,066 9,113 2: 1,615 83 1,699 16,315 20,314 
Rutherfi OS aoneicdksdacaseks 40,449 4,219 327 33 360 4,874 7,773 
Sampson 40,201 3,690 164 6 170 3,250 8,874 
Sei oth and. 20,176 2,140 201 16 217 2,640 4,889 
Sta 30,162 3,697 375 27 402 5,009 7,366 
Stok kes 22,290 2,464 85 3 88 1,896 5,261 
Surry. 39,749 4,079 447 53 500 5,957 9,690 
Swain. SAR ea RR RG 11,566 713 104 4 108 1,412 1,463 
Transvlvania.............. 9,590 1,100 106 | 12 118 1,489 2,023 
Tyrrell.. hatte asicisadia 5,157 407 31 | ci 31 542 1,249 
RIEBOM 6 se oie 6 cise. sun as 40,926 4,810 436 27 463 5,687 10,254 
Vance 27,294 2,642 522 50 572 5,823 7,872 
Wake 94,464 14,101 4,034 313 4,347 39,603 46,986 
OL SE aN 23,364 2,000 232 25 257 3,047 5,412 
Washington... ene: Sp 11,615 008 126 8 134 1,693 2,937 
Jatauga.... mB 85 15 
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e 
NORTH CAROLINA (Continued) 
M 
AUTOMOBILE | ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF i INCOME wessaied 
Counties Population (1929 $1,000 OR MORE (1928) ee oe scciciasiecibaiates ad 
(1930 | ‘ l 
(Clthde ia Parentheses) “a Thousands of f Dollars . 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 ; $5,000 Urban Farm: Total 
MNO gs ther dit Seas our giklh die <e. aia 53,152 5, 825 1,407 981 90 1,071 10,967 7,353 18,320 345 
\ LER Bi eae 36,162 2,411 443 206 15 221 3,248 2,484 5,732 159 
(Oe Se ok eee ee 44,912 6,273 1,639 1,069 95 1,164 11,711 7,668 19,379 432 
RTI ia citiace« ais ke Siok sisal 18,010 1,801 239 41 5 46 1,151 2,401 3,552 197 
MNOW cians ces 14,486 474 133 26 7 33 880 995 1,875 129 
OA esis cece bees 3,170,287 359,448 87,638 59,160 6,556 65,716 | 731,563 268,027 999,590 315 
1 
MR Cais ais cg pincues Che eees hake 6,329 1,033 239 Se Pecacieceacs 102 589 1,905 2,494 394 
Barnes 18,802 4,202 1,018 819 39 858 3,956 7,256 11,212 596 
Benson Ce Fe uc RLES ae Ce aS 13,323 |i 2,353 584 226 12 238 1,424 $,086 6,510 489 
or erties Pere 3,143 273 52 14 nee 14 130 $08 1,038 330 
Dattineat...... 6.0 14,851 3,180 614 320 21 341 1,872 6,215 8,087 545 
NCNM 588 hc eee Reka S 5,116 1,121 227 92 7 99 | 589 1,421 2,010 393 
Rares den dece ee ek ealenivs 10,000 2,005 445 290 15 305 1,507 2,714 4,221 422 
Burleigh... .. ReiMEUEL Os Re ae Bes 19,757 | 3,080 1,050 1,053 63 1,116 4.780 2,819 7,599 385 
Cass Amiga w serena eee owe 48,726 || 11,150 3,402 4,628 583 5,211 20,957 9,552 30,509 626 
Cavalier... eae Kees ae Bee a 14,547 || 2,405 733 | 302 10 312 1,708 7,137 8,845 608 
RG eae sae were yccewicee a, 10,867 2,259 556 248 6 254 1,402 3,035 4,437 408 
2 a eee 9,633 1,523 330 177 7 184 1,001 3,909 4,910 510 
MRD aa hav dis 6G oo URS ea 9,541 |} 1,080 293 71 1 72 577 3,222 3,799 398 
RENEE 6 ava v'G a varar Gah wis we ho 6,345 | 1,307 298 261 5 266 1,237 1,989 3,226 508 
I oka isCare, wisn aos ke ala 12,432 2,011 413 125 7 132 894 4,736 5,630 453 
Foster.. 6,350 1,343 312 138 7 145 825 2,456 3,281 517 
Golden Valley | 4,114 692 144 99 6 105 565 1,488 2,053 499 
Grand Fork.. Pera erl 32,069 6,141 1,964 2,344 186 2,530 10,490 6,983 17,473 545 
RMS a Sictses, cece ee dere | 10,116 1,364 339 98 5 103 695 3,275 3,970 392 
Griggs. ..... 6,884 || 1,404 320 119 7 126 754 3,012 3,766 547 
| 
Hettinger. Rivne Wik nd wih ear eaten ae 8,773 1,650 353 140 6 146 859 2,961 3,820 435 
EOE eben ae eckeOS cia kn Bars 8,028 1,302 284 104 7 111 695 2,811 3,506 437 
MONE Sos owas Ge aiccebie 11,501 2,445 632 370 li 381 1,932 4,157 6,089 529 
MOREE ere de low Soc conewaceonw fers 8,090 | 1,236 264 83 6 89 601 2,806 3,407 421 
REO cos ord wee kc akin 15,423 || 3,532 613 340 36 376 | 2,049 5,744 7,793 505 
UO) ae 10,077 | 1,906 478 143 8 151 953 3,110 4,063 403 
MONCH naclotesso reac ce rst 9,740 | 1,299 297 63 2 65 541 3,314 3,855 396 
I ener 19,449 | 3,281 691 445 23 468 2,367 7,060 9,427 485 
MUR cS 2 par ac 9,611 || 1,542 413 107 a 112 754 2,739 3,493 363 
CT a Ae rahe ne 19,873 || 3,836 1,135 922 27 949 4,238 4,366 8,604 433 
(| 
Mss akin iviveiavynes 13,519 | 2,703 539 200 13 213 1,336 4,387 5,717 423 
NERC isiinie ea teats: racic ares eal 10,198 || 2,214 418 234 12 246 1,366 4,199 5,565 546 
OUVEr as s:5:<. aea ae ol dia a | 4,261 | 528 90 14 1 15 176 1,734 1,910 448 
BRIE a5 foie Scie Sapeiviwe von ai 14,761 |) 2,904 757 298 7 305 1,743 5,095 6,838 463 
NR Sms ce ke si wasn cece] 9,068 || 1,469 240 106 17 123 766 3,165 3,931 434 
{| 
0 CC eee 16,310 || 3,705 1,182 752 44 796 3,650 6,258 9,908 607 
Ransom... ra ee 10,933 i 2,258 537 || 42 10 432 2,013 3,040 5,053 460 
Renville. .. Sere ees 7,263 || 1,476 379 | 104 y 106 660 3,460 4,120 567 
A a Ce lie 21,006 | 4,356 1,197 |} 678 24 702 3,438 7,306 10,744 $11 
NOEs 6 6 core cee So we | 10,863 || 1,426 286 134 2 136 790 2,199 2,989 275 
' } 
MEO Oe casos Koes tach 9,298 | 2,136 484 || 109 2 111 836 3,359 4,195 451 
Sheridan... ...... Seal mia ecears 7,368 i 1,193 218 || 8&3 a 88 541 3,125 3,666 498 
RO aaa 4,682 |! 415 70 |} 37 1 38 | 224 819 1,043 223 
BNE om sista oe a'p 6 eae eae 4,148 554 97 | 155 dalensa 155 | 671 1,305 1,976 476 
Stark... . at 15,333 i 2,495 745 || 599 35 634 | 2,872 3,534 6,406 418 
| | | 
Rae a os cvawiueka eta 6,971 I 1,405 298 148 4 152 801 3,734 4,535 651 
eee wet 26,062 || 4,870 1,367 1,271 123 1,394 6,063 8,188 14,251 547 
Towner. PRETEEN ENS pa WE hares | 8,405 i 1,442 358 173 13 186 988 4,430 5,418 645 
1 UT ER alee ree ree eas | {| 2,860 677 315 14 329 1,754 4,881 6,635 §27 
eee Cite ee devices vl 19,300 | i 4,180 1,068 395 21 416 2,307 7,429 9,736 504 
\ | en 33,705 ! 6,019 1,709 || 1,922 208 2,130 8,996 7,247 16,243 482 
Wells . re rt ee ere ee 13,284 | 3,087 561 || 381 24 405 | 2,036 6,051 8,087 609 
WHMASISS, ccc s anc i | 19,550 i 3,730 914 527 24 551 2,778 4,806 7,584 388 
MOPRE so ccs “682. 448 | 3 129,380 32,747 23,300 1,724 25,024 117,740 217,937 335,677 492 
Adams. . Ere rere eee ae 20,360 3,285 643 117 10 127 3,692 2,789 6,481 318 
peo (Lima) eer eee Te ee 69,422 13,352 6,635 Sia 430 3,942 49,433 3,416 52,849 761 
A 1 eee 26,761 5,987 2,678 624 89 713 9,845 3,157 13,002 486 
shtabuia.. 68,347 12,726 5,179 4,454 197 4,651 53,945 5,319 59,264 867 
thens.. 44,168 7,055 2,569 1,066 89 1,155 | 19,230 1,843 21,073 477 
Anglaise 28,074 5,322 1,766 680 7 737 13,075 4,132 17,207 613 
elmont aia 94,710 11,571 4,917 4,007 202 4,299 §2,125 3,773 55,898 590 
ah F 19,991 4,176 744 384 22 406 6,153 3,632 9,785 489 
ood (Hamifton).. oe 113,953 | 16,929 7,071 6,828 709 7,537 79,970 4,307 84,277 740 
r ; 16,056 | 2,673 812 296 21 317 4,513 2,059 6,582 410 
Crampaig p 24,071 4,801 1,698 530 35 565 8,204 3,827 12,031 500 
Cen Sprinaieid | 90,826 14,959 6,138 4,769 529 5,298 63,329 3,467 66,796 735 
29,747 5,346 1,665 772 56 828 | 13,075 3,472 16,547 $56 
Cinton, 21,539 4,968 1,515 689 55 744 | 9,845 3,286 13,131 610 
umbiana . - 86,436 14,128 6,813 5,512 328 5,840 65,251 4,074 69,325 802 
i: 28,951 4,905 2,201 641 69 710 9,845 2,875 12,720 439 
Tawford . . Reeane 35,313 6,960 3,282 2,036 85 2,121 29,152 3,658 32,810 929 
WWahoga (C (Clevele and, 
akewo eee J 1,201,360 165,297 88,437 63,868 14,818 78,636 1,395,042 1,949 1,397,991 1,164 
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Garresteville ® - 


HE TRUE Cleveland 

Market, pictured 
above is small and com- 
pact, 35 miles in radius, 
more than a million-and-a 
-half in population. Here, 
alone, is there daily com- 
muting to and from Cleve- 


land, free delivery service 


of Cleveland stores. 


Dartnell Corp., three Cleve- 
land publishers (in their 
statements to A B C) all 
agree that this is the true 
area of Cleveland’s social 
and business influence. 436 
distributors of nationally 
adver:! sd products, say 
that only: this territory 


does Cieve * newspaper 


The Cleveland Chamber ,,?‘dvertising produce profit- 


of Commerce, J. Walte: 
Thompson Co., Ohio Bell 
Telephone Company, Inter- 
national Magazine Corp., 
Editor & Publisher, Stand- 
ard Rate & Data, 100,000 


Group of American Cities, 


‘able results. 


The Cleveland Press, with 
94.1% of its readers con- 
centrated here in The 
TRUE Cleveland Market, 
is the First Advertising 
Buy in Cleveland! 


The Cleveland Press 


A Scripps + Howard Newspaper 


NATIONAL ADVERTISIN 
DEPARTMENT O 
SCRIPPS-HOWAR 
NEWSPAPERS 
230 PARK AVENUE,N. Y. C. 


CHICAGO SAN FRANCISCO 


LOS ANGELES ¢ DALLAS 


G 


F 
D 


DETROIT 


PHILADELPHIA 


MEMBER OF THE UNITED 
PRESS...OF THE AUDIT 
BUREAU OF CIRCULATIONS 


and of 


MEDIA RECORDS, INC. 
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SALES MANAGEMENT 49 
OHIO (Continued) 
AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties ee (1929) $1,000 OR MORE (1928) 
(Cities in Parentheses) (Gin Thousands of Dollars) 
Under Over $1,000 to Over Total Par Capita 
$1,000 $1,000 $5,000 $5,000 Urban Farm Tota 
ae 38,045 8,119 2,385 669 69 738 13,896 7,529 21,425 563 
Defiance....... 22,756 4,821 1,613 489 39 528 7,794 3,580 11,374 500 
Delaware... ’ 25,992 5,242 1,839 520 50 570 8,615 4,172 12,787 492 
Bele....+0 RA RI 41,913 6,412 3,249 2,647 206 2,853 35,305 2,389 37,694 899 
| eer ere 42,224 8,674 3,180 1,140 109 1,249 15,998 3,839 19,837 470 
Payette. . oe 20,739 4,087 1,169 255 51 306 8,204 3,093 11,297 545 
Franklin (Columbus)...... .. 359,459 62,656 28,888 20,011 3,453 23,464 264,802 4,518 269,320 749 
Mt Seb Xaicims ear 23,458 5,656 2,033 347 31 378 6,974 5,004 11,978 S11 
Gallias.c<s-00« 23,045 3,135 827 92 29 121 3,692 1,946 5,638 245 
ities es we he.0 15,407 3,002 947 172 20 192 3,692 3,690 7,382 479 
(AOE ae eal eae 33,221 6,129 2,047 1,220 89 1,309 16,768 4,212 20,980 632 
Guernsey.....seeee. 41,495 6,489 2,652 1,497 90 1,587 20,049 2,277 22,326 538 
Hamilton (Cincinnati). . 589,293 72,961 37,122 49,412 10,067 59,479 674,675 3,417 678,092 1,151 
Han Se 40,392 7,955 3,095 1,145 131 1,276 15,589 5,094 , 512 
| CONS aan Ora rg ae 27,634 5,791 2,023 554 68 622 9,436 3,611 13,047 472 
Harrison... . 18,831 3,781 1,467 766 29 795 9,024 1,803 10,827 575 
Henry....... 22,492 5,718 2,015 540 30 570 8,615 5,227 13,842 619 
Highland 25,409 5,703 1,366 594 73 667 9,436 3,427 12,863 506 
Hacking..... 20,402 3,665 1,147 521 24 545 6,973 1,176 8,149 399 
Holmes . 16,727 2,887 997 536 20 556 6,153 3,643 9,796 586 
Huron.... 33,695 6,970 3,224 1,843 88 1,931 20,511 3,681 24,192 718 
Jackson...... 25,036 3,853 1,109 473 36 509 7,385 1,161 8,5 341 
jefferson , 88,286 10,488 5,658 5,204 385 5,592 58,560 1,699 60,259 683 
ic chow es 29,285 6,858 2,421 768 87 855 11,487 3,679 15,166 518 
Lake.. x 41,645 7,405 2,805 3,337 237 3,574 37,818 1,467 39,285 943 
Lawrence 44,511 5,383 2,114 862 77 939 12,307 1,796 14,103 317 
Licking 59,929 11,490 4,717 2,040 176 2,216 26,254 4,668 30,922 516 
0 ae 28,964 6,037 2,437 892 47 939 12,307 3,489 15,796 545 
Lorain (Lorain)... . 109,043 14,565 6,671 8,583 324 8,907 88,045 4,459 92,504 848 
Lucas (Toledo) .... 347,764 51,041 31,143 26,785 3,238 30,023 291,568 2,883 294,451 847 
Madison..... SEEN eae 20,238 4,058 1,318 305 31 336 5,74. 4,003 9,746 482 
Mahoning (Youngstown). . 236,230 29,896 15,321 35,067 1,687 36,754 265,617 2,988 268,605 1,137 
A COE ERE eon Ray 45,429 8,119 4,023 1,718 153 1,871 20,922 3,168 24,090 530 
| ae Oe Sai 29,760 6,018 2,419 1,027 70 1,097 12,718 4,270 16,988 571 
| a eat aie 23,933 8,910 1,216 494 24 518 7,385 1,959 9,344 391 
Mercer..... 0.0.0. 25,091 5,164 1,448 400 32 432 7,385 3,930 11,315 451 
Minis caw sca ca aton ie 51,544 9,775 4,256 2,305 188 2,493 27,065 ,807 31,872 618 
Monroe. . aa aeasccee 18,426 2,886 793 282 13 295 4,922 2,069 6,991 379 
Montgomery (Dayton) .. 273,193 44,315 21,266 18,176 2,368 20,544 219,343 5,558 224,901 823 
Morgan........ 13,583 2,322 744 139 13 152 2,871 1,842 4,713 347 
eres 14,484 2,957 830 121 9 130 2,871 2,974 5,845 403 
Muskingum.......... 67,367 11,473 5,329 2,732 274 3,006 37,408 3,322 40,730 605 
Noble. as 15,02 E! 2,267 588 127 5 132 2,871 1,971 4,842 322 
OHAWA....cccece 4,072 4,919 2,455 1,002 66 1,068 12,307 2,710 15,017 624 
Paulding......... » be 29l 3,355 849 207 8 215 4,102 2,981 7,083 463 
tan aia alam 1427 5,868 2,194 740 42 782 11,075 1,764 12,839 409 
FMORRWOY ces cece bsicdscnes 230 4,632 1,615 371 41 412 6,973 4,190 11,163 410 
Pike, Eee arene One 13,869 1.087 375 65 4 69 2,463 1,454 3,917 282 
Portage . . 42,681 de 2,260 22,70 137 2,407 24,613 4,206 28,819 675 
BYONIMt a ogervarecie xe vlscscie, ih 22,448 4,8: 1,599 509 27 536 7,794 5,067 12,861 573 
lag 25,051 5,252 ‘¥D 14808 268 30 298 6,564 4,879 11,443 457 
Richland... i dbstaa sic, 65,799 11,943 5,887 2,645 387 3,032 32,408 3,924 36,332 552 
RONG Pir wie cease x8 a. 2 45,152 7,312 2,524 1,240 103 1,343 15,998 3,749 19,747 437 
Sandusky... 39,656 7,307 3,199 1,317 142 1,459 ’ 4,388 20,797 524 
Scioto Portsmouth) .. 81,191 12,662 4,435 3,034 386 3,420 55,280 2,103 57,383 707 
ORs. sen cece ec 47,780 9,332 4,467 1,946 131 2,077 22,973 5,414 28,387 594 
nn ae 24,924 4,845 1,801 534 46 580 8,615 3,866 12,481 501 
Stark (Canton)... 219,389 35,877 18,613 14,191 1,654 15,845 170,552 5,824 176,376 804 
Summit . Ee 345,141 50,796 25,350 28,783 1,821 30,604 290,747 2,870 293,617 851 
Trumbull. . 123,049 19,922 9,052 4,516 409 4,925 59,740 4,127 63,867 519 
BN i6chanca cess xa. 68,183 12,028 5,864 2,892 181 3,073 39,049 3,216 42,265 620 
i aes 19,183 3,563 1,374 252 30 282 5,333 3,978 9,311 485 
Van Watt. aah, 26,237 5,051 1,850 708 50 758 9,846 3,592 13,438 512 
Vinton. . ee 10,285 1,427 376 118 7 125 2,463 896 3,359 327 
Warren... 27,328 5,018 1,640 771 66 837 10,256 3,897 14,153 518 
ee pet ek 42,434 6,798 3,381 1,071 161 1,232 15,179 3,059 18,238 430 
Be rwodrcciticie dete sett 47,057 9,982 3,911 2,463 139 2,602 30,075 7,105 37,180 790 
Woods 24,279 6,394 2,093 542 41 583 9,024 4,108 13,132 541 
yee 50,157 9,561 3,925 1,323 106 1,429 18,051 7,392 25,443 507 
yandot.. 19,029 4,134 1,635 440 39 479 6,564 3,639 10,203 536 
TOTAL.... 6,639,837 1,061,701 | 481,203 371,813 48,295 420,108 | 5,110,230 | 310,933 5,511,163 816 
Adair. paniaes Sea aa acta 14,761 1,096 188 87 2 89 2,194 879 3,073 208 
p afa.... Oe ies 15,223 4,035 849 189 14 203 4,246 5,795 10,041 660 
— ser 14,533 1,077 167 50 1 51 2,406 1,997 4,403 303 
Beek er ee 11,468 2,527 365 80 1 81 2,264 4,893 7,157 624 
€ckham., .. 28,990 5,050 1,044 309 36 345 5,660 5,038 10,698 369 
Blaine... 20,940 3,994 664 172 13 185 4,033 3,813 7,846 37 
Coan: Exch etadanr ans 32,267 3,412 645 233 28 261 6,863 6,336 13,199 405 
cad 9. N ibadh a RAMS Ree. 50,773 8,497 1,289 346 44 390 8,703 9,673 18,376 369 
Gane LE EP aia ee oe ape Mee 28,115 4,585 997 743 51 794 8,206 4,367 12,573 473 
rr Ss 41,340 9,199 2,614 1,866 156 2,022 19,385 3,400 22,785 551 
Rieti Sutecs 17,216 1,134 243 53 2 55 2,406 1,672 4,078 237 
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Ud, HE Oklahoma City Market con- 
sists of Oklahoma City, population 182,845, and 
its 68-mile, A.B.C. suburban area, made up of 

26 counties, 78 towns of more than 1,000, and a 

— — population of 1,015,701, served by seven rail- 

Z . f roads (five of which are trunk lines), a closely 
ZI i ee Son woven net-work of bus and truck systems, im- 
ZL ar by proved highways, electric interurbans, and air 
Za Z Bie lines. . . . Oklahoma City's wholesale territory, 
ZC : teas covered by 80 Oklahoma City wholesalers and 
a7. F bare jobbers traveling 779 salesmen who sell $418,- 
Z fa ei 7 taser hr 000,000 in merchandise (1929), embodies all of 
z 0 cbc Oklahoma, the Texas Panhandle, eastern New 
Z Be oot Mexico, and western Arkansas. . . . Oklahoma 
Z -~ _ Tm City and its trade area have been a consistent 
2222 “Lig _ Lk. white spot on the maps of Nation's Business for 
Lie, : six years. This sustained, generally excellent busi- 
” ness is why the Oklahoma City Market offers ad- 
vertisers remarkable sales opportunities which 


ONE OF THE 
RICHEST and 
MOST UNIFIED 
e MARKETS - 
in the U.S. 


" can be developed at one low advertising cost 
vy through the Oklahoman and Times. . . . These 
Z. two newspapers offer advertisers 26,885 more 
/ circulation in the Oklahoma City Market, at 
about one-half the advertising cost, than the 
combined circulations of all eighteen other daily 
newspapers published in Oklahoma City and its 
trade territory, including the third Oklahoma 
City newspaper. No outside metropolitan daily 
even claims to cover this market. Therefore, the 
sales of all products (advertised in the Okla- 
homan and Times) in all 26 counties of the 
Oklahoma City Market should be credited 
to Oklahoman and Times influence. . . . Ad- 
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a7 vertisers who are in the Oklahoman and Times 
g Z. are getting a thorough, effective coverage of the 
—_ Oklahoma City Market. Their sales messages are 
°/, STATE going into 9 out of every 10 Oklahoma City 
FACTOR (1929) AMOUNT TOTAL homes by carrier delivery—into 45 per cent of 
the urban homes in the 68-mile suburban area 
Population (1930) 1,015,701 42 . ... Again we repeat—maximum advertising 
Spendable Income . $464,887,000 39.3 it b hot sit eel 
Saw Mlatectel Value $ 88,867,000 54 results can be secured at one low c 
Retail Outlets 10,996 41.4 an adequate schedule in the Oklahoman and 
Wholesale Outlets . 108 444 Times, which thoroughly and alone cover the 
Auto Registrations 238,327 46.2 really rich, generously responsive Oklahoma 
Gasoline Tax ‘ $3,582,808 33.9 City Market. 
Family Telephones . 71,276 45.6 
Electric Consumers 78,200 40 —— 
Petroleum Production. . . . 189,429,000 75 
Oklahoman and Times, 3-31-30 159,259 78 , 
THE DAILY OKLAHOMAN 


OKLAHOMA CITY TIMES 


th Oklahoma Publishing Co. 


THE OKLAHOMA FARMER-STOCKMAN 
Katz Special Advertising Agency go Detrovt Atlan 


Dallas 
few York ( a Kansas Cty Sar trancvc * Van 
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ll 

ne Trade Center of the Southwest 

p of 

nda The manufacturing, distributing, railroad, agricultural, governmental, finan- 

rail- cial and educational center. 

»sely 

| wa Strategically located in the geographical center of the prosperous area known 

ory, as the Great Southwest, with seven trunk line railroads operating 164 pas- 

= senger and 64 freight trains each day. 

“we | You'll like the way they do business in Oklahoma City and you'll like the 

ome advantages it offers. It is from seven to twenty-four hours quicker to all 

tent points in the Southwestern area and is the only shipping point from which 

os practically all points in this area may be reached overnight by rail. 

ea Air, rail and bus lines spider-web the entire area with Oklahoma City as 

cost the center. 

hese 

nore Its economical and dependable electric power supply has always kept ahead 

Py of the ever increasing growth in population and its industrial progress, 

Jaily through the state’s largest interconnected power plant and transmission line 

d its system. 

oma 

em Natural gas is also available for domestic and industrial purposes in abundant 

ykla- quantities at attractive rates. 

er Many firms have solved their shipping and service problems completely by 

Ad. centralizing their operations and by making that central point Oklahoma 

a City. There is a plentiful supply of both common and skilled labor. 

City If you are interested in more detailed information about Oklahoma City 

+ of and its relation to the entire Southwestern area, write the Oklahoma City 

“1 Chamber of Commerce. We have arranged to supply you with complete 

a information. 

and 

the 

- OKLAHOMA CITY 
CHAMBER OF COMMERCE 
OKLAHOMA CITY, OKLAHOMA 
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OKLAHOMA (Continued) 


AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929) $1,000 OR MORE (1929) 
(1930) a 
(Clites be Peieateniad (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1.000 $1,000 $5,000 $5,000 Urban Farm Total 
CS ee OA 24,138 2,149 521 253 9 262 5,377 2,823 8,200 340 
Cimarron ........ 5,405 850 164 8 1 9 56 1,017 1,584 293 
Cleveland....... 24,939 3,822 823 302 25 327 5,094 3,008 8,102 328 
COE Ee 11,521 1,090 279 86 5 91 2,335 1,725 4,060 352 
he cmngguen pais 33,934 5,194 1,137 553 50 603 8,066 4,639 12,705 374 
Cotton.. 15,442 2,658 407 168 14 182 3,467 3,839 7,306 473 
Craig. . 18,052 2,536 460 172 17 189 3,821 2,330 6,151 341 
Creek.. sales wes anee gi os 63,945 14,501 4,237 2,959 138 3,097 31,343 3,722 35,065 548 
REN et MRR oa 27,444 4,711 849 312 16 328 5,164 4,289 9,453 344 
Delaware........ 15,406 1,064 124 16 a 16 1,486 1,437 2,923 190 
TS ie 13,265 2,367 381 51 2 53 2,335 2,375 4,710 355 
Re cen cacntcton 10,544 2,257 479 79 7 86 2,335 2,500 4,835 459 
RARSTENG. oc cs cn\cncnen 45,501 11,809 3,520 1,337 107 1,444 16,485 5,978 22,463 404 
Garwin........ 31,381 4,799 75 295 41 336 7,075 4,941 12,016 383 
Re etd Me ee tae Whe 47,624 7,881 1,590 719 67 786 10,401 7,156 17,557 369 
ROE cen cee da 14,140 4,534 899 246 12 258 4,104 5,621 9,725 688 
Greer....... 21,287 3,447 647 178 29 207 3,821 5,207 9,028 449 
Harmon 13,917 2,001 378 113 26 139 2,335 5,407 7,742 556 
Harper aye 7,758 1,837 330 43 2 45 1,556 2,799 4,355 561 
Haskell ' 16,215 1,448 244 80 4 84 2,547 2,603 5,150 318 
Hughes Ree 30,332 4,893 1,355 393 95 488 7,288 3,390 10,678 352 
j ca é 28,747 5,318 1,011 363 86 449 6,579 10,836 17,415 606 
Near aiestee 17,383 2,879 451 168 13 181 3,538 3.723 7,261 418 
a Gaia SOLE ee 13,075 1,562 183 65 3 68 2,830 2,559 5,389 412 
SRE E Roh Oa lcbeeneeenks 49,615 16,261 5,151 2,210 290 2,500 24,693 5,075 29,768 600 
Kingfish RS OER 15,732 3,623 601 163 11 174 3,466 4,699 8,165 519 
So Riis Sea? 29,606 5,889 1,080 295 41 336 6,296 8,468 14,764 498 
| Raise neh seein ale 11,182 1,012 172 85 1 86 1,981 907 2,888 258 
Fe OES a aaa 42,891 4,227 737 364 17 381 7,712 4,284 11,996 280 
Lincoln. Bouss So eee 33,725 6,967 1,186 310 80 390 7,995 5,321 13,316 395 
Logan.. Rae acne techies 27,968 5,353 1,205 532 33 565 7,783 3,822 11,605 415 
pice ieease Stnekis 9,839 1,287 223 76 4 80 1,981 2,431 4,412 448 
McClain. a cate 21,574 2,492 332 136 11 147 3,396 3,783 7,179 333 
McCurtain........... 34,756 2,699 487 168 21 189 5,802 3,432 9,234 266 
McIntosh 25,823 1,993 416 145 21 166 4,033 4,056 8,089 313 
Major...... 12,211 2,752 465 112 1 113 2,477 2,989 5,466 448 
Marshall 11,024 1,173 209 58 5 63 2,193 2,279 4,472 406 
Mayes 17,882 1,789 246 86 2 88 2,759 2,274 5,033 281 
Murray 12,408 1,682 312 107 14 121 2,759 1,541 4,300 347 
Muskogee (Muskogee) . . 66,407 9,609 3,324 2,053 553 2,606 36,177 5,168 41,345 623 
Noble.. ee Ee 15,092 4,481 1,081 446 26 472 6,286 2,703 8,989 596 
ree 13,606 2,453 569 226 14 240 3,749 1,402 5,151 379 
Okfuskee. . 29,008 4,083 1,046 410 86 496 7,358 5,435 12,793 441 
Oklahoma (Oidahoma City)... 219,081 34,484 14,427 8,115 2,469 10,584 156,420 3,939 160,359 732 
PRIMBOS oo ok Senkcscsan 56,528 11,071 3,790 2,057 191 2,248 23,065 2,880 25,945 459 
OnE ee re Ne 47,293 11,036 3,406 2,553 168 2,721 24,833 3,167 28,000 592 
Ottawa Selene < 38,737 9,342 2,482 658 100 758 12,806 1723 14,529 375 
Pawnee....... Se 19,839 4,697 1,101 525 41 566 7,783 2,339 10,122 510 
Payne Z a 35,882 8,030 2,219 941 63 1,004 12,169 3,007 15,176 423 
Pittalne cc bsscciss's 50,751 6,372 1,571 840 68 908 12,594 S774 16,365 323 
ES Ee 32,471 4,085 1,041 413 32 445 7,146 3,466 10,612 327 
Pottonattomie............... 66,577 10,600 2,510 769 79 848 11,746 4,839 16,585 249 
Puahmataha .<..006c00.00+0- 14,735 1,308 241 44 18 62 2,406 1,538 3,944 268 
Roger Mills......... 14,158 1,905 267 24 1 25 1,698 1,994 3,692 261 
BABOIS doses ke sicewir 18,956 2,971 575 264 10 274 4,458 1,594 6,052 319 
alas eerste 78,469 8,699 2,197 409 76 485 6,792 2,997 9,789 125 
Sequoyah...............00.. 19,499 1,672 237 83 8 91 3,184 2,541 5,725 294 
BIR cok nn 33,963 7,304 1,685 592 68 660 8,986 4,745 13,731 404 
RRR A niente 14,110 3,273 853 122 23 145 3,113 4,824 7,937 563 
Tillman .. ora. Se Ms 24,386 4,934 882 360 107 467 6,863 10,974 17,837 731 
Tulsa (Tulsa) .. AS ee 187,405 36,535 14,445 8,753 3,698 12,451 134,499 2,504 137,003 731 
Wagoner. . Reich clk eer 22,430 1,908 362 15 16 16 3,396 3,027 6,42 286 
Washington...... is 27,862 6,858 2,518 1,715 176 1,891 16,203 809 17,012 611 
Washita..........00. 29,423 5,308 85 22 37 263 5,023 8,952 13,975 475 
Woods.. pthc tre Makita 17,013 4,010 845 295 22 317 4,669 4,291 8,960 527 
Woodward... Sonate aleevan 15,839 3,216 695 241 11 252 3,962 2,678 6,640 419 
cc 2,391,777 409,656 | 105,038 51,219 9,830 61,049 819,025 | 294,455 1,113,480 466 
BRE se cpeiecws ts cei 16,682 2,798 1,247 959 49 1,008 8,546 4,007 12,553 752 
IMIR cnG ociesowsaies o 16,548 3,283 1,260 433 43 476 7,381 2,476 9,857 596 
6 EN Ee ee 46,094 8,490 2,796 1,746 74 1,820 19,083 6,024 25,107 545 
EO Soe 21,018 3,419 1,687 1,436 78 1,514 12,576 1,029 13,605 647 
Ee ene 19,998 3,251 1,270 760 32 792 8,351 1,641 9,992 500 
Coos... « peetinaee esate 28,360 5,374 2,100 1,720 115 1,835 14,808 2,543 17,351 612 
Croak.. ss cb eeasioe Some ns 3,330 694 207 93 2 95 1,554 1,068 2,62 788 
PD kn asineagwawoe swaucne 3,257 450 146 120 3 123 1,554 678 2,232 685 
ae bo Prosseeoeees 14,713 3,386 1,267 964 56 1,020 7,720 1,301 9,021 613 
SRDD cscs on asaeceaeans 21,944 4,392 1,490 943 43 986 11,412 3,186 14,598 665 
MON Noes Gh cece 3,467 669 230 179 5 184 991 1,863 2,854 823 
Grant... Fe Salon aueaalictte 5,479 990 345 151 10 161 2,428 1,443 3,871 707 
Harney..... Rebbe meteor 5,831 743 217 100 12 112 1,797 1,346 3,143 539 
RDI RWDE cc use cacun ieee 8,943 1,973 846 384 35 419 2,613 5,457 8,070 
ER RE OES. S 32,905 6,535 2,721 1,033 90 1,123 13,839 3,984 17,823 54 
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OREGON (Continued) 
AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties te (1929) $1,000 OR MORE (1928) 
1930 
(Cities in Parentheses) (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Urban Farm Total 
Jefferson. . 2,289 433 113 55 5 60 1,215 799 2,014 880 
Josephine... ere re, 11,483 2,363 810 272 28 300 4,758 1,000 5,758 $01 
MUMMIES « co ce so.weeeee onda 32,365 5,124 2,258 1,041 102 1,143 9,857 2,417 12,274 379 
pO ee ee ea 4,825 778 272 78 15 193 1,991 1,195 3,186 660 
ONG icce es. uve sccowe 54,474 11,145 3,974 1,581 156 1,737 22,093 5,239 27,332 502 
Lincoln.. 9,902 1,501 550 276 12 288 3,739 819 4,558 460 
Linn.. 24,681 5,088 1,769 539 32 571 11,265 6,316 17,581 712 
Malheur .. 11,264 1,692 387 239 12 251 4,127 4,599 8,726 775 
Marion.. 60,527 12,449 4,822 1,971 150 2,121 27,144 7,375 34,519 570 
Morrow. . waees 4,925 92 302 158 164 1,569 2,895 5,464 906 
Nultnoma (Portland)....... 338,214 60,227 26,787 35,218 4,367 39,585 352,690 2,829 355,519 1,051 
MMe aud we ewe enaca acess 16,851 2,938 925 354 19 373 6,167 3,469 9,636 572 
Sherman... ..0 0 a 2,978 581 313 191 9 200 893 2,865 4,758 928 
Se ree 11,804 2,443 805 479 22 501 5,730 2,057 7,787 660 
Umatilla. . 24,580 5,143 1,886 1,490 157 1,647 12,984 13,403 27,387 1,074 
Union..... 17,472 3,285 1,234 1,018 79 1,097 8,740 3,936 12,676 726 
Wallowa.. 7,780 1,562 527 49 19 268 3,884 2,507 6,391 821 
Wasco. Laveewieeeseeees 12,635 2,382 1,001 644 60 704 6,749 3,396 10,145 803 
Washington. . Reeeeneene 30,246 5,790 2,156 963 62 1,025 13,158 6,941 20,099 665 
\ i ere err ra 2,798 286 142 40 6 1,068 922 1,990 711 
Us oasis lee cceeuaeeas 22,029 4,735 1,444 506 39 545 9,809 4,674 14,483 657 
OUAE Ski be vecdeweeadwens 952,691 177,312 70,306 58,483 6,004 64,487 624,283 116,699 740,982 778 
MR oo css .0 eae ae ne R88 0 37,126 5,724 2,911 585 87 672 15,500 4,709 20,209 545 
Allegheny = 
McKeesport).. . 1,374,733 105,546 73,088 176,317 20,668 196,985 1,827,257 3,746 1,831,003 1,332 
DO ES re Ici 1239 9,419 5,123 4,260 211 4,471 55,824 3,185 59,009 745 
| Re eter eee ce 149,003 13,403 8,568 12,853 626 13,479 141,827 2,252 144,079 967 
DOMES. Ui teeaen nen cosas 37,314 5,811 2,269 473 73 546 13,912 3,361 17,273 463 
Berks (Reading)............. 231,643 26,756 17,120 14,994 2,183 17,177 226,505 9,455 235,960 1,019 
Bist? CAIGONAD) «6 66.0:6.5. 060 sis ee 140,470 13,404 9,898 11,579 779 12,358 130,710 2,225 132,935 946 
MOU ocr. t chee ces me weTRe 48,871 7,293 4,146 2,211 121 2,332 32,383 7,485 39,868 816 
RNC Sia. Fao. 30a ose COR We HE 96,720 14,201 7,417 3,082 412 3,494 52,648 8,493 61,141 632 
MEN Ae oS toe a Hein Roee ee RS 80,600 11,205 6,351 4,494 371 4,865 60,590 * 4,226 64,816 804 
Cambia (Johnstown)......... 201,120 17,485 12,255 12,784 1,039 13,823 152,151 2,496 154,647 769 
EC re ees. ,307 540 43 320 1 334 3,176 117 3,293 621 
IR ano tere carded oie waa oe 63,348 5,086 3,959 5,810 148 5,958 55,355 1,029 56,384 890 
EE Sona coe clea ata ecsta a rnee 48,076 6,290 3,635 2,339 126 2,465 33,383 3,494 36,877 767 
NNO a 56o Sleeise none esen 126,594 17,255 9,645 5,355 740 6,095 84,650 11,040 95,690 756 
Cs ewe SRS ok i RONG 34,516 6,774 3,024 1,641 118 1,759 25,030 2,688 27,718 803 
SENET le citron, ware oie aranes 86,711 10,007 5,586 3,626 298 3,924 54,031 2,168 56,199 648 
a Ore 32,324 3,431 2,320 2,108 114 2,222 27,617 1,323 28,940 895 
eS a rere ere ee 48,815 6,551 3,627 1,623 128 1,761 25,825 3,526 29,351 601 
2 ere 62,956 9,803 5,349 3,808 271 4,079 50,854 6,629 57,483 913 
Oo er 68,326 9,188 5,797 2,496 264 2,760 41,118 §,559 46,677 683 
Dauphin (Harrisburg)........ 165,218 18,270 12,261 11,342 1,444 12,786 141,827 3,979 145,806 883 
Delaware (Chester).......... 279,088 24,442 16,958 15,804 4,116 19,920 260,594 1,449 262,043 939 
a a oes o- ai PO Wil 916: RO 33,440 3,670 1,986 2,272 167 2,439 30,206 679 30,885 924 
PIO ies n ik. cinewres ed 175,217 24,430 13,800 12,371 1,573 13,944 155,151 5,793 160,944 919 
WMG es eek Se nreca neat 198,512 21,081 11,037 11,913 706 12,619 150,975 2,578 153,553 774 
Mn ha no GN br 6 bb NE week RS 5,172 807 33 155 13 168 2,383 248 2,631 509 
1 a err 65,003 7,840 4,569 1,717 244 1,961 32,383 6,742 39,125 602 
PRM abies Colney hoe He 9,232 1,278 510 35 y 37 1,589 1,197 2,786 302 
a eee are ear 41,760 5,775 2,543 1,556 113 1,669 23,648 2,281 25,929 621 
Huntingdon Pass aia gh eiear geal ah ral wa tata 39,009 5,235 2,795 954 121 1,075 20,472 2,312 22,784 584 
Ng oes eer wate ne tees 75,381 10,254 5,161 3,038 201 3,239 46,643 3,630 50,273 667 
Jefferson See 52,086 6,645 3,642 2,370 152 2,522 35,766 2,579 38,345 736 
UMAAE eos o srcrne aircrew ocge 14,321 2,404 939 217 23 240 4,765 2,187 6,952 485 
Lackawanna (Scranton)...... 310,061 24,452 15,809 27,061 2,432 29,493 309,538 2,032 311,570 1,005 
Lancaster (Lancaster) evegeten 196,544 26,319 15,904 9,929 1,638 11,567 160,857 22,244 183,101 931 
Lawrence (New Castle)...... 97,291 12,805 7,305 8,779 714 9,493 101,914 2,646 104,560 1,075 
Oo ere 67,002 8,417 5,611 2,852 304 3,156 45,707 4,537 50,244 750 
Lehigh (Allentown).......... 172,854 15,732 12,146 9,233 1,541 10,774 123,563 4,278 127,841 740 
Luzerne (Wilkes-Barre, 
Le SS aa 444,689 33,166 22,782 29,552 2,440 31,992 354,009 2,842 356,851 802 
Lycoming (Williamsport) 93,413 10,763 8,117 7,190 779 7,969 90,993 4,281 95,274 1,020 
RMD ost nio: care wisie is Sa 54,733 6,532 4,914 4,206 465 4,671 55,238 1,001 56,239 1,028 
ROE c(t ei scd 9:0: ace oie Rare ester’ 99,246 13,093 7,278 5,286 432 5,718 76,708 4,408 81,116 817 
BUM ei esta argaibiclacansee ee 40,252 4,250 2,939 1,500 82 1,582 24,648 2,052 26,700 663 
WER ake oe ne oes ancts & 28,276 4,666 2,708 664 116 780 14,706 1,336 16,042 567 
Montgomery (Morristown)... . 265,666 33,421 22,463 17,421 6,156 23,577 280,300 6,474 286,774 1,079 
ontour..... eee 14,519 1,328 861 29 47 33 4,76 1,477 6,242 43 
Northampton (Easton 
MBRIGNOIIY «6.6.6: soca: asses 169,319 18,476 13,518 12,032 1,363 13,395 148,181 4,661 152,842 903 
orthumberland neue ‘cae 128,500 11,687 8,113 9,016 554 9,570 111,650 3,920 115,570 899 
MORES de cts Oe hice vacate 21,619 3,358 1,295 416 19 435 8,735 2,652 11,387 527 
Paadetphia Ls diaemiipeemeie 1,964,430 119,836 89,415 146,287 31,308 177,595 2,613,756 358 2,614,114 1,331 
Pike. 7,696 1,13 696 1 24 19. 176 467 3,643 473 
17,501 2,723 1,252 588 19 607 8,735 1,896 10,631 607 
235,424 18,825 13,062 12,018 775 12,793 154,534 3,501 158,035 671 
18,827 2,705 1,109 15 20 23 5,559 2,528 8,087 430 
80,765 11,351 5,019 2,706 159 2,865 43,913 4,834 48,747 604 
33° bo 1,148 53 341 29 370 4,765 730 49 733 
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PENNS YLVANI A—(Continued) 


AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929 $1,000 OR MORE (1928) 
(1930) 
(Cities in Parentheses) ; (in Thousands of Dollars) 
Under Over $1,000 to Over Total 
$1,000 $1,000 $5,000 $5,000 Urban Farm Total 

BM cee aa sku a soko eae 31,847 4,970 2,417 1,120 65 1,185 19,472 4,691 24,163 
SE eee ere ey 17,468 3,010 1,455 404 55 459 7,942 2,375 10,317 
Vernango 63,165 9,873 5,356 4,589 495 5,084 $9,002 1,704 60,706 
Warren 41,427 5,507 3,449 2,009 289 2,298 30,786 2,169 32,955 
Washington.. s 204,356 22,223 10,728 16,532 809 17,341 197,094 §,357 202,451 
ayne 28,413 4,294 1,955 || 670 104 774 15,706 4,212 19,918 
Westmoreland .....0....0s000. 294,298 29,766 16,159 23,460 1,206 24,666 269,360 5,966 275,326 
Cee 15,510 2,968 1,290 285 36 321 6,353 1,952 8,305 
MR AWE Sa skiwbe cages’ 167,144 23,053 14,492 6,306 1,289 7,589 120,914 12,049 132,963 
PAE ii hawcanenaces 9,640,802 933,417 591,370 701,767 93,474 795,241 9,517,944 255,917 9,773,861 


RHODE ISLAND 


Bristol.. P ee Pe 25,233 1,749 1,247 1,449 165 1,614 22,310 393 22,703 
Kent. a =e 51,346 5,355 3,042 3,013 210 3,223 42,806 887 43,693 
Newport cai eoike ak ae 41,423 4,676 3,424 2,589 575 3,164 43,447 2,077 45,524 
Providence (Cranston, Paw- 
tucket, enna — 


socket) .. Sis Ras es 539,722 48,583 37,121 43,310 6,832 50,142 433,865 3,417 437,282 
WUBETINGIOR 4 ince 665s v6 sess 29,296 4,436 2,863 2,046 253 2,299 27,306 1,328 28,634 


DORAL. 5 Sscs nese ores 687,020 64,799 47,697 52,407 8,035 60,442 569,734 8,102 577,836 


SOUTH CAROLINA 


| 
RMON, cig os 0's vik as @ 56s eo 23,113 2,051 335 | 367 | 3 370 5,972 2,362 8,334 
ree oe 47,407 4,354 925 324 31 355 7,249 3,983 14,232 
ESS US Se ee rere 13,289 1,276 200 el iereieuters 72 1,868 1,338 3,206 
PROD <i. Scshakexsuaasken 81,018 8,798 1,328 1,007 98 1,105 48,782 7,198 55,980 
DRMBOEE «0-2 ossesscreeeees 19,408 1,715 328 159 8 167 3,373 1,480 4,853 
EERE ETE 21,220 2,115 360 111 12 123 2,964 2,188 5,152 
rts ons anbke 21,802 1,517 313 218 9 227 3,921 1,429 5.350 
Eee 23,546 1,179 154 70 3 73 1,868 800 2,668 
| RRS aR: 16,639 1,204 286 92 4 96 2,142 1,329 3,471 
Charleston (Charleston)...... 99,658 8,843 3,453 5,036 292 5,328 74,399 2,288 76,687 
eT See 32,138 2,904 669 244 25 269 5,154 2,480 7,634 
gE er cr rrr ee 31,694 S277 704 417 27 444 7,750 2,383 10,133 
Oe ea er 34,336 3,627 550 203 19 222 5,106 3,217 8,323 
SPRPONRION 5-6. ccaresisccsu sce ass 30,132 2,211 286 135 9 144 3,464 1,921 5,385 
ES oes ree ro 23,912 2,160 296 108 5 113 2,872 1,483 4,355 
ve 

i Beceuecushesaseeees 41,424 3,423 901 538 39 577 9,847 3,183 13,030 
pa i Sis arr wine oe Stone 25,733 1,938 287 256 13 269 5,014 2,607 7,621 
Dorchester 25,320 1,796 335 194 16 210 3,830 896 4,726 
Hdgefield .....cscescessccens 19.326 1,976 305 125 4 129 2,918 1,934 4,852 
0) ere ee 23,295 1,825 287 159 9 168 3,456 1,578 5,134 
ENNGOR <..sas shi csesanee 61,028 6,374 1,529 1,316 43 1,359 21,199 3,507 24,706 
BORROW 60000.:0:0: ce o00550 21,724 1,542 364 346 14 360 5,653 467 6,120 
TLE. 5.0 cenes ssn ean 17,004 14,453 4,118 2,692 356 3,048 86,124 5,735 91,859 
CRORISIOOG 6.0.5 0.550 000ccneeee 36,065 3,941 825 444 49 493 8,616 1,910 10,526 
BUAAGGON «0 <0\0.4.6:00 6:0:000 9:0. 00:0 17,243 1,954 235 112 6 118 2,599 1,264 3,863 
| OE TET coe 38,294 2,319 365 110 10 120 3,191 2,185 5,376 
Seager apiece 9,989 730 104 41 3 44 1.049 459 1,508 
inl, ocaaed 31,925 2,902 671 292 20 312 6,064 2,353 8,417 
FO ee ae at 27,981 2,280 347 118 22 140 3,191 1,098 5,099 
ree oe 42,096 3,772 716 411 37 448 7,978 3,899 11,877 
NMR Be ara hae eieseieeee 24,095 1,993 312 87 9 96 2,691 2,413 5,104 
Lexington Se iS RE IP, «4 33,889 4,720 775 233 7 240 5,926 2,524 8,450 
IAL 5 655.554.4008 1s a0 sap is 11,638 849 121 53 ‘4 60 1,551 979 2,530 
RREIIN e ehlie So. aos 27,221 2,529 455 258 27 285 5,334 1,691 7,025 
Marlboro........- Re eR 31,677 3,822 623 445 27 472 7,932 3,229 11,161 
DME < Spxcoss.o 21:35 Sisleh een 32,453 3,445 937 324 28 352 6,884 2,445 8,329 
SION os sg Solan ok > Bio Sah we 33,355 2,881 445 157 20 177 4,057 2,684 6,741 
INE 6 5.6 505.0: 4.655 05s wows 63,850 6,224 1,528 550 64 614 11,944 4,873 16,817 
PE Sone Ais eine oul Os ae 30,589 3,700 550 204 24 228 4,786 2,665 7,451 
Richland (Columbia) ........ 86,215 10,929 3,852 3,589 271 3,860 54,887 1,514 56,302 
MOR Sos eGRE ARGS ORS 18,148 1,599 199 41 9 50 1,687 1,770 3,457 
Spartanburg.............+-. 116,270 12,811 3,466 1,849 254 2,103 83,462 7,654 91,116 
PE scacisacs 5.58 oe eek Roms 45,887 3,874 1,121 690 56 746 12,126 2,584 14,710 
OS EES eae ee re 30,915 2,384 561 270 23 293 5,288 1,696 6,984 
Se Ee ee 34,914 1,964 299 125 14 139 3,373 2,364 5,737 
Re acta Oca cw eliakions 53,396 5,927 1,356 | 959 64 1,023 16,229 3,566 19,795 

RE ERS. 1,732,271 167,407 38,186 | 25,551 | 2,090 | 27,641 575,870 | 114,316 690,186 

| oe 


| — he — | 


= = me 


SOUTH DAKOTA 


ee a es 7,139 1,586 360 160 4 164 1,289 2,260 3,549 
Beadle....... Loe hak estwsee ers 22,715 4,856 1,514 £177 79 1,256 7,954 6,180 14,134 
NE a cup ae bubwlee nee 4,590 363 54 Reis peatereetrion 1 127 642 

RS siy SED 55:0 :es.0 6:65:00 G86 11,736 2,681 805 229 6 235 2,015 3,887 5, 302 
AEE ES Sree > 16,818 3,992 1,125 382 12 394 3,106 5,114 8,220 
NE Coos cig anc ckidaeee 31,324 7,026 2,459 3,133 167 3,300 19,395 1,680 28,075 
PIB eo ic osGs ban hak een 7,416 1,580 411 248 17 265 1,852 1,541 3,393 


IN THE 


The Power of the Press in Pittsburgh 


During the first six months of 1930 The Press 
led over the second newspaper in 21 of the 26 
retail (local) classifications. It led in every one 
of the 20 general (national) classifications. It 
published 44% of the total advertising carried 
in all Pittsburgh newspapers. 

® e e e e *® e 
These statements are based on figures compiled by Media 


Records, Inc., and are properly exclusive of linage in a na- 
tional magazine distributed with another Sunday paper. 


—T 
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in Pittsburgh 


To be numbered among the leaders, to main- 
tain a FIRST standing in the immediate news- 
paper field, is not the consequence of some 
mysterious force, nor the short-lived achieve- 
ment of artificial sales or circulation stimulants 
—it’s just the the simple, effective “Habit of 
Producing Results.” 

This is why The Pittsburgh Press has sinned 
the position of 6th in the world in advertising 
volume for the first half of 1930—with 
10,982,809 lines—and, again FIRST in Pitts- 
burgh by over 14 million lines. (Figures include 
Department store linage for four months only.) 

To the alert advertiser this signifies above 
all else, the “Power of The Press” in Pittsburgh 
—the logical medium for reaching profitably 
the rich, responsive, fifth largest market in the 
world. 


| The Pittsburgh Press 
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SOUTH DA K OT A—(Continued) 


AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties — (1929) $1,000 OR MORE (1928) 
(Cities in Parentheses) (In Thousands of Dollars) Par Cap ta 
Under Over $1,000 to Over Total 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 

LL. 

Buffalo........ eRe eaR OEE 1,931 278 32 De istcraseate 9 127 547 674 349 
MEDS icone cbacoishecbeniey 8,589 1,358 441 234 10 244 1,670 1,174 2,844 331 
oo eae ena. 5,629 1,183 209 99 4 103 817 2,917 3,734 663 
CS Cee 16,693 3,390 824 569 9 578 3,995 5,785 9,780 586 
BS cGNinnsc ses wiok eSGES 11,022 2,523 668 235 9 244 1,980 5,479 7,459 677 
PERL ican vsgsincabeceetion 10,087 2,486 756 283 18 301 2,234 3,738 5,972 592 
Ee 17,494 3,792 1,425 1,145 89 1,234 7,664 3,948 11,612 664 
Due Keen ahenoweee 9,528 1,135 303 142 9 151 1,235 2,796 4,031 423 

EE oni ea Camaee 5,341 801 273 ee 169 1,126 398 1,524 285 
TORU Geos ba ceunaecwase's 16,643 3,635 1,403 1,006 39 1,045 6,465 2,283 8,748 526 
SN Giese kkcawecs sun ae CokeIee 14,592 3,137 746 298 12 310 2,560 5,695 8,255 566 
|S RE Ee sid 8,732 1,912 442 135 1 136 1,253 3,391 4,644 532 
TN cs 8s ch seens eae wees 6,475 954 260 94 5 99 872 989 1,861 287 
DRED sa 355 35s bekG Ec eweO 7,236 1,831 508 164 10 174 1,398 2,921 4,319 597 
MMID 5 iiis,6, 4 5s 10:6 45-014 800.0:N S16 8,709 1,762 445 138 9 147 1,253 3,491 4,744 545 
UN aca fo. 50g 4 Gwen ves 8,733 1,439 502 545 5 550 3,323 523 3,846 440 
Faulk...... LN ee ee 6,891 1,817 477 128 8 136 1,235 3,369 4,604 668 
| SRR ER yes 10,725 2,428 731 277 11 288 2,198 3,746 5,944 554 
Soop -. Sa Chdenbeseoeces 11,411 2,144 497 185 9 194 1,798 3,969 5,767 505 
MEMMIRED Siisiinoli eves wines ai 4,676 930 203 81 1 82 762 973 1,735 371 
DUR Been nacwa veers 8,283 1,908 470 146 7 153 1,362 3,248 4,610 557 
SS Se: 9,495 1,939 385 149 7 156 1,290 5,166 6,456 680 
IMEMNG bakes acebecObesee es 6,132 1,381 412 90 1 91 854 2,485 3,339 544 
MN ck casa osc hiewseleGne 3,589 635 128 33 4 37 363 1,153 1,516 422 
PRIN Gigs siciov o's se wou ,006 1,544 453 345 22 367 2,397 1,024 3,421 488 
PEGOOUINSON 6.006655 sce cence 13,895 3,322 1,084 243 12 255 2,198 5,237 7,435 535 
Se ee Sen 3,690 848 192 81 2 83 690 1,396 2,086 565 
(ICE: 2,636 572 133 36 : 37 400 413 813 308 
SR RO ac OR tande ted 5,816 1,370 412 72 2 74 781 1,908 2,689 462 
BORE ohiaite gure seins ee 3,177 635 164 78 2 80 618 752 1,370 431 
PMR NI  SoSclonac cangs Gs 12,801 3,266 900 289 3 292 2,488 5,279 7,767 607 

7 RSIS ONES 12,380 2,931 904 434 21 455 3,214 3,649 6,863 554 
SRPINOOB s5ccc Gia wkeecucoce 12,328 2,357 1,026 1,827 60 1,887 10,805 557 11,362 922 
ec Ne LE Ee RED Bee 13,918 2,984 909 386 27 413 2,996 4,020 7,016 504 
52 2 RRR AR RS aaa ite 6,420 1,406 234 59 1 60 708 1,700 2,408 375 
RON eee hee, eae 10,363 2,194 495 155 11 166 1,525 3,546 5,071 489 
McPherson...........-e000- 8,771 1,690 315 | eee 100 980 4,550 5,530 630 
VES GRRE 9,539 1,964 499 141 4 145 1,362 3,279 4,641 487 
SR ae nee ee oe 11,491 1,761 502 171 10 181 1,434 1,592 3,026 263 
NINA S68 Fig aici Foy dren 5,292 538 67 21 1 22 290 857 1,147 217 
LCL SSRI ERE Ae MRI Ss 8,376 1,656 540 113 5 118 1,144 3,253 4,397 525 
Minnehaha................. 50,858 9,963 3,976 4,525 308 4,833 28,639 5,913 34,552 679 
SEE aR Ree Mes Fe 9,603 2,044 615 16 11 173 1,471 3,345 4,816 502 
DE Se 20,093 2,749 1,135 1,051 34 1,085 6,538 1,029 7,567 377 
PUEDES sesicaiss Seas oes c 8,723 1,371 321 123 11 134 1,090 1,835 2,925 335 
URES Ge RE nae 5,757 1,379 390 98 6 104 926 2,287 3,213 558 
OS Sea Semone 2 15,780 3,177 725 198 12 210 2,070 7,024 9,094 576 
Sanborn....... pl ote ait ee 7,321 1,488 434 152 1 153 1,253 2,691 3,944 539 
CO ee ae 4,058 131 35 10 3 13 127 110 237 584 
RN eS: cake ARAL oo, Sa es 15,305 3,320 999 633 27 660 4,449 9,389 13,838 904 
CS ES EOE A CMR GS 2,381 543 119 55 5 60 454 37 832 349 
OS Se ae eee 3,851 829 179 128 5 133 854 1,846 2,700 701 
BO hoik nicisctonude sore 5,896 180 67 "Oe ae 29 308 429 Ts 125 
BUM sic d eieeegeuseneee 12,703 2,439 484 251 8 259 2,052 4,385 6,437 507 
CSS SRS See eer 14,885 3,959 1,117 383 16 399 3,087 5,163 8,250 554 
TES Se i Rete 11,481 2,903 1,090 270 12 282 2,270 4,046 6,316 550 
Ea Eee sacar a 8,778 1,823 564 579 16 595 3,596 2,486 6,082 693 
WASHRDRUBN 56.6555 6 ss vse 2,474 58 16 i eee Fe 3 72 269 341 138 
WV REININOUD i o6650 0s SSee ee 1,827 29 4 1 3 4 72 67 139 76 
MMII GR Goi rise <augivie axe waa Rie 16,589 3,233 926 653 40 693 4,413 3,902 8,315 501 
("SONG eee eae 4,039 454 62 “ot i een en 39 254 755 1,009 250 

AG ii anes in Sie 690.675 139.993 41.364 25.578 1.264 26,842 181,597 198,849 380,446 551_ 
Anderson.............2000+: 19,722 1,211 233 147 8 155 2,522 719 3,241 164 
Bedford.........ssesseeress 21,070 2,205 427 146 17 163 3,210 2,121 5,331 253 
Benton.......sscecssccecess 11,237 859 107 7d ee ee 25 1,147 971 2,118 188 
RON. 6% sc chint > ook 3% esos + 7,124 378 91 14 2 16 535 481 1,016 143 
Blount. ......0.seecsceceees 34,003 2,982 670 369 15 384 5,656 1,456 7,412 209 
Bradley ........0-ssesececes 22,865 2,433 584 244 42 286 4,127 1,047 5,174 226 
Campbell..........sseseeees 26,821 1,683 402 295 35 330 4,816 773 5,589 208 
PROMOS 's'95 saibains sei sws 8,934 417 74 BaD dis iocasecscts 5 688 909 1,597 179 
SPs cose oanassaauebuns 26,124 2,425 314 180 13 193 3,522 2,508 6,330 242 
te ee er oe ae 29,215 1,560 371 83 5 88 2,140 1,021 3,161 108 
Chatham... ...ccseccccesvens 9,025 870 146 25 1 26 994 1,190 2,184 242 
eS ere 10,606 984 74 3) eee 59 1,223 1,185 2,408 227 
Ee ee erry 24,323 1,039 244 127 6 133 2,827 1,275 4,102 169 
EOE re 9,574 24 46 3 3 6 535 675 1,210 126 
PUNORE Co yi AG <esene sabe eee 21,916 1,545 296 131 20 151 2,827 1,431 4,258 19 

(Co NG ee ee en 16,799 1,198 246 177 20 197 2,981 1,247 4,228 a2 
Ce eee 17,469 1,670 174 71 8 79 2,062 2,565 4,627 26 . 
Cumberland..... ae aks fics 11,435 561 132 50 5 55 1,147 526 1,673 a4 
Davidson (Nashville) ........ 222,264 26,612 9,340 11,216 1,764 12,980 186,196 2,582 188,778 84 4 
PRIN ices ss ocanceawusuce 10,117 642 58 || 42 1 4. 1,1 1,218 2,36 23 
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©Chattanooga Community Association. 


CHATTANOOGA, Tennessee with a metro- 
politan population of almost 150,000 ranks 
67th among cities of the U. S. A.! 


An amazing population gain 
since 1920 gives Chatta- 
nooga a new and important 
standing as a market place 
and sales plans cannot be 
complete without provision 
for intensive cultivation of 
America’s 67th population 
center. 


But that’s not half the story. 
What you can sell in Chat- 
tanooga is insignificant com- 
ared to what you can sell 
rom Chattanooga — the 
whole South is within con- 
venient, economical access! 


Strategic location, and ex- 
cellence of transportation 


facilities, make America’s 67th city the ideal 
distributing center for the entire southern 


states. 


th 
cily 


terest you 


It’s an overnight trip, or less, to any point 
within the boundaries of the Mason-Dixon 


line, Atlantic Ocean, Gulf of Mexico and 
Mississippi River. An extensive list of impor- 


INVITATION 


Sales executives are invited to 
get the full, straight facts 
about the advantages Chatta- 
nooga offers their particular 


business. 
p< 9 


Requests for information will 
be given confidential and 


prompt attention. 


Address 


Chas. J. Kellem, Manager 


Chamber of Commerce 
Chattanooga, Tennessee 


centr 


leadin 


alt 


tant cities are within two to 
six hours’ reach. 


Already Chattanooga is 
firmly established as a man- 
fuacturing, distributing and 
export center with unsur- 
passed railroad, bus, steam- 
ship and airplane transpor- 
tation facilities. 


An imposing list of national 


‘concerns maintain plants, 


offices, warehouses or as- 
sembly plants in Chatta- 
nooga to take advantage of 
theefficient, economical sales 
and service advantages. In 
son lines, Chattanooga 
has become the recognized 


headquarters with southern operations of 
manufacturers directed from this 
located base. 


Chattanooga 


TheDynamo > / 


of Dixie 
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TENNESSEE (Continued) 
| 
AUTOMOBILE ALL SPENDABLE MONEY 
NUMBER OF INCOMES OF 
fei ar ee $1,000 OR MORE (1928) INCOME (1929) 
Population 
(Cities in Parentheses) P (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 : $5,000 Industrial Farm Total 
SOPAOIY rsd ak mits tantne eee 14,268 729 94 20 foes... 20 1,147 1,310 2,457 172 
CESS ae ee oie ee 18,490 1,715 308 141 11 152 2,827 1,623 4,450 241 
Dyer Pit. ch siicake. SPOS TS 31,401 3,142 568 333 46 379 7,0: 3,807 10,890 347 
PNB oso k cccleeiee scan se eee 28,824 1,244 139 126 7 133 2,827 2,744 5,571 193 
OSE SS ae Ae 11,602 521 155 41 5 46 1,147 367 1,514 130 
PRR vsssvinntserasvaes 21,792 1,795 386 316 27 343 4,511 1,457 5,968 274 
IMIS ciricig ee wncarniteantenis 46,438 4,721 619 286 42 328 6,039 5,373 11,412 246 
BE bi sine Soe siah se + eva wie 28,017 2,630 575 179 9 188 3,899 2,771 6,670 238 
SERENE Sb Ginn ose. snssis.wis eis 12,738 774 117 29 6 35 1,147 1,153 2,300 181 
GRBRABA Rascaitcuieccn eases 35,139 3,897 507 209 37 246 4,969 4,303 9,272 264 
Gindy y2..60cs coke kee 9,719 525 136 64 7 71 1,223 250 1,473 152 
DORE eee eS 16,600 2,039 459 231 22 253 3,669 1,163 4,832 291 
Hamilton (Chattanooga)..... 159,278 19,972 7,743 7,669 1,211 8,880 122,799 1,331 124,130 779 
PROUD 6.405.654 5 0s eeu cmiess Y 226 20 SE Bsr cnwlace tenes 3 5,275 637 5,912 617 
BAGITIBEION 3 .sa.o's.c'o.s le diem ele sere 22,184 1,483 217 96 5 101 2,522 1,720 4,242 191 
Benes Svcs Nan awak seer 15,139 953 125 23 2 25 1,300 1,654 2,954 195 
PMN oo65's'scis en cS aon eR 24,114 1,927 325 153 17 170 3,210 1,814 5,024 208 
WIN o.oo oes een Sas 26,139 1,935 232 185 22 207 3,364 2,952 6,316 242 
eS ear rere 17,654 1,179 155 76 2 78 2,064 2,162 4,226 239 
LES Se St eres 26,468 2,811 528 444 31 475 6,269 2,666 8,935 338 
PISAMNON So. 4:s iets guissaesx ake 13,613 1,116 177 46 2 48 1,453 1,194 2,647 194 
RS OBUN C5, ois .nss OOS owieiors mes 5,551 348 45 7d Re aeey oe 4 460 497 957 172 
SIMON icin ch ox aeeseee 12,039 1,108 156 67 7 74 1,529 1,483 3,012 250 
BMP icici ck bce S aces 13,591 801 80 15 2 17 841 1,248 2,089 154 
OS ee: 17,914 1,315 266 73 5 78 1,835 1,867 3,702 207 
Johnson..... Se snail ales 12,209 662 122 23 3 26 994 690 1,684 138 
Knox (Knoxville)............ 155,890 17,548 5,756 6,114 986 7,100 114,835 2,484 117,319 7153 
EE SIE RSE paces 10,486 9 152 76 15 91 1,605 2,016 621 345 
NGRMINDADIG 5 05.55 ca0senen's 23,402 2,139 318 227 25 252 3,517 2,858 6,375 272 
RRO 5 055 5.5.0 016 0'9.0'60:0hem% 26,600 2,282 290 125 8 133 3,309 2,306 5,615 211 
IER NS ets ES oS orate 5,258 530 67 16 9 25 535 270 805 153 
[EE ee eee 25,091 2,401 481 199 13 212 3,899 2,445 6,344 253 
Ton et aera as 17,805 1,739 460 137 7 144 2,752 909 3,661 206 
ia) Si RSE a ere 29,001 2,550 712 540 OF 567 5,912 1,408 7,320 252 
RRA ATs te sinc Sis wteels SEGA 19,868 964 136 46 2 48 1,758 1,683 3,441 173 
BERRI St tienes oa see 13,781 1,015 78 3 917 1,085 2,002 1458 
NENIMA So's iis scis tebe roeieen 51,314 5,603 1,536 1,429 110 1,539 17,428 2,862 20,290 396 
PE cota akonkniisencies 17,547 1,361 277 232 15 247 3,287 879 4,166 237 
2S Re ee 15,399 2,024 342 132 11 143 2,522 1,879 4,401 286 
oe ee eee ae 31,776 3,168 762 613 67 680 8,638 2,514 11,152 351 
NRE EE Ak So 0.3 ck Gone 6,127 365 50 il cacecgtatkecete 4 626 1,086 177 
RTNNGE 5k sock csi w eerste es 21,376 1,371 339 139 9 148 2,752 1,282 4,034 189 
Montgomery............000% 30,864 2,417 602 485 113 598 7,492 3,308 10,800 350 
MR Rk ca Sooke Sons 4,037 328 22 5S eee ee 3 305 380 685 170 
RIDER S552) cone cammcee 13,602 617 145 132 7 139 1,910 399 2,309 170 
COE ae Se es 29,126 3,240 544 234 33 267 4,357 3,913 8,270 284 
SOON y och... cacaksuiee sees 18,175 668 156 51 1 52 1,529 940 2,469 136 
PR Ch Sto ta omnia Nese 7,132 380 56 15 1 16 612 902 1,514 212 
PEE .cacoasts saiacaeanaate es 5,617 97 15 BS lcete es vce 3 305 352 657 117 
OS SEE Se ORT 15,678 1,452 436 207 12 219 2,982 455 3,437 219 
ee Oe ee OPM 23,766 1,366 364 161 11 172 3,210 1,225 4,435 187 
aan AAS eee et 13,871 1,055 199 81 11 92 1,758 852 2,610 188 
LYE Sen ee oe 24,469 2,378 574 430 37 467 6,191 1,038 7,229 295 
TINO 5 5 ckcsaussaueeos 28,194 3,685 686 294 39 333 5,352 4,610 9,962 353 
RAIITON o's wide caiaccakanaks 32,291 4,089 733 359 64 423 6,421 3,735 10,156 315 
Britis ile taitee cis sucess eine 14,082 716 212 106 14 120 1,910 376 2,286 162 
REMAND cc cyassucdensc ses 4,047 223 50 5 2 7 305 279 584 144 
SRS ie eee 20,479 1,182 246 17 7 24 1,529 1,652 3,181 155 
Shelby (Memphis)........... 304,788 44,266 13,204 15,202 2,649 17,851 244,909 4,067 248,976 817 
oS Nee ae ee Se 15,470 1,470 232 29 10 3 1,683 1,877 : 230 
RIE acces ioanties 13,278 730 74 BBY hc. caceee 18 1,147 1,537 2,684 202 
RIGA oc ochc deed hakanaeec 51,084 6,794 1,782 890 105 995 12,689 2,001 14,690 288 
OE EE tea eer 28,620 3,205 482 190 18 208 4,205 2,648 6,853 239 
SO RE ne oe 27,514 1,749 223 178 19 197 3,517 2,677 6,194 225 
MUD < -ocociesewneneeee 5,714 785 91 20 1 21 1,987 640 2,627 460 
SIDA k back eeaukeoucsnsee 12,678 995 313 409 17 426 4,510 214 4,724 373 
SUMAN cha sxe swe paseaennecn 11,371 576 64 1 3 4 765 883 1,648 145 
WAM EDT 54 cc esiiveww www srwls 3,516 145 28 3 Re ee 2 153 157 310 88 
1 ee ere 18,483 1,486 315 108 29 137 2,522 1,279 3,801 206 
Washington................. 44,938 4,858 1,409 907 117 1,024 12,383 2,261 14,644 326 
PN Sys 0 ccs sotuavereower 12,178 834 118 25 1 26 1,071 777 1,848 152 
OP ee 29,269 3,123 412 191 22 213 4,128 4,055 8,183 280 
RUE oc ivolisssx Sone ewan es 15,615 951 256 108 3 111 1,987 895 2,882 185 
RV AMINIIEON 5 Aisa 66s aan ecs 22,380 2,686 516 299 34 333 4,587 2,693 7,280 325 
BRI ni. inca asiewankiweeaits 24,573 3,264 499 157 25 182 3,745 2,783 6,528 266 
DISTAG 5 6 os5sew incense. 2,608,759 258,902 65,097 55,611 | 8,205 63,816 951,287 157,502 1,108,789 425 
NABER OT 5 sis iosiens sx. 5's soreagereee's 34,721 | 3,665 663 875 | 70 | 945 11,034 1,782 12,816 369 
8 ae Te 701 77 16 £1, | 3 212 51 263 375 
EEE a een nk 29,535 | 3,785 809 493 73 566 7,427 1,057 8,484 287 
RMR Coho chon isn aust keane eke 2,220 382 50 38 8 | 46 637 27 664 299 
“8 SE Sea ee een ace 9,683 | 2,431 640 302 60 | 362 4,032 1,558 5,590 577 
| 
ee A a ee 3,327 | 728 151 55 a | 55 1,061 1,260 2,321 698 
ASRRIGK c:ccxcus coos kere 15,653 || 2,209 302 174 18 | 192 3,608 2,729 6,337 405 
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$350.-.000.000.00 


—new wealth from oil .... comes into West Texas 
every year... the value of petroleum products manu- 
factured in Fort Worth alone is a million dollars a week! 


$268.000.000.00 


new wealth from Cotton .... that’s West Texas’ last 
year pay-check for 2,145,373 bales! 


$100.000.000.00 


for beef cattle alone! 

—Still the greatest livestock country in the world—yet only 
one item in the staggering total of new wealth every year 
in West Texas. . 


$100.000.000.00 


—grain’s contribution! 

And every year West Texas rises in importance as one of the 
world’s natural granaries—wheat alone was 37 million 
bushels last year! 


Are You Getting Your Share? 


—A big melon this, for merchandisers with vision to see West 
Texas as the greatest “new” country in the known world! Pro- 
lific and prosperous, no wonder 2,000 new souls migrate into this 
vast undeveloped Canaan every week! 


And what a find it is to be able to wedge into this amazing money 
with one paper that covers it like no other paper can—125,000, 
Net Paid! 


ForT WORTH STAR-TELEGRAM 
are Fort Worth Record-Celegram 


F AMON G. CARTER A. L. SHUMAN 
Lineage—1929 President and Publisher Vice-President and Adv. Director 


Charter Member, Audit Bureau of Circulations 
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TEX AS (Continued) 


AUTOMOBILE ALL SPENDABLE MONEY 
; REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties eo (1929) $1,000 OR MORE (1928) 
193 
(Cities in Parentheses) (in Thousends of Dollars) Par Capita 
Under Over $1,000 to Over Total 
$1,000 $1,000 ‘ $5,000 Industrial Farm Total 
E'S inte cyocetne wae oer aie 18,860 3,350 525 Ky i 25 347 5,729 4,327 10,056 533 
REDE aR i ay Mae bs tenes 5,181 510 103 6 4 10 138 209 347 67 
PION oss 0. wane sera Ser 3,782 689 91 9 9 848 778 1,626 430 
Bastrop 23,903 3,204 504 608 53 661 8,276 4,525 12,801 536 
Baylor.. 7,419 1,755 296 136 16 152 2,546 3,082 5,628 759 
ee. ... 15,718 2,244 423 194 34 228 3,819 2,513 6,332 403 
Bell.. 49,887 8,518 1,751 1,443 168 1,611 15,804 10,206 26,010 521 
Bexar ‘Gan Antonio) .. 292,436 45,144 14,995 13,556 2,353 15,909 227,686 8,085 235,771 806 
Roa aia saghnee anon ts 3,842 664 55 16 7 23 848 1,059 1,907 496 
CL cc cman welcoeees 1,505 168 15 E 1 3 117 383 500 332 
A Seer tor 15,591 2:904 375 183 12 195 4,456 4,708 9,164 588 
EG. sinc ches angers 48,637 5,656 1,439 1,079 102 1,181 14,854 4,560 19,414 398 
RES EAE a ee 23,050 3,588 721 533 26 559 7,427 2,504 9,931 431 
eee eer oe 24,010 3,079 722 401 99 500 6,579 2,979 9,558 398 
RN Sn os viene canine 6,619 937 251 120 23 143 1,698 92 1,790 270 
IR i Gas. di 5i6- 0 Sos aera nee 5,586 838 137 8 13 21 370 1,512 1,882 320 
Ne oh Reo VE Sine 5,903 712 150 68 9 77 1,273 675 1,948 330 
DOD 4 os bale Sw Sel de- es eka E 26,363 6,203 1,502 589 61 650 8,913 4,272 13,185 500 
ICO TOT 19,846 2,028 363 221 29 250 4,032 3,603 7,635 385 
ica ois Kas. 25. oUe Nee 10,355 1,727 145 59 13 72 2,334 2,837 S371 499 
Caldwell..... 31,391 4,033 1,039 867 203 1,070 10,822 6,815 17,637 562 
Cathoun..... Saws mak ecnee 5,377 713 122 58 7 65 1,273 930 2,203 409 
eT ee re 12,761 3,764 898 226 30 256 4,456 3,188 7,644 599 
NN ei wc Pe wees 77,572 9,463 2,699 1,418 202 1,620 18,038 5,270 23,308 300 
Camp. 10,072 1,156 179 88 10 9 2,334 1,071 405 338 
Carson 7.4422 4,232 994 146 12 158 1,186 820 2,006 257 
eenee oaies 29,972 2,674 361 146 a7 163 5,093 3,345 8,438 282 
Castro.... 4,720 461 115 11 oon | 637 1,657 2,294 486 
SN ee wo aS os algarve 5,710 619 57 37 10 47 848 907 1,755 307 
I i565 dob resale eee 43,181 4,341 666 462 44 506 9,337 3,464 12,801 296 
a caig ws Mtr ecw keane 16,044 2,913 621 396 49 445 5,305 5,738 11,043 688 
Clay.. 14,545 2,821 413 283 29 312 4,881 5,662 10,543 725 
Coke 5,253 1,081 107 90 8 98 1,698 4,257 2,955 563 
Coieman 23,660 4,806 783 358 59 417 6,790 6,915 13,705 579 
NR oe 5d ois Suwa sa NOs 46,171 7,324 1,116 1,050 141 1,191 16,452 14,648 31,100 674 
NS 14,467 2,592 391 249 53 302 2,119 4,163 6,282 434 
BE LG Ges halen Sh scmak 19,129 3,410 509 385 47 432 6,154 4,249 10,403 544 
~ See 11,983 3,079 740 426 77 503 5,305 1,360 6,665 556 
SS a Rn eee 18,437 3,339 442 258 13 271 5,729 4,192 9,921 538 
ED ce Gea RG a molec wes 7,645 1,496 201 66 16 82 1,698 2,336 4,034 528 
Cooke... 24,121 4,365 891 529 79 608 8,022 7,072 15,094 626 
Coryell 19,999 2,918 391 194 25 219 5,093 6,749 11,842 592 
Cottle 9,395 1,661 287 62 47 109 2,334 4,216 6,550 697 
Crockett. . 2,590 646 180 7 40 57 637 842 1,479 $71 
Crosby... 11,033 2,096 416 194 26 220 1,270 3,645 4,915 445 
Culberson . ‘ Fi 1,217 249 45 16 5 21 425 12 437 359 
ER cir csiteme es Sets 7,790 1,217 328 441 14 455 3,819 914 4,733 608 
eS OU ee 326,029 60,492 19,427 25,669 4,695 30,364 284,513 12,325 296,838 910 
Dawson. . 13,558 2,152 479 270 68 338 1,374 2,922 4,296 317 
Deaf Smith. 5,981 1,203 316 201 9 210 2,422 1,442 3,564 596 
Delta.. ar 13,136 1,887 212 281 11 292 4,456 3,582 8,038 612 
Denton... Sr ee ee 33,016 5,804 1,032 689 94 783 11,883 9,627 21,510 652 
eee 27,438 5,497 867 428 112 540 8,063 7,814 15,877 579 
Dickins . 8,680 1,671 313 86 27 113 2,334 4,037 6,371 734 
Dimmit .. "i 8,814 1,430 238 50 17 67 1,485 234 1,719 195 
Donely..... 10,438 2,071 452 262 30 292 3,819 2,741 6,560 628 
Duval ae 12,191 1,017 147 86 14 100 1,910 1,114 3,024 248 
Eastland... 33,981 11,266 2,925 1,473 132 1,605 21,645 2,748 24,393 718 
dares 3,958 804 148 17 das 17 425 59 484 122 
Edwards. 2,764 642 109 || 72 9 81 1,061 1,479 2,540 919 
Ellis .. 53,877 8,586 1,874 | 1,474 198 1,672 20,670 16,720 37,390 694 
Bi Paso ‘1 Paso) . 131,092 13,254 4,600 || 6,065 929 6,994 98,017 ,037 103,054 786 
aie ea 20,803 3,884 596 || 292 20 312 6,578 4,328 10,906 524 
Nees Sac ngs Sa eieree Bete 38,911 4,557 616 | 594 124 718 9,760 10,644 20.404 524 
Fannin..... 41,270 5,575 786 || 518 90 608 11,883 11,190 23,073 559 
Fayette. .. 30,704 5,951 927 || 488 103 591 9,549 7,235 16,784 547 
Fisher..... 13,562 2,296 389 186 13 199 3,396 4,505 7,901 533 
Floyd..... f 2.538 Sil 162 48 210 3,819 6,334 10,153 818 
Foard.. 6,313 1,372 292 109 18 127 2,122 3,085 5,207 825 
Ford Bend 29,722 4,080 667 418 40 458 6,790 6,125 12,915 435 
Franklin 8,493 908 56 38 1 39 1,485 1,345 2,830 333 
Freestone 22,582 2,959 482 417 100 $17 7,003 3,016 10,019 444 
Frio..... 9.410 1,373 185 100 20 120 2,334 1,843 4,177 444 
Gaines... 2,900 408 61 23 4 27 350 354 704 243 
Galveston (Galveston) . 65,045 10,844 3,109 5,503 863 6,366 54,583 545 55,128 848 
a 5,586 1,422 236 37 30 67 1,910 1,991 3,901 698 
Gillespie 11,021 2,639 446 211 14 225 3,607 2,951 6,558 595 
1,263 161 25 7 sewacts 7 212 207 419 332 
Goliad. . 10,097 1,524 251 104 18 122 2,334 3,228 5,562 551 
Gonzales 28,342 4,314 595 388 94 482 7,640 6,888 14,528 513 
Gray.... 22,073 3,838 1,094 222 39 261 2,759 2,421 5,180 235 
Grayson 65,837 10,681 2,557 2,777 229 3,006 31,615 11,970 43,585 652 
Gregg.. 15,733 2,584 424 37 29 404 5.517 1,182 6.699 426 
OO OO eS eee eee ee re 22,630 2,475 295 312 42 354 5,729 3,094 8,823 = 
nee ETRE Ce 28,883 4,652 860 450 96 546 7,640 8,446 16,086 pod 
| Rey or eee en 20,192 4,022 1,057 233 90 323 3,601 3,873 7,477 
BN ihe Nk ch a pei ebony ore J F 
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of Houston_ 


The geographical advantage of Houston 
has made possible its transformation from 
a frontier village to “The Greatest Inland 
Port in the World” and Texas’ largest 
city. 

Houston is situated fifty miles inland, yet 
_— ships of all nations enter her corporate 
imits. 

This was accomplished by the widening 
and deepening of Buffalo River which links 
Houston with the Gulf of Mexico. 


The result has been of tremendous im- 


portance in the development of Houston 
and its industries. 


TERSE FACTS PERTAINING TO THE 
HOUSTON SHIP CHANNEL AND 
HOUSTON AS A PORT 


Length...50 miles; depth...30 feet; width..150 
to 250 feet on bottom. 

Steamship lines...in excess of 70. 
Served by Municipal Belt Line...connected with 
I8 trunk railroad lines. | 

Vessels entered in 1929...4,098. 

1929 channel industries... 82. 

Capitol investment ...4200,000,000.00. 
Employees... 15,000. 

Daily payroll of channel industries. ..#100,000.00. 


Each vessel averages #10,000.00 expenditures 
while in Houston. — 


THESE FACTORS MAKE HOUSTON A VALUABLE 
MARKET FOR YOUR_PRODUCTS. TO REACH THIS 
MARKET TO YOUR BEST ADVANTAGE AND _ AT 
THE MOST ECONOMICAL EXPENDITURE, USE.... 


THE HOUSTON CHRONICLE 


Houston’s Major Medium 


... HOUSTON 
Texas Largest City” 
JOHN M. BRANHAM CO. National Representatives 


SALES MANAGEMENT 
TEXAS (Continued) 
| AUTOMOBILE ALL SPENDABLE MONEY 
|| REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties se oa | (1929) $1,000 OR MORE (1929) an 
9 ; = 
(Cities in Parentheses) | (In Thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1.000 $1,000 $5,000 $5,000 Industrial Farm Total 
PAIN: .5s.cvwiawsddscses.cl 13,315 2,764 400 183 8 191 3,819 3,896 TIS: 579 
ROT ES ccisceswesiecinn 3,538 748 208 12 4 16 54 520 574 | 162 
Hardeman. . : 14,532 3,109 513 415 92 507 5,729 5,517 11,246 774 
Hardin. . 14,046 2,594 436 444 55 499 5,517 185 5,702 405 
Harris (Houston). 356,078 59,289 16,864 21,894 3,878 25,772 306,524 3,505 310,029 871 
Harrison.. 48,926 4,702 1,052 1,101 95 1,196 13,793 2,723 16,516 338 
Hartley 2,186 284 78 11 3 14 425 524 949 434 
Haskeil 16,643 3,113 488 229 42 271 4,881 7,504 12,385 744 
Hays 14,915 2,662 601 430 62 492 5,942 2,991 8,933 599 
oom oil .. 4,637 986 256 167 10 177 1,910 551 2,461 331 
Henderson. 30,583 2,890 365 236 35 271 6,366 3,561 9,927 325 
TL ee ere 96,609 11,226 2,914 753 140 893 15,066 6,873 21,939 286 
Hill.. 43,036 6,412 997 809 104 913 13,793 14,009 27,802 646 
Hockley. 9,297 826 124 8 3 11 40 51 91 10 
Hood. 6,779 1,177 143 37 4 41 1,698 1,524 3,222 478 
Hopkins. . 29,398 3,212 418 314 23 337 7,427 4,635 12,062 410 
TGIGR sien Seisnuoatawett 29,312 2,287 298 202 49 251 5,517 4,183 9,700 331 
RMON Ss sli slsroeow-veSeuaisers 22,889 2,683 562 428 48 476 4,669 2,970 7,639 334 
MRO. ci 5 55 as nesicicwa des 3,729 3,326 66 48 5 53 254 317 571 153 
ES ee eee 48,912 7,653 1,365 1,110 132 1,242 17,187 9,260 26,447 541 
Hutchinson............200-- 14,837 601 208 1 3 4 212 492 704 47 
AGION s cise 2,103 480 103 18 7 25 637 356 993 472 
EK: 6 c'0:<1s 9,046 1,881 236 112 1 113 2,759 1,894 4,653 514 
Jackson.. 10,725 1,475 189 100 13 113 2,759 2,001 4,760 434 
Jasper. 17,083 2,529 296 188 20 208 3,819 403 4,222 247 
Jeff Davis... 1,802 254 70 45 i 46 637 69 706 392 
Jefferson Pavement kesamauc 132,895 19,924 6,221 7,164 914 8,078 86,637 1,411 88,048 663 
Jim Hagg. . Kesiets 4,926 1,049 187 55 10 65 84 364 1,212 246 
Jim Wells. 13,459 1,783 306 99 25 124 2,122 1,458 3,580 266 
Johnson.. ee RT oe 33,319 6,551 1,172 998 66 1,064 13,581 7,480 21,061 632 
BEES hoissa danse anaes 24,193 5,410 1,069 562 57 619 8,913 7,105 16,018 662 
OTe: eee 23,314 3,450 520 306 95 401 6,154 6,997 13,151 564 
SRNR TS <c0csanastias one’ ¢ 40,906 4,986 811 892 120 1,012 13,157 8,943 22,100 540 
BERR. 54.00 hiawaanewswen es 4,974 1,433 235 127 17 144 2,122 1,129 3,251 654 
RBA 5008. s,k 0 somiain. cies 710 70 24 14 12 26 212 35 247 348 
Be cccincnicacvasstuweses 3,851 736 114 25 3 28 848 1,114 1,962 509 
ih sociisi'nteaeeiawuiier 10,149 2,005 432 270 51 321 3,396 1,371 4,767 470 
eee ee 4,117 915 183 46 8 54 1,273 1,142 2,415 587 
MANE on scic swan seudcenbiess 1,203 170 22 3 1 4 117 241 358 298 
0 ee re 3,980 555 66 93 13 106 1,273 500 1,773 445 
REID uc ics 6S ANTS Ones aes 12,455 2,320 552 390 47 437 4,244 794 5,038 404 
Knox 11,366 2,292 429 187 33 220 3,819 5,530 9,349 823 
Lamar 48,524 6,189 1,413 1,146 147 1,293 16,976 10,148 27,124 559 
BRO 5.55.51) S 565 war eanhs Ses 18,134 1,676 364 26 10 36 475 18 657 36 
TGAIMDEBDS 4 5.06.656.s 000000006: 8,672 2,260 293 166 20 186 3,183 2,025 5,208 601 
7X 2 aE ee eee ee 8,227 1,041 172 87 8 95 1,698 981 2,679 325 
NIRWRID s sic isin isis dra ais 27,551 4,905 1,166 897 79 976 11,671 6,197 17,868 648 
Rie aia e Ac eee Cah eearthiens 13,382 1,820 273 96 5 101 2,759 1,958 4,717 352 
IRDA, <caiihisionseximwanins 19,888 1,521 178 84 12 96 3,607 2,878 6,485 326 
RIDE oo. sited Iocan nnn anceet 19,821 3,176 537 515 52 567 6,578 1,425 8,003 404 
TRRIUGOE 65 :<0sicieiescin Kuiceinee 39,466 6,209 1,332 1,157 183 1,340 14,642 9,475 24,117 611 
Ramen oscus nea oan Waacaty 4,508 1,117 241 35 4 39 1,485 1,739 3,224 715 
TE CR ete 8,957 1,060 152 39 7 46 1,273 1,525 2,798 312 
“ES eae enn 5,528 1,298 138 99 10 109 1,910 590 2,500 452 
ES ee: 39,091 7,081 1,796 713 125 838 5,295 2,615 7,910 202 
SRO Ge ooaess Reise meisweewoe 12,366 2,041 332 72 29 101 825 1,702 2,527 204 
McCulloch... 13,826 3,018 549 179 42 221 4,032 4,302 8,334 603 
McLennan (Waco). 98,640 | 17,765 3,985 3,950 840 4,790 54,562 15,572 70,134 711 
MeMullen.. 1,351 216 22 1 21 183 395 292 
Madison.. Suicaiaine woe 12,226 1,151 124 43 9 52 2,122 2,077 4,199 343 
RNGBE NG .8s s.aisqaeceuw-seaae 10,322 996 151 77 7 84 2,122 632 2,754 267 
PRTG oer. heres ae amd aeduisiets 5,793 664 89 35 12 47 254 481 735 127 
BEUONI Gs acini sioss.e's0va 5,509 1,325 190 45 7 52 1,485 1,064 2,549 463 
Matagorda..............008- 17,671 3,043 587 475 48 523 6,366 5,435 11,801 668 
PEO PTION 5 6ccs cw sina se-warenew + 6,117 846 196 239 43 282 2,759 7 2,835 463 
LE eee ene ent 13,986 2,234 415 210 27 237 3,607 3,563 7,170 513 
Ma nE Cs «.csiisres awasauleantne 4,444 981 187 42 18 60 1,273 753 2,026 456 
RENNIE oc scisavoris wards, am aie 8,003 1,363 335 122 13 135 1,485 543 2,028 253 
RRMBRR  aulonceiss wu oselwnateeen 37,977 5,417 777 675 102 777 10,821 9,392 20,213 533 
RBS ics sds ei daiae dear 8,292 1,656 227 57 9 66 2,122 2,350 4,472 539 
RHA 3305 Ra ohiexonuteons 14,184 3,159 730 294 44 338 1,969 2,041 4,010 283 
Montague......... 18,739 4,161 787 293 30 323 6,154 5,050 11,204 598 
Montgomery...... 13,879 1,997 277 238 14 252 4,032 983 5,015 361 
= ae eects 1,555 251 45 18 1 19 21 272 293 188 
RR onic oris antnk oheatnsens 10,026 1,125 155 63 3 66 2,122 1,251 3,373 | 336 
BED. oa biss oe xp barwdseteoehs 6,810 1,183 227 72 18 90 1,910 2,454 4,364 | 641 
Nacogdoches................ 30,294 3,416 644 331 40 371 7,003 2,258 9,261 | 306 
Navarro...........0.0.0000- 60,494 8,935 1,941 1,742 517 2,259 24,191 11,917 36,108 | 597 
REPEL s «svn a%s'g. casy-aersnoe es 12,526 1,215 152 69 7 76 2,122 274 2,396 | 191 
CLS ee or ve 19,366 3,760 815 440 36 476 5,942 3,061 9,003 | 465 
RCSB cists slew. 5. s605-amedts 51,823 7,900 2,075 1,067 262 1,329 15,915 8,480 24,395 | 471 
Co ee 5,215 1,063 226 24 9 33 296 1,084 1,380 265 
Sate Reape ep 1,405 302 87 12 ae 12 233 219 452 | 322 
Co eae mrernne on 15,122 2,888 673 783 76 859 8,488 296 8,784 | 581 
BMS Scan core ak auita oi 17,575 3,900 906 555 57 612 8,277 1,485 9,762 | 555 
Se ene Ge 24,062 1,496 171 82 7 89 3,607 2,344 5,951 | 247 
ee ee ee ee eae 18,725 | 3,623 603 322 51 373 6,366 3,520 9,886 528 
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e 
—. TEXAS (Continued) 
| 
AUTOMOBILE ALL SPENDABLE MONEY 
= REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929) $1,000 OR MORE (1928) 
(1930) 
(Cities in Parentheses) (In Thousands of Dollars) dari 
aa! Under Over $1,000 to Over Total er Capita 
$1,000 $1,000 $5,000 $5,000 Urban Farm Total 
Capita Parmer... ET ere 5,868 913 161 18 18 370 591 961 164 
[SE ek as 7,843 1,108 281 105 17 122 1,698 926 2,624 335 
—— Polk. . peed 17,561 1,909 250 191 21 212 3,607 1,465 5,072 289 
579 Potter (Amarillo) . . ay) 46,055 13,318 5,236 2,331 255 2,586 25,584 790 26,374 573 
162 NMA tare ution erent ican: 10,135 932 313 215 22 237 3,183 413 3,596 355 
774 NEES. okcce Se aresit cee a 7,111 769 53 14 1 15 1,273 1,076 2,349 330 
406 ERIE cian sieis sevens soheway 7,073 1,264 264 87 12 99 1,485 1,905 3,390 479 
871 RAEN iceicince.8s wh oacws 2,278 1,482 486 30 9 39 345 27 372 163 
338 CR Be Bae ara eae! 2,197 382 56 14 1 15 637 485 1,122 511 
434 Wed REWER aieclhiccoseiazincaee 30,922 3,022 459 272 30 302 7,427 6,582 14,009 453 
744 1 aa eee 6,342 986 229 86 5 91 1,698 556 2,254 355 
599 1 oS Se Rene aera ae 7,686 1,263 217 76 10 86 1,485 1,446 2,931 381 
531 1 Soe Se eRe IE anes 1,452 505 87 93 4 97 609 587 1,196 824 
325 MARR 5 oo wirdcind oaarets 27,132 2,689 411 236 48 284 5,729 4,858 10,587 390 
286 Mablroral les corctiis as caictneciat: 7,656 1,954 155 155 18 173 2,759 2,930 5,689 743 
646 Runnells. EVs Ce Pe 21,821 5,134 925 453 74 527 5,748 5,907 11,655 534 
10 Rusk. . i RRO cori 32,486 2,911 366 174 14 188 5,517 3,325 8,842 272 
478 Sabine . Bone sig 11,966 1,547 172 105 7 112 2,546 513 3,059 226 
410 San Augustine. . Be eee, 12,311 1,253 147 96 5 101 2,334 868 3,202 260 
331 San Jacinto..........e.eeee- 9,512 595 78 22 1 23 1,273 848 2,121 223 
334 San Patricio. ............6-- 23,846 3,012 505 366 51 417 5,092 3,935 9,027 379 
153 OE CO eS eae 10,275 1,703 224 72 16 88 2,334 2,618 4,952 482 
541 RANCH Sorcha cats etnias 3,166 631 111 25 10 35 466 674 1,140 360 
47 ae 12,187 2,120 469 45 14 59 2,971 4,067 7,038 577 
472 Shackelford... ..2.002s00s- 6,688 2,316 530 228 23 251 2,971 1,133 4,104 614 
514 BERN RO oa kia alctels herons 28,631 3,266 465 221 22 243 5,729 2,293 8,022 280 
434 Meer atin: scidorsa socarec. eis 2,313 439 87 10 3 13 425 959 1,384 598 
247 i Sea: 53,228 5,895 1,279 1,220 72 1,292 15,491 3,941 19,432 365 
392 Ga) eae 3,016 520 38 16 7 23 637 611 1,248 414 
663 Starr..... rai tiiina' derduiesecite 11,412 725 100 62 10 72 1,910 568 2,478 217 
246 FANON cnisccu oe vietstonbe wactes 16,543 6,510 1,645 1,107 104 1,211 11,459 1,194 12,653 765 
i a EO eae eee 1,431 484 76 57 12 69 637 297 934 653 
632 BERANE: cca cte sv ocstnira cicaaes 6,668 1,054 135 63 3 66 1,273 1,440 2,713 407 
662 RATE caine nike Woricdaoats 2,806 600 121 56 57 113 583 733 1,316 469 
564 Swisher . f: 7,344 1,713 434 87 14 101 1,432 1,478 2,910 396 
540 Tarrant (Fort Worth)... : 197,043 36,737 11,417 11,525 1,629 13,154 175,629 7,692 183,321 930 
654 Taylor.. ee es cehod 40,980 10,284 3,109 1,343 226 1,569 17,188 6,967 24,149 589 
348 Terrell .. Pau asnianwcens 2,661 514 118 99 17 116 1,061 380 1,441 542 
509 AVRO maste cit cacccsecens 8,872 1,214 219 31 14 45 317 460 777 88 
470 Throckmorton...........0.. 5,251 1,316 187 39 10 49 1,273 1,610 2,883 548 
587 Titus. Pein aku Oia icesiaels 16,000 1,538 206 136 12 148 3,819 2,376 6,195 387 
298 Tom Green. . Faheg bare 36,029 6,928 1,749 801 154 955 10,610 2,462 13,072 363 
445 Travis (Austin) . Ray 77,777 12,434 3,667 2,740 572 3,312 40,344 7,644 47,988 617 
404 Trinity... EEE Sa 13,628 1,374 200 123 13 136 2,759 926 i 270 
823 ets ac srcutrcienun as anaes 11,518 1,281 157 102 22 124 2,122 396 2,518 219 
559 athe: scsi siuis. cacein worst eos 22,297 2,157 224 166 3 169 4,456 2,282 6,738 302 
36 Bnei a docrersiatics snidcaaaies 5,966 1,703 536 4 1 5 212 25 237 40 
601 ORIN ae sicloscan cawin'eas ieee 12,941 2,306 465 275 48 323 4,032 2,364 6,396 494 
325 Wall VERCBr.. cviace eles aicanetexs 14,894 2,550 490 414 106 520 5,305 1,207 6,512 437 
648 Wan Zand ta ctsceroceeicstcanaaes 32,274 3,079 332 259 12 271 6,578 5,011 11,589 359 
352 \CEL1 eC MOI RES ie 20,139 3,435 707 522 78 600 7,003 3,322 10,325 513 
326 WERNER crac secrcles So eed eae: 18,429 1,574 262 154 34 188 3,819 1,290 5,109 277 
404 WIRES ds corwy wccoranm chee iae 9,523 1,394 105 108 20 128 2,546 1,844 4,390 461 
611 WENT oars wore ccaseisiawaaca ters 4,598 505 83 27 4 31 637 679 1,316 286 
b Washington.............0- 25,393 3,825 696 455 62 517 7,427 4,460 11,887 468 
= : WEEE Shoo Scor caratcwa salen: 42,166 4,226 1,342 971 209 1,180 11,884 500 12,384 294 
bo Wharton. . i cunchovees 29,671 4,579 715 431 79 510 7,640 7,334 14,974 505 
se 4 Wheeler. f 15,535 2,508 501 117 41 158 2,957 3,470 6,427 414 
2 : Wichita (Wichita Fails) .. |... 74,323 20,778 7,035 4,788 1,135 5,923 52,737 2,839 55,576 748 
- WHIDASUBE S shes css. n0.be ensio es 24,544 5,291 1,334 595 167 762 4,874 3,996 8,870 361 
ibe. WHEE sow on oaws, oncc ance. 10,504 1,244 253 57 13 70 412 291 703 67 
os Williamson Bectas doicea teres 44,141 8,268 1,454 1,129 148 1,277 16,127 15,698 31,825 721 
ase WRONG a cccatircs coon otha ciate 17,616 2,673 324 196 25 221 4,032 4,416 8,448 480 
WARD E atc creda arse, wae we 19,214 3,075 370 220 41 261 5,517 4,759 10,276 535 
rod ere 24,183 2,318 311 271 5 276 6,154 2,720 8,874 367 
bo Yoalcam. . RS ee eee 1,263 103 10 1 1 212 221 433 343 
oa OM on racers oclieacoeduae aie 19,266 5,175 1,300 697 146 843 9,336 3,080 12,416 644 
3 ENDS seis ctestaitss: on eie-v'a ocebar 2,867 100 16 2 2 425 198 623 217 
IR eR aR ett 10,350 1,168 186 51 3 54 1,061 242 1,303 126 
456 
33 TOPAD ocidisectacinest SSaRAEA 935,569 | 217,466 176,716 28,484 205,200 2,530,096 | 785,688 3,315,784 573 
539 —_ 
183 
598 UTAH 
361 = - 
Ce ena Ee 5,136 589 340 235 2 237 1,788 1,209 2,997 584 
vo WR MMMEE... soc cs sc ccuccencs 17,803 2,360 983 409 13 422 4,717 5,195 9,912 557 
CO SE ETERS A: 27,410 3,283 1,766 624 45 669 8,066 6,913 14,979 546 
- Eerbon.. hh RAS eae core 17,795 2,528 1,504 2,697 47 2,744 16,632 666 17,298 972 
97 WORE nih ew secre sa oe 4i1 23 14 cs Seep ope 3 41 170 211 513 
ea | oh eee 14,017 1,740 740 297 31 328 3,242 3,118 6,360 454 
oa ucheane. Sait epee RE Nig 7,473 730 347 64 7 71 1,601 1,217 2,818 377 
BOE oo oe ce nncvse nese cense 7,041 523 201 153 3 156 1,518 1,485 3,003 426 
65 Garfield. .. Bes erie ade 4,637 301 180 13 1 14 644 1,207 1,851 399 
522 nae ap as x os Raa 1,813 161 114 94 13 107 685 721 1,406 775 
rH RS ee 7,190 747 346 103 15 118 1,497 1,655 3,152 438 
147 fab... en feel kw eat 8,601 1,303 644 339 57 388 3,180 1,242 4,422 514 
ane, Sade eee ane 2,229 135 77 24 3 27 352 462 814 365 
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AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties oe (1929) $1,000 OR MORE (1929) 
1 
(Cities in Parentheses) (In thousands of Dollars) 
Under Over $1,000 to Over Total . Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
DEMIBEN chs teas as aeesacees 9,958 1,516 624 181 10 191 2,618 3,239 5,857 588 
ES Le 2,531 398 |. 144 64 13 67 685 556 1,241 490 
REED cso we er eweusso tees 1,936 181 89 10 5 15 416 435 851 440 
PMI neo cc cc omingnu anwanare 1,873 185 81 18 2 20 333 1,004 1,337 114 
Salt Lake (Salt Lake)........ 194,003 26,474 15,449 15,707 1,806 17,513 154,517 4,684 159,201 820 
CAL Se ae ae 2,319 97 60 16 2 18 374 524 898 387 
on ee ee et 16,020 1,648 638 254 34 288 3,700 3,547 7,247 452 
ee rE ne 11,191 1,436 582 157 18 175 2,493 3,465 5,958 532 
ESA Dae eae ORE 9,522 1,174 710 490 18 508 3,513 1,312 4,825 507 
BURR oo. cs5k oh cca weeds 9,411 1,166 573 513 26 539 3,575 1,234 4,809 Sil 
PEMNBGS, fish Uecn ca ceueecers 6,092 754 408 137 27 164 ; 1,914 3,701 608 
LL ERE eral eae co 48,939 5,821 2,482 1,070 82 1,152 12,241 6,951 19,192 392 
(ea Ses ee 5,636 584 254 103 20 123 1,268 1,168 2,436 432 
SUMMINOGEON <5 «55 5-4:s:0.0 a's 6:06 ne 7,385 499 195 “1s, Eee 39 1,040 869 1,909 258 
DRUID Shs c bis eS 5 ew. oicer aes 2,067 121 98 24 1 25 292 615 907 439 
Weber (Ogden).............. 52,143 7,095 3,986 3,898 284 4,182 28,416 3,592 32,008 614 
NTRS so cies scacedens 502,582 63,572 33,629 27,728 2,575 30,303 261,231 60,369 321,600 640 
ROR has woakicamiccnte 17,945 3,348 1,523 371 41 412 7,252 4,821 12,073 673 
DAN RION 6 sis cs vs0sseccye s 21,647 3,558 1,847 1,418 231 1,649 15,559 1,636 17,195 794 
RR cco ab aniencksaies 27,088 3,716 2,334 1,184 161 1,345 14,655 3,361 18,016 665 
GINOR oi wsdscescns ses 47,376 6,275 3,270 3,242 390 3,632 35,119 3,977 39,096 825 
ERE Cee? 7,144 891 485 336 9 345 3,680 1,069 4,749 665 
es i 29,929 4,082 2,414 1,453 103 1,556 16,700 5,324 22,024 736 
ob 3,940 642 220 88 8 96 1,451 737 2,188 555 
10,945 1,708 889 215 37 252 4,411 2,239 6,650 608 
16,674 2,569 1,179 432 52 484 6,929 3,394 10,323 619 
23,076 3,362 1,852 916 89 1,005 11,921 4,762 16,683 723 
48,442 8,101 4,196 3,025 385 3,410 35,474 4,884 40,358 833 
ee 41,732 6,426 3,608 2,585 330 2,915 30,868 3,438 34,306 822 
es 25,909 4,244 2,560 1,534 181 1,715 17,495 2,033 19,528 754 
EERO 37,245 5,534 3,486 1,676 249 1,925 23,692 3,617 27.309 733 
WERE cub we soupeseeeee 359,092 54,456 29,863 18,475 2,266 20,741 225,206 45,292 270,498 753 
BROR Roo. Siohckcas os hee 35,815 5,539 943 411 26 437 7,071 9,215 16,286 455 
J ee ener oe 42,079 5,844 1,534 2,300 160 2,460 23,542 2,795 26,337 640 
a eee 27,025 2,900 957 1,617 74 1,691 15,721 397 16,118 596 
ER Cs eka, casane shies 8,978 853 116 53 5 58 1,128 1,143 2,271 253 
RG Gio abicasnskccdsen, see 19,005 1,408 350 128 8 136 2,257 1,854 4,111 215 
Agpomattor .........005005. 8,402 1,017 227 71 6 77 1,355 1,001 2,356 280 
RMR sco ws ocho sie sew es 26,069 6,416 1,287 1,581 161 1,742 17,752 49 17,801 683 
(8 SS ROR RS 50,073 6,556 1,493 1,009 124 1,133 3,228 5,068 18,296 365 
MER c CEE Sa bee ERS 8,136 1,059 260 142 15 157 1,880 473 2,353 289 
POTS = Schitacdscwicucines 29,050 2,558 600 208 24 232 3, 837 2,991 6,828 352 
Se ee eee 6,031 376 60 8 1 9 451 498 949 157 
SE See 15,205 1,839 399 106 10 116 2,181 1,496 3,677 242 
Oe ee 20,487 1,899 247 368 14 382 4,513 1,952 6,465 316 
GIT 555 6 OSes hanes vex 'c 16,740 307 117 38 5 43 1,128 638 1,766 105 
Buckingham...............- 13,313 901 127 32 6 38 1,204 1,372 2,576 193 
Campbell (Lynchburg)....... 63,443 7,250 2,601 2,177 489 2,666 37,304 1,932 39,236 618 
EMME ola geese nose kine 15,263 1,731 248 78 12 90 1,955 1,435 3,390 222 
’ PRE oats tines cies cele ees 22,140 788 164 15 5 20 1,279 1,267 2,546 115 
SHRSIOS OIEY noe iicncacvceces 4,881 491 61 13 4 17 451 287 738 151 
Se ae: 16,063 1,869 255 111 5 116 2,181 1,959 4,140 258 
Cn 25,995 1,828 278 221 16 237 3,009 1,013 4,022 155 
PPERE ocace shack ccsinesuuts 7,263 1,034 226 55 12 67 1,204 1,116 2,320 319 
MN os coco seaws ie eeetes 3,561 480 79 10 2 12 377 331 708 199 
Lo eee eee ee 13,306 1,849 354 175 17 192 2,632 1,538 4,170 313 
GAMBOURIN isc asdccnsiscs 7,531 629 73 NGG ve eecs 16 602 992 1,594 212 
(ae eee eee 16,162 419 180 104 6 110 1,805 490 2,295 142 
Dinwiddie (Petersburg) ...... 46,981 4,819 1,094 1,383 183 1,566 26,999 1,502 28,501 607 
Blizabeth City ........<.05.- 29,175 3,239 1,176 953 78 1,031 10,531 306 10,837 371 
UE Sais 5 os sooo dea ORE 6,979 769 140 15 4 19 1,355 878 2,233 320 
NS ey eRe: 49,751 2,580 747 367 36 403 5,114 1,990 7,104 143 
LET a Oe eg 21,106 3,014 606 295 45 340 4,513 2,514 7,027 333 
PIR weccac crs down w'soeis Gor 11,703 1,012 186 9 2 11 903 1,070 1,973 169 
1 ESS SS eet eee Se 7,440 798 131 36 4 40 903 507 1,410 190 
a ee: 24,434 2,028 299 99 7 106 2,407 2,623 5,030 206 
“eS ee 7 24,010 3,364 1,190 484 67 551 6,618 2,231 8,849 369 
PO EE nN i as croc dant 12,804 1,118 305 149 8 157 2,181 649 2,830 221 
RNS Saco siwewuwiesc ears 11,019 1,245 305 42 6 48 1,355 670 2,025 184 
CSS a 7,953 833 110 39 5 44 978 614 1,592 200 
RRRUBON cick Miiesielewsuwe.tey 20,017 1,465 351 70 5 75 1,955 1,424 3,379 169 
NE Fee a a 6,213 454 53 5 2 7 451 541 992 160 
AIPRANIB os Sia dissec cde 13,221 1,029 211 195 20 215 2,708 1,141 3,849 291 
RMR or de riccenweoseetes 41,033 3,895 456 366 36 402 5,867 4,144 0,011 244 
ENS ee ae een eee 16,081 2,505 442 284 26 310 3,987 1,432 5,419 337 
Henrico (Richmond)......... 212,060 28,388 9,160 14,541 2,436 16,977 159,161 1,357 160,518 757 
EE RSA 27,413 2,353 704 287 39 326 4,288 1,210 5,498 201 
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DAIRYING- 


Vermont’s Greatest Industry 


ERMONT?’S leadership in dairying is well known. The great urban centers to the 

south and west provide convenient and ready markets for Vermont’s milk. Sixty- 
five per cent of the fluid milk and 50 per cent of the cream received in the Boston market 
come from Vermont. 


qNaturally, dairying pays Vermont a big cash income. Monthly checks for dairy 
products total $2,000,000 every month in the year. This guarantees Vermont farmers 
a steady income although Vermont is by no means exclusively a dairy state. 


{For instance, the annual output of Vermont factories is $138,000,000; granite, marble 
and slate: $17,000,000; maple sugar products $2,000,000. In addition, there is the 
annual value of cereal crops, livestock, forestry and fruit growing. 


{Vermont is a well-diversified and balanced market. It is free from the one crop or 
one industry danger. And it is easy and inexpensive to sell. The six member papers 
of Vermont Allied Dailies cover the state completely, establishing proper retail contact. 


VERMONT ALLIED DAILIES 


BARRE TIMES BENNINGTON BANNER 
BRATTLEBORO REFORMER BURLINGTON FREE PRESS 
RUTLAND HERALD ST. JOHNSBURY CALEDONIAN-RECORD 
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VIRGINIA _ (Continued) 


AUTOMOBILE NUMBER OF INCOMES OF ALL SPENDABLE MONEY 
REGISTRATIONS $1,000 OR MORE (1929) INCOME (1929) — 
Counties Population (1929) ae 
(1930) ; or 
(Cities in Parentheses) (Inthousands of Dollars) 
Under Over $1,000 to Over Total Per Capit 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
DS foscscetilnce mowers 4,525 537 107 | Seaieaareeee 4 451 423 874 193 
THIS GE WARE scsicns soc oes 13,404 1,774 189 52 10 62 1,580 1,281 2,861 213 a 
CRT 6 aes « 7,579 1,013 219 125 10 135 1,654 431 2,085 275 ton 
King and Queen............. 7,615 792 96 1c | arene 17 828 675 1,503 197 Pie 
King George.........00-00:. 5,299 937 136 (2 eae an: 29 676 578 1,254 237 
377,510 73,768 451,278 Ska 
King WHAM svic0 os000 0-0 7,930 1,012 143 104 15 119 1,654 535 2,189 276 Ska: 
PR EE ee 8,896 1.229 218 53 5 58 1,355 479 1,834 206 ig 
SS ate OURS tn Gao pene reee 30,421 1,790 461 108 8 116 2,708 1,322 4,030 132 pes 
Ee eae 19,825 3,092 767 218 44 262 4,063 3,275 7,338 370 } a 
ES eS ae eee ew 14,313 1,522 214 70 7 77 1,805 950 2,755 192 Thu 
TANG bois <iivs candor 14,058 1,487 220 41 17 58 1,504 1,664 3,168 225 a 
Da BG wikis crsccenics 8,953 1,080 171 28 10 38 978 1,110 2,088 233 Wh: 
NEUE ic o65 5 doeciosn scaee 7,883 1,098 302 64 4 68 1,355 493 1,848 234 Whi 
Mecklenburg...........000 32,624 3,089 437 319 36 355 5,190 3,397 8,587 263 Y 7 
NIRIMIBIOK desis 5 oie de eres 7,274 921 247 36 ms 38 1,054 585 1.639 225 a 
Montgomery .........-+..0.- 25,769 2,877 837 469 30 499 6,168 1,424 7,592 295 
NWMABDINONG (ois 6 :o:0'0.6: 866 0:9 0 < 0's 22,530 3,299 758 545 103 648 7,748 2,365 10,113 449 a 
PIRES ca dsins Sew echcse: 16,342 1,833 330 177 12 189 2,859 1,707 4,566 279 
Mint WRAL St ios sawasics ck: 4,300 516 72 19 1 20 526 316 842 196 
Norfolk (Portsmouth-Norfolk) 221,664 21,130 7,451 12,265 1,292 13,557 161,395 1,750 163,145 736 
Northampton............... 18,526 2,654 512 523 35 558 5,867 6,037 11,904 643 Se 
Northumberland............ 11,071 1,848 238 45 16 61 1,580 724 2,304 208 
ee ee: 14,865 1,888 426 409 36 445 4,889 970 5,859 394 Bar! 
CN SENET I ee SR Mie 12,070 1,642 344 162 28 190 2,632 1,099 3,731 309 Berk 
“OS ee er 15,746 1,438 294 206 16 222 2,859 973 3,832 243 aug 
Ta) 
Me in os Sh cio ae 14,799 826 138 56 7 63 1,355 1,722 3,077 208 Broc 
PIAA wine cco o2 ecu k-ouss 81,980 9,182 1,797 1,586 220 1,806 20,761 6,096 26,857 328 
BAMRIAD < 555006055555 005,08%5 6,102 714 79 22 5 27 602 816 1,418 232 Cab 
Prince Edward.............. 14,518 1,384 384 168 30 198 2,632 1,254 3,886 268 Call 
Prince George............... 21,709 1,805 417 199 77 276 3,535 599 4,134 190 oe 
10 
Princess Anne.............-: 16,240 1,730 336 254 13 267 3,535 1,087 4,622 285 Fay 
Prince William.............. 13,861 2,207 545 116 25 141 2,181 1,623 3,804 274 
[OE RIES aS ERE eae tee 20,628 1,779 570 280 25 305 3,761 832 4,593 223 Giln 
Rappahannock.............. 7,768 670 124 23 1 24 602 1,046 1,648 212 Gra 
RAMI GN cc voc aon hieccae ke 6,877 855 128 33 1 34 828 660 1,488 216 1 - 
in 
Roanoke (Roanoke).......... 104,375 12,291 4,829 4,855 625 5,480 53,556 1,333 54,889 526 Han 
Rockbridge...............- 55,882 3,268 726 341 60 401 5,265 1,869 7,134 128 
Rockingham................ 36,897 5,950 1,411 536 64 600 $123 4,406 12,529 340 Har 
Lo ee ee eee 25,954 1,583 393 129 21 150 2,783 1,358 4,141 160 Har 
BEE emis Sock osc Mews oe 24,181 1,020 189 57 6 63 1,805 1,719 3,524 146 ae 
erle 
GEMRREDAR cii.0:0ssaka sues: 20,649 2,889 634 176 17 193 3,384 2,677 6,061 294 an 
SN Ee ee ane 25,125 2,237 471 151 37 188 3,159 793 3,952 157 
Southampton............... 26,867 2,947 408 202 35 237 3,987 3,249 7,236 269 Lew 
Spotsylvania................ 16,882 2,265 599 468 21 489 5,641 968 6,609 391 Linc 
BrAMecs chants ate ate one 8,049 595 100 20 1 21 602 1,035 1,637 203 oe 
Rani con ben er ecintices 7,095 1,055 94 46 12 58 1,128 685 1,813 256 Mar 
ENE ee kiss coe ctek cise reine 12,093 1,610 150 80 18 98 1,880 1,397 3,277 271 
Pubewellickacideck oceaweesee 32,463 3,031 725 648 68 716 7,973 1,024 8,997 277 Ma 
INMEERAS oa erckc aeons 8,341 992 281 100 5 105 1,579 871 2,450 294 Ma: 
Warwick (Newport News).... 43,112 4,568 1,767 1,684 129 1,813 33,476 213 3,689 781 vs 
Washington...............5. 42,673 3,437 921 758 87 845 9,553 2,717 12,270 288 Mir 
Westmoreland............... 8,501 1,039 152 33 6 39 1,128 859 1,987 234 
DE Et ceo anshed- consent 51,166 4,701 1,356 1,096 86 1,182 13,088 723 13,811 270 Mo: 
BERND cho Naneatsnenidesuisgee 20,704 1,693 4 22 233 3,310 1,538 4,848 234 Mo: 
1 aE CR Ee tad 7,693 979 162 Aaa | esecciecoraumon 43 903 4 1,249 162 Mo 
1c 
Lt a ee 2,418,075 262,541 66,463 61,125 7,677 68,802 817,814 150.183 967.997 400 Ohi 
Pen 
Phe: 
WASHINGTON 
Pre 
Put 
oe ea ee 7,714 1,470 432 353 15 368 4,186 3,190 7,376 956 Rat 
BNR Rs cu -ocrosiiiees. cieae SOK 8,120 1,163 542 195 3 198 3,488 792 4,280 527 
BRIN 7.05, cons acawacke orn 10,952 2,081 682 437 15 452 6,479 3,219 9,698 886 Rit 
RNB osiucts ciisiaec ceneksaers 31,636 7,068 2,719 2,252 223 2,475 18,339 12,013 30,352 959 Ro 
PRRNED osc 0a Sr smccaae ae 20,262 3,219 1,335 987 55 1,042 9,270 1,474 10,744 530 Sun 
C1 ee TE ae 40,293 7,473 2,674 1,617 57 1,674 18,041 4,326 22,367 555 Ta 
LORIMER. «sais sox Geessaa kes 5,306 950 382 385 25 410 1,489 1,818 3,307 623 Ta 
CO ee a 31,794 5,364 2,150 1,414 92 1,506 14,852 1,648 16,500 519 TI 
ABS: ode sajectsiwawse ces 7,554 807 279 230 10 240 3,388 3,964 7,352 973 Up 
Pres Reise kinonscasanaaee 4,276 510 179 155 1 156 2,391 669 3,060 715 Ww. 
ae ee ee ee 6,133 1,098 410 780 10 790 4,286 1,005 5,291 863 We 
ISP) 5 iain ss ew awiocenenes 3,653 719 347 431 42 473 1,691 1,669 3,360 920 7 
CO EI ae Oe ree ogee 5,652 1,359 341 266 7 273 2,987 2,034 6,021 888 we 
Grays Harbor..............- 59,915 10,731 4,750 6,772 430 7,202 41,165 1,934 43,099 ae Wo 
EN SRY eo 5,367 1,186 282 111 3 114 2,592 1,607 4,199 78 Wy 
ee eee! 8,257 1,086 450 400 10 410 3,688 459 4,147 eo 
King (Seattle). ..........00. 463,008 77,711 33,657 49,053 6,368 55,421 471,692 7,919 479,611 — 
oN SB ak eee dee, ene 30,735 5,087 2,123 2,141 81 2,222 19,537 2,064 21,601 = oe 
i EE a ee 5 18,135 2,839 1,201 1,496 52 1,548 11,961 3,263 15,224 roo 
BOSAUAE so Sco biccwcneo ces 9,821 1,819 610 367 22 389 5,084 3,522 8,606 8 
RRMA hte anihac neni awe 40,007 8,398 2,827 2,548 117 2,665 26,513 4,650 31,163 Ha 
LSE Re ee a 11,887 2,784 907 660 44 704 3,974 6,395 10,369 pik poms 
RNR sk coe Ln 10,011 | 1,697 694 || 615 21 636 3,688 538 4,226 od 
CEE a 18,443 | 2,716 958 || 520 22 542 8,672 5,049 13,721 . Ade 
LO | Ss ee re LE 15,542 | 2,450 973 | 1,237 63 1,300 10,565 756 11,321 Ad 
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_W AS H I NGTON (Continued) 
|| , > | } r ro 
I AUTOMOBILE IU} ? INCOMES \ ALL SPENDABLE MONEY 
ia | RECISRHGNs | | NUMBEROR ACOH OF | ENCORE CB) 
Counties Population | (1930) I | a2 sat Bal 
(Claes tie Pemnettinnend (1930) | : | (In Thousands of Dollars) 
I Under Over $1,000 to Over | Total I Per Capita 
| $1,000 $i, 000 a5 $5, 000 | $5, 000 I Industrial Farm Total 
| {| | 1 
Pend Oreille........ 7,154 | 926 Ad i 445 12 | 457 | 4,087 394 4,481 626 
Pierce gag é 165,168 | 27,663 11,486 || 15,983 1,391 | 17,374 | 138,047 5,287 143,334 868 
San Juan.. 091 | 650 130 || 154 a 161 | 1,696 742 2,438 789 
Skagit . 35,102 | 6,307 2,384 || 2,108 | 119 | 2,227 21,031 5,717 26,748 762 
Skamania . 2,813 || 519 199 1 152 | 9 161 1,396 387 1,783 634 
Snokomish . Le aA 2 de! 79,001 13,588 5,802 4,024 334 4,358 | 45,053 6,348 51,401 651 
Spokane (Spokane ae 149,925 25,009 11,006 22,606 1,454 24,060 150,068 9,714 159,782 1,066 
Stevens. mts 18,545 2,931 1,048 59. 30 625 9,968 3,211 13,179 711 
Thurston... ee 31,368 6,681 2,499 2,043 142 2,185 17,544 1,988 19,532 623 
Wahkiakum . . Sada Sartre eeeeraty 3,860 367 168 238 19 257 1,4 662 2,158 559 
Walle WONG sc 6 ic ccciceen 28,382 5,432 2,358 2,255 225 2,480 19,037 8,280 27,317 962 
Whatcom........... 58,859 10,945 4,073 2,824 247 3,071 37,379 7,015 44,394 754 
Whman... 666... 27,913 5,704 2,408 1,700 106 1,806 18,539 15,966 34,505 1,236 
CO ae 76,313 14,844 5,731 3,810 311 4,121 45,252 24,465 69,717 883 
Oe ie ot cee ees 1,561,967 273,351 111,637 134,359 12,194 146,553 | 1,210,611 166,153 1,376,764 881 
WEST VIR INIA 
Oe rE ee 18,626 || 2,101 699 367 | 14 381 |) 4,896 1,234 6,130 329 
| RRS cee serra ers 28,028 || 3,615 1,474 957 46 1,003 | 10,513 1,979 12,492 446 
1 re eae 24,493 |! 1,543 716 425 16 441 5,040 462 5,502 225 
Lo SS eer 22,580 960 313 326 | 7 333 4,535 1,555 6,090 270 
Dhawan b ea ness cement 24,561 1,982 1,030 1,495 71 1,566 13,034 627 13,661 556 
Cabell See. « 90,680 11,285 5,864 5,355 | 1,086 6,441 66,815 1,511 68,326 753 
Calhoun. . 10,867 584 240 93 6 99 1,657 1,024 2,681 247 
Clay. | 13,123 415 208 107 | 5 112 1,800 645 2,445 186 
Doddridge.. | 10,487 913 259 183 10 193 2,448 604 3,052 291 
Fayette. | 72,051 5,257 2,707 2,670 | 131 2,801 25,852 854 26,706 371 
NERS cdo Cotes Se Sorel 10,377 780 219 146 | nar 146 2,088 958 3,046 294 
ERRORS cee, 8,438 964 251 69 | 1 70 1,441 635 2,076 246 
ree, 35,859 3,333 1,216 562 50 612 7,489 2,046 9,535 266 
NS ae erene, 11,836 1,570 323 67 6 73 1,873 1,459 3,332 282 
EEE ras eas ck eel 28,497 2,667 1,357 1,946 49 1,995 16,707 434 17,141 602 
IG oie sia: oi Sa as ek Sa ewiste aes 9,816 || 1,056 183 37 3 40 1,224 972 2,196 224 
MAINES sia e acetic crse acactleitekecs 78,108 8,594 3,845 4,083 | 259 4,342 40,181 1,360 41,541 532 
Jackson .. 16,1285 || 1,260 331 109 | 12 121 2,521 2,217 4,738 294 
Jefferson 15,769 || 2,190 785 294 40 334 4,464 2,146 6,610 419 
anaroha (Charleston).. 57,712 || 13,852 7,372 | 7,642 1,101 8,743 112,608 2,021 114,629 727 
(i SERRE eee eee eee. 21,789 1,973 881 780 | 40 820 8,209 1,186 9,395 431 
Lincoln . 19,156 676 308 | 124 13 137 2,448 1,270 3,718 194 
Logan. 58,536 4,870 2,423 2,511 116 2,627 23,330 315 23,645 404 
MeDow ell. 90,698 6,564 2,587 i 4,054 164 4,218 35,861 563 36,424 402 
Marion. . 66,615 7,616 3,724 | 4,679 223 4,902 41,837 1,272 43,109 647 
ENEINED coco Pe ccs fo -nalmees 39,825 3,888 1,794 || 1,812 123 1,935 17,643 1,854 19,497 490 
MND oreo sc mrs a nade Bwibews.e'd"s 20,801 1,630 517 | 297 15 312 4,321 1,994 6,315 304 
NM np Sans care Se cn neha 61,323 §,552 2,523 || 3,652 295 3,947 33,773 1,216 34,989 $71 
MER or sco o)2'G-3ah ae ciara eG 20,077 2,314 965 | 988 33 1,021 9,576 622 10,198 508 
|. 5 eee eeen ne 38,315 1,941 946 | 1,728 81 1,809 15,410 459 15,869 414 
MQNDNGANG o0'. 4 3 cdi oe oe Seite 50,068 5,471 2,550 || 2,502 157 2,659 23,908 1,352 25,260 505 
|S Se eee RT 11,939 1,395 318 102 7 109 2,088 1,463 3,551 297 
Morgan. 8,404 954 381 224 10 234 2,664 569 3,233 385 
Nicholas... . 20,689 1,358 475 338 26 364 4,609 955 5,564 269 
Ohio ( (Wheeling) . . 72,062 8,908 4,871 8,167 1,501 9,668 57,769 724 58,493 812 
MOHUIECROID. Sc) acco oc soles cass 9,657 943 180 17 1 18 1,008 1,016 2,024 210 
I SS Eee 6,630 790 214 215 8 223 2,376 470 2,846 429 
BOCAHONGAS... ocx gse as on be 14,555 1,514 465 208 16 224 3,168 933 4,101 282 
RESROVEL 52016: ¢ ae 28 oosec as Has 29,576 3,859 1,233 604 9 613 7,778 2,010 9,788 331 
1:01) ae an 16,695 1,227 406 243 7 250 3,312 1,399 4,711 282 
Raleigh . 68,059 4,416 2,602 1,990 101 2,091 19,443 902 20,345 299 
Randolph . . 25,056 2,408 1,066 676 54 730 7,921 1,162 9,083 363 
Ritchie. . 15,595 2,242 612 449 8 457 5,258 835 6,093 391 
Co See ie 19,478 1,492 647 236 21 257 3,673 1,540 5,213 268 
Summers. .... 20,563 1,258 613 725 18 743 6,913 1,019 7,932 386 
OOOR sis poor Vite creccian' 19,105 2,084 994 1,153 20 1,173 10,659 627 11,286 591 
5 ae neat Sete merecrrtae 13,370 1,038 444 401 10 411 4,321 $22 4,843 362 
15 RG te ear emir. 12,782 1,466 464 364 67 431 4,536 696 5,232 409 
L524 ana eee ec 17,912 1,646 724 294 37 331 4,238 1,093 5,331 298 
WRUNG 2 ce secs vel as cee 31,038 1,392 483 381 28 409 5,063 1,260 6,323 204 
\. CLS Caio ane ee 14,222 470 243 104 5 109 1,728 533 2,261 159 
Wetzel. . 22,255 2,395 912 549 61 610 6,883 1,153 8,036 361 
Wirt... 6,358 460 122 36 APE 36 864 720 1,584 249 
Wood... 56,362 5,824 3,308 3,047 319 3,366 29,524 1,770 31,294 555 
Wing” 20,911 1,107 601 556 25 581 5,544 640 6,184 296 
TOTAE 0:0 1,728,510 158,052 70,988 71,139 6,532 77,671 744,842 60,857 805,699 466 
Adams. . . 8,000 | 1,326 288 , Sy 213 | 1,485 1,807 3,292 | 412 
d,. 21,053 | 2,782 1,190 973 49 1,022 | 6,333 1,114 7,447 | 354 
Barron... 34,301 6,591 1,927 622 25 647 | 5,541 6,981 12,522 365 
Bayfield. . 15,046 | 1,969 549 183 8 191 1,980 1,676 3,656 243 
Beacon (Green Bay)... 70,144 | 10,504 5,486 || 3,221 | 383 3,604 25,780 6,391 32,171 459 
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AUTOMOBILE NUMBER OF INCOMES OF ALL SPENDABLE MONEY 
REGISTRATIONS $1,000 OR MORE (1929) INCOME (1929) 
Counties “ae (1929) 
193 E 
(Clakes in: Parentheses) (In thousands of Dollars) 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Industrial Farm Total 
ND ipa yos Och sx tio sales 15,330 3,$89 1,245 345 10 355 2,771 4,909 7,680 501 
To ee a ene 10,223 1,773 335 88 6 94 1,088 1,973 3,061 299 
SENN. insta Siscdty, gow os SER 16,623 3,652 1,597 553 20 573 5,958 4,669 8,627 519 
eS ee eee 37,335 6,777 2,233 1,020 73 1,093 7,619 6,403 14,022 376 
DRE ct Ot eh dinsk out 34,162 6,578 1,841 587 30 617 5,343 8,828 14,171 415 
Columbia. . 31,638 7,020 2,698 1,135 76 1,211 8,213 7,205 15,418 487 
Crawford.. 16,775 3,021 903 276 17 293 2,572 3,386 5,958 355 
Dane (Madison) . 112,640 21,882 9,482 7,510 807 8,317 86,768 15,537 102,305 908 
Dodge. . 52,076 9,501 3,176 1,711 104 1,815 11,685 13,545 25,230 484 
Door.. 18,164 3,480 1,244 273 10 283 2,672 3,467 6,139 338 
Douglas (Superior) . 46,066 5,486 2,726 3,101 209 3,310 27 i112 1,524 29,236 635 
RE 27,032 5,339 1,692 456 25 481 4,255 7,115 11,370 421 
Eau Claire. 41,085 6,221 2,670 1,931 132 2,063 11,875 3,943 15,818 385 
Florence.. bee 3,768 515 131 88 93 691 406 1,097 291 
Fond du Lac.. 59,788 11,855 5,501 2,967 245 3,212 19,394 10,041 29,435 492 
Se 11,113 1,444 530 174 13 187 1,583 442 2,025 182 
Grant.. hs 38,456 9,034 3,061 977 37 1,014 7,817 9,404 17,221 448 
Green.. sasaaindeandts 21,863 5,228 2,174 1,022 35 1,057 6,530 8,520 15,050 688 
poe Lake... J Paeewes ete 13,745 3,292 1,177 361 40 401 3,167 3,070 6,237 454 
Iowa.. AI eA Pe it it arses Bt 20,031 4,108 1,250 608 22 630 4,354 5,680 10,034 501 
BRE a sisckwdd.co sesh e meee 9,933 1,063 597 290 12 302 2,078 357 2,435 245 
MIR 5 Se Soke ges at otek 16,491 3,154 767 242 248 2,375 4,385 6,760 410 
Jefferson. . 36,771 8,359 3,326 1,662 115 1,777 11,182 9,001 20,183 549 
uneau. 17,265 3,251 1,131 394 399 3,167 | 3,259 6,426 372 
enosha (Kenosha)... 62,848 8,410 4,634 4,722 446 5,168 45,815 3,543 50,358 801 
Kewaunee. . eased 16,025 3,098 1,303 253 28 281 2,572 4,093 6,665 416 
La Crosse (La Crosse). bens, cst 54,455 8,134 3,952 2,520 420 2,940 26,524 3,744 30,268 556 
La ee. nee 18,644 3,996 1,293 479 14 493 3,760 5,897 9,657 518 
Langlade. . Le >S 21,484 3,429 1,327 732 40 772 5,047 2,216 7,263 338 
NMI aires x pie cio 21,070 3,644 1,491 698 55 753 5,146 1,799 6,945 330 
Manitowoc... sissies sca% 57,857 9,701 4,907 2,427 213 2,640 16,030 8,329 24,359 421 
ES ee eo 70,644 11,137 4,368 2,033 239 2,272 15,337 9,228 24,565 348 
Marinette. 33,528 5,131 1,925 1,084 94 1,178 7,619 2,982 10,601 316 
Marquette. . siti 9,380 2,240 611 137 2 139 1,485 2,147 3,632 387 
Milwaukee (Milwaukee)... .. 719,088 86,826 48,071 74,376 8,324 82,700 622,858 2,638 625,496 870 
RNG faci 5 ci bitin, 0,055 Sa si 28,829 5,385 1,759 694 20 714 5,343 6,807 12,150 421 
RS esa asian Ge wdh sarees 26,376 4,368 1,301 510 18 528 4,354 3,895 8,249 313 
TS i ee Wena-escuenies 15,893 2,635 1,079 579 69 648 4,255 724 4,979 313 
Outagamie.................. 62,778 9,922 4,290 2,859 262 3,121 18,305 7,106 25,411 405 
CoS, a re 17,483 3,341 1,545 695 43 73 4,651 3,583 8,234 471 
RR acid Re scl na Lig id als 7,437 1,690 543 146 6 152 1,385 1,976 3,361 452 
oT SE ee 21,041 4,779 1,720 524 14 538 4,255 5,953 10,208 485 
I cn nan can oosnws sewed 25,962 5,730 1,501 352 14 366 3,859 6,634 10,493 404 
EIN cic AGE hitwieaixe sates 33,826 5,389 1,757 979 56 1,035 7,025 4,453 11,478 339 
RM Si gets cess. 2 latins canine sos 17,284 2,760 804 485 33 518 3,661 1,608 5,269 305 
Racine (Racine)............. 90,026 12,985 7,044 6,944 611 7,555 68,876 5,032 73,908 821 
paieed a 19,438 3,956 1,131 344 17 361 3,067 5,160 8,227 423 
Rock. 74,013 14,636 6,710 4,414 371 4,785 27,013 8,474 35,487 480 
Rusk. 16,066 2,371 641 311 11 322 2,572 1,957 4,529 282 
St. Croix .. 25,446 5,026 1,462 571 37 608 4,749 7,282 12,031 473 
ee 32,167 6,605 2,800 1,184 76 1,260 8,213 7,715 15,928 495 
Sawyer.. 8,796 1,342 326 100 10 110 1,088 795 1,883 214 
Shawona. . erage 33,423 6,106 1,877 468 35 503 4,749 5,913 10,662 319 
Sheboygan (Sheboygan). sheet 71,218 12,092 6,228 4,356 504 4,860 36,320 8,252 44,572 626 
aylor.. deat 17,686 2,679 704 78 24 197 2,176 2,675 4,851 274 
Bromperioen. pit Sictan. wan ancees 23,900 5,524 1772 551 16 567 4,552 6,739 11,291 472 
Vernon.. 28,789 5,798 1,846 507 20 527 4,552 6,902 11,454 398 
Vilas... 7,178 1,410 417 192 23 215 1,385 273 1,658 231 
Walworth . 31,039 7,096 2,856 1,386 125 1,511 9,400 8,220 17,620 568 
Washburn. . 11,096 1,711 462 99 13 31 2,076 1,472 3,548 320 
Washin 26,550 5,512 2,375 942 65 1,007 6,630 6,791 13,421 505 
Waukesha 52,291 9,813 4,203 2,258 193 2,451 14,842 9, 24,242 464 
Game. 33,479 7,752 2,550 1,137 55 1,192 8,213 6,056 14,269 426 
Waushara 14,421 3,392 807 138 146 1,781 3,507 5,288 367 
Winnebago (Oshkosh) .. 76,552 10,665 5,418 3,949 628 4,577 44,836 5,940 50,776 663 
MR vicitsv mies doemale.curets 37,859 7,108 2,646 1,543 124 1,667 10,290 4,533 14,823 392 
Total.... 2,930,282 483,628 205,383 162,034 15,895 177,929 1,357,654 357,481 1,715,135 585 
Albany...... Siwewken 12,032 2,077 921 1,604 103 1,707 7,533 1,813 9,346 777 
Big Horn sais oem 11,243 1,538 531 60 11 871 4,510 2,638 7,148 636 
Gampbell .......cse oe ieee 6,755 716 223 107 6 113 1,134 2,149 3,283 486 
Carbon...... cue ‘. 11,379 2,008 807 1,776 108 1,884 6,888 3,920 10,808 950 
Converse. . Re 7,142 1,439 378 462 17 479 2,933 2,058 4,991 699 
Crook. ikea stes 5,511 632 214 69 3 72 933 1,947 2,880 523 
Fremont...... Sakuiiowies 10,476 1,312 599 641 37 678 3,689 2,904 6,593 629 
Goshen eee ees 11,746 1,649 408 137 4 141 1,800 4,781 6,581 560 
FIGURING. s.0.0s.00'nn se caccre 5,472 911 445 579 38 617 2,866 965 3,831 700 
ES — 4,813 734 256 167 13 180 1,300 2,133 3,433 713 
Laramie... . 15,442 18,318 
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AUTOMOBILE ALL SPENDABLE MONEY 
REGISTRATIONS NUMBER OF INCOMES OF INCOME (1929) 
Counties Population (1929) $1,000 OR MORE (1928) 
er (1930) , (In Thousands of Dollars) 

(Cities in Parentheses) ; 
Under Over $1,000 to Over Total Per Capita 
$1,000 $1,000 $5,000 $5,000 Urban Farm Total 

Lincoln... seer cece ee eeeee 10,895 1,499 715 1,135 24 1,159 5,277 2,939 8,216 754 
Natrona... cececececreeees 24,016 7,505 3,223 5,715 458 6,173 20,391 1,802 22,193 924 
Niobrara .. eee ee cree crceeee 4,271 740 150 121 3 124 1,111 990 2,101 492 
Park.... 0. ceccecccccecceeee 8,450 1,212 S23 269 27 296 2,156 3,289 5,445 644 
PE cica cs Sess es snes ee cee 9,691 1,609 507 328 7 335 2,532 3,119 5,651 583 
CRIAN 6 0.40 «68s 80 cco ne cae 16,558 2,661 1,327 1,683 63 1,746 8,620 3,407 12,027 726 
Sublette... ce ccccccccccceces 1,930 244 110 93 3 96 589 603 1,192 618 
Gweet water. ..0 cc ccccccccces 18,112 2,291 1,142 2,894 120 3,014 11,787 1,671 13,458 743 
fo ee er Eee pe 1,988 149 38 25 7 32 599 1,115 1,714 862 
inchs swans wees Sass ane « 6,537 614 265 525 20 545 1,045 788 1,833 280 
WERNGIIO sj cncrancawe mecees oi: 4,099 665 239 135 11 146 1,366 1,553 2,919 712 
NOES as ae c aculels oe Se ee ees 4,530 614 211 8 224 33 1,994 2,027 447 
VEO WELOTE 9-0 0.00160 76.6 sca 06 0.050 252 38 go ee 1 1 356 838 1,194 473 

AOR: cavreses 224,597 37,069 14,855 22,192 1,281 23,473 102,892 54,290 157,182 700 


Make Extra Copies of This Book 


Boost Your Sales 


Through Your District Manager 


OU can put a copy of this Annual 

Reference Number into the hands of 
each of your branch managers or home of- 
fice executives: 


SALES MANAGEMENT has reserved 
500 extra copies of the Reference Number. 
One of these copies will be sent in connec- 
tion with each of three or more subscrip- 
tions at the regular rate of four dollars. 


To accept this special offer, send us a 


letter containing a list of three or more of 
your district managers or home office ex- 
ecutives and referring to this advertisement. 


This is one of the better ways to “sell” 
the district manager on the sales possibilities 
in his field. In making SALES MANAGE- 
MENT?’S Annual Reference Number availa- 
ble to him, you are quite sure to boost your 
company’s sales in his territory for 1931. 
The other sales stimulants found in the 
magazine itself further insure this result. 


SALES MANA GEMENT, INC. 


420 Lexington Avenue 


New York, N. Y. 


MAN AGE 


MEN T 


ALABAMA 


Anniston 
Bessemer 


Decatur 
Dothan 
Florence 
Gadsen 
Huntsville 
Mobile 
Montgomery 
Phenix City 
Selma 


ee 
 ) 
ee ee ee 


Phoenix 
Tuscon 


ee 


ARKANSAS 
ENO AGT. c's vic con cso ce esses 
Blytheville 
a eer ar 
Snes MEMMNRRUOED 5 5.5 ju:in: 0's e566 051-9 89 0 woop 
Hot Springs 
ED aos ak CGS pA Kew Se See 
PIS Stace sk 5:99 orm o:a'lns\5 001 0:.satece 
EM ee aes 
Pine Bluff 
Texarkana 


ey 


ee 


Alameda 

Alhambra 
Anaheim 

Bakersfield 
Berkeley 
Burbank 
Burlingame 


Fullerton 
Glendale 
a a ee 
PROCAMPCORD PR aig ois isincivvis ere sins o ore 
Inglewood 

Long Beach 
Los Angeles 
Monrovia 
Oakland 
Ontario 
Pasadena 
MERI SS ont g Kinga aws Sin sis om Sew et 
Redlands 

Richmond 
Riverside 

Sacramento 
Salinas 
San Bernardino 
San Diego 
San Francisco 
San Jose 
San Leandro 
Santa Ann 
Santa Barbara 
Santa Mateo 
Santa Cruz 

Santa Monica 
Santa Rosa 
So. Pasadena 
Stockton 
EE NO. 56s Sow ae ion bob Kowa eee 
Vallejo 
Ventura 


ee a 


ee 


er 
ee ee ee ee 
ed 

06.660 ve 6.0 S008 6 80a 0.0 © 0.8 


Boulder 
CODED: TST os ss. r0ss a nisis co's 
Denver 
IIR ORNL ss 5 6:46:59. 15::cdvere esi d nisin ee 
Greeley 
Grand Junction 
Pueblo 
Trinidad 


ee ee ee 


ee 


Ansonia 
Bridgeport 
Bristol 


Pome re ere reer esereeeneseosesce 


East Hartford 
Enfield 
Fairfield 


Middletown 
Milford 
Naugatuck 
New Britain 
New Haven 
New London 
Norwalk 


eee e re eee ere eee eseeesseeee 


eee e eee errr ser eeeseeeeeeses 


18,004 
20,610 


47,950 
32,449 


NID 55:5 005 dco Seen weN 26,072 
LEE EC oS nr err ee 14,172 
ENOTES: 6. Gia 5a ok ao Rees eis sib Sores 101,025 
West Haven (inc. Orange)......... 27,166 
UARRUMINORIUNG 6.6. 5e, 8 Biensieie eee erase oes 12,071 
DIST. OF COL. 
WORITRION, sisi casinicslssces cowed 485,716 
DELAWARE 
WHDUNBTON, oc o:5. 6.65010 diaese. esis car 105,191 
FLORIDA 
SPRVCOR A TRBGON osios.c ccd enc sceavies 16,761 
DENI RTIMTEINED is, 0d 570-09 Walle eswsierwwelarn’ 129,682 
ey AMID 655 154s arcinie be RE RA le nniee ae 13,279 
MR MRIN UNA 5259: bceiace se. 65050 abd 8'V0 SRE 18,549 
OS MR ere ee emer arn 110,025 
RRND is Sharada teres raster Kiniesainwsis-6 27,263 
Ree er ee eee ane 31,455 
SSE Pr 11,930 
RE oe Po OO i re ee eer 39,504 
LO ere rr 10,079 
MIB BERRO 0:5 615)5)0:ie:5 0663 Kaeo 8S OS 10,774 
ci Sere ee ee 100.910 
i ee gL rr 26,613 
GEORGIA 
NIN yi iyare-sisie ies sods htscace vaste seas : 
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CENSUS FIGURES OF CITIES OF 10,000 OR OVER 


Last Available Figures Before Going to Press—Subject to Final Revision 
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during the past few years, to a point where sales or 

advertising executives when planning to develop a 
new market or when expanding their activities in markets 
already won, must base their calculations and their plans 
on accurate information. The old order of things, the hit 
or miss program, has passed into the discard and facts 
only are to be reckoned with. 


Realizing the situation and in an endeavor to paint a 
comprehensive and at the same time concise picture of the 
Situation in a number of the major industries, SaLEs 
MANAGEMENT has with the cooperation of the editors and 
Tesearch directors of the leading business papers of the 
country, prepared a series of industrial surveys designed 
to outline the high spots in various industries. Rather 
than present a mass of statistics to be analyzed, an en- 
deavor has been made to present the salient points regard- 
ing trends, production, sales, sources of information and 
scope of industry, in a manner to be read and assimilated 
easily. Particular attention has been given to ascertaining 
the trends of various markets in the belief that much of 
the past is dead, and that what is needed for business 
Progress is some indication of future trends. In every 
instance an earnest effort has been made to set forth the 
direction in which an industry is traveling, whether upward 
or downward, in order that those considering the field 
Might govern their plans accordingly. 

In practically every survey, production for 1929 is set 
forth together with comparative figures covering previous 


Te ‘general business situation has been changing 


years, and in a number of cases we have been able to 
secure information on production up to June 30, 1930. 
This information, particularly when comparative figures 
are available, furnishes an excellent guide to the progress 
of an industry. In practically every instance too there are 
given the number of manufacturers or producers and where 
there is distribution to the public, the number of retail 
outlets. Price trends are also shown and, on the whole, 
the surveys are calculated to give a quick but at the same 
time, accurate picture of the industries they represent. In 
presenting outstanding sources of information in the industry, 
SALES MANAGEMENT has also made it possible to obtain more 
detailed information when that is necessary as the proper 
basis of a campaign. 


These market surveys are included in the current edition 
of the Reference Number for the first time and it is hoped 
in the future editions to enlarge upon the surveys to the 
end of making them still more comprehensive while at the 
same time covering a larger territory. In publishing the 
surveys this year, SALES MANAGEMENT wishes to acknowledge 
the cooperation extended by the executives of a number of 
prominent business papers. For completeness, for up-to- 
dateness, and for analysis, with these qualities entirely 
divorced from bias and propaganda, the leading business 
papers stand as the best source for data and facts on 
individual industries. Hence our gratification at being able 
to present so much highly authoritative data on industrial 
markets and set-ups of a number of leading industries of 
the country. 
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See Motor Buses, Taxi Cabs, Tractors 
and Tires. 


VOLUME OF BusinEss—Although the 
number of passenger automobiles pro- 
duced during 1929, totaling 4,794,898, 


Passenger Car Sales: 


Percent Percent 

SRG xs Cae ee oe 5.55 July . 10.56 
Feb. . 5.88 rs 9.82 
March 9.10 Sept 8.04 
April.. 11.93 Oct. 7.82 
Se 11.72 ON Ie rere 5.43 
BORG. 62 cccsacaee 10.12 Dec 4.03 

Commercial Car Sales 

i. - 6.16 July.. 9.90 
eb.. « S51 oo view aloes 9.81 
March ~ eae Sept 8.84 
pril. . 10.40 Oct 9.92 
ES eee 10.00 Nov. 6.72 
June . 8.45 SS Sener 4.52 


Automotive Sales 
(1929 Estimated Retail Sales) 
Replacement Parts and en ss noe 425,000,000 
Accessories. . ‘ 532,000,000 
Shop Equipment... 78,700,000 


$2,035,700,000 
Estimated sold through. Automotive 
Wholesalers in 209% major first and 
second line cities. (Basis of inven- 
tory and turnover and retail list 


mark up):. se SASEeRRSSEAS AO. TORIES 


Dihenaite sold actinat halal 
Wholesalers in 933 third line towns. 
(Basis of Pennsylvania experience. 
=o turnover — — list 


mark up):. canes 338,658,000 


Estimated total —- Wholesalers.$1,100,695,000 
(or 54% of total) 


Balance approximately 46% originating from 
motor vehicle factories, etc., reaching consumer 
through motor vehicle distributor and dealer or- 
ganizations, chain stores, mail order houses, etc. 


(Chilton Class Journal Co., Research Department) 


Motor Vehicle Production Statistics 
(United States and Canada) 


Year ending Dec. 31, 1928 passenger cars (incl. taxicabs) 4,012,158 
oe oe “oe i 9 oe iid “ “ 4,794,898 
Increase 1929 over 1928 19.5% 
Six months ending June 30, 1928 passenger cars (incl. taxicabs) 2,070,322 
“ it) “ oe 30, 1929 “se cry o “ 2,925,543 
“ o “ “ 30, 1930 o oe oe Ltd 1,992,886 
Decrease 1930 over 1929 (first six months) passenger cars 31.6% 
id 1930 “ 19 8 “ “ “ee o “ 71% 
Year ending Dec. 31, 1928 commercial cars and trucks 588,983 
31, 1929 826,817 

Increase 1929 over 1928 40.4% 
Six months ending June 30, 1928 commercial cars and trucks 256,187 
“ee “ “ “ 9 “ ry “ “ 488,261 
oe oe “ “oe 30, 1930 “oo o o oe 337,345 
Decrease 1930 over 1929 (first six months) commercial cars and trucks 30.8% 
Increase 1930 ‘* 1928 ‘“ 31.7% 


exceeded those made in 1928 by 19.5%, 
the number made during the first six 
months of 1930 showed a dropping of 
31.6% compared with the corresponding 
period of 1929. In the case of trucks 
the increase of 40.4% in the number 
manufactured in 1929 compared with 
the 1928 figures, has been partially off- 
set by a decrease of 30.8% for the first 
six months of the current year as com- 
pared with 1929. The accompanying 
chart gives the figures in detail. 


Based on passenger car sales for four 
years, and truck sales for three years, 
the distribution of sales by months as 
percentage of total sales for the year 
are as follows: 


PrRIcE CHANGES—During the last few 
years there has been no radical change 
in the average prices of automobiles. 
There have been slight reductions, gen- 
erally resulting from improvements in 
either production or sales methods. It 
is believed that prices will remain about 
the same for some time. Improvements 


and refinements are expected which 
will result in more car value per dollar. 


NUMBER OF MANUFACTURERS—There 
are now 46 makes of passenger cars and 
about 96 makes of trucks. In 1925 there 
were some 72 makes of passenger cars 
and 162 makes of trucks. 


There are now also about 100 special 
vehicle manufacturers and branches 
passenger car and truck manufacturers; 
between 1,100 and 1,200 manufacturers 
of motor vehicle bodies and motor 
vehicle parts 


In all there are about 8,000 manufac- 
turers contributing to the automotive 
industry including those listed above, 
manufacturers of service station equip- 
ment and accessories, raw material 
suppliers and finished parts fabricators. 

MeERGERS—There has been an appre- 
ciable tendency toward mergers in the 
passenger car manufacturing field in 
recent years, aS well as among manu- 
facturers of parts and accessories and 
other concerns in the automotive in- 


SALES MANAGEMENT’S INDEX OF AUTOMOTIVE RETAIL SALES 


The monthly average for the years 1924-1928 inclusive equals the base of 100. 


New England Division Middle Atlantic Division East North Central Division 
Price Class 
Years | Jan. Feb. Mar. Apr. May June Jan. Feb. Mar. Apr. May June Jan. Feb. Mar. Apr. May June 
Low Priced Group...... 1930 45 82 159 232 229 179 50 77 160 196 206 165 89 102 157 172 184 124 
1929 53 81 180 282 288 234 83 113 187 244 217 177 108 121 214 254 268 218 
1928 36 50 86 224 188 164 45 76 =133 163 170 142 61 76 «#4116 «69145 177 158 
Medium Priced Group...} 1930 31 42 96 144 119 90 28 51 93 116 118 81 36 39 63 79 79 48 
1929 36 43 112 174 151 122 48 57 107 = 143 125 101 52 55 101 138 136 110 
1928 32 44 77 199 167 146 41 68 120 147 154 128 52 64 98 123 150 134 
High Priced Group...... 1930 43 49 118 173 168 106 35 54 lil 155 154 103 59 44 81 128 130 74 
1929 47 42 132 193 199 162 60 62 133 191 160 130 74 55 110 189 185 151 
1928 33 46 80 207 174 152 45 75 132 162 170 141 58 72 11 139 169 151 
West North Central Division South Atlantic Division East South Central Division 
Price Class 
Years Jan. Feb. Mar. Apr. May June Jan. Feb. Mar. Apr. May June Jan. Feb. Mar. Apr. May June 
Low Priced Group...... 1930 60 107 156 192 158 116 92 98 111 128 131 114 105 95 110 149 131 99 
1929 74 114 179 231 215 175 106 £15 159 174 168 137 119 90 136 §=—. 203 178 =145 
1928 48 68 113 136 141 132 66 80 101 107 115 118 50 48 81 114 417 117 
Medium Priced Group...| 1930 46 62 74 95 73 52 84 67 74 89 84 67 93 62 73 95 80 59 
1929 60 66 85 112 99 80 95 78 107 123 109 89 105 55 93 132 111 90 
1928 40 58 95 115 119 112 75 91 114 122 130 134 56 54 90 128 131 131 
High Priced Group...... 1930 54 99 122 176 129 94 86 61 102 108 114 69 87 51 78 106 71 63 
1929 88 122 131 220 184 150 95 (EA 137 138 139 113 119 42 76 137 92 75 
1928 60 86 142 172 177 166 71 86 109 116 124 128 41 39 65 93 95 95 
West South Central Division Mountain Division Pacific Division 
Price Class 
Years Jan. Feb. Mar. Apr. May June Jan. Feb. Mar. Apr. May June Jan. Feb. Mar. Apr. May June 
Low Priced Group...... 1930 91 96 96 107 98 81 112 89 118 143 149 111 100 135 157 159 144 124 
1929 115 112 135 198 148 120 148 107 159 213 228 185 134 133 195 189 185 151 
1928 73 58 71 104 98 82 79 71 96 136 152 147 70 71 108 114 119 114 
Medium Priced Group...| 1930 99 64 61 67 62 $1 113 69 81 96 105 76 65 65 86 85 73 66 
1929 126 74 88 126 94 76 152 80 106 144 162 131 88 64 107 101 94 76 
1928 85 67 83 121 114 95 96 86 117 164 183 178 63 64 97 102 107 102 
High Priced Group...... 1930 74 40 49 #5SO 46 ~ 31 113 62 454: OF ‘97 40 70 70 100 98 81 62 
1929 88 43 62 93 72 59 114 57 76 117 123 99 90 68 124 114 104 85 
1928 64 50 62 90 85 7 71 63 86 121 135 131 68 69 104 111 116 111 
RETAIL SALES SUMMARY United States, Retail Sales Summary (Continued) , 
3 High Priced Group........ 1930 69 62 109 146 138 9 
, ere 1929 84 70 139 198 180 146 
Years Jan. Feb. Mar. Apr. May June 1928 83 84 134 170 169 130 
Low Priced Group........ 1930 75 92 128 152 148 113 : 
1929 92 102 162 204 194 158 Total United States 
1928 48 63 96 123 133 123 Years Jan. Feb. Mar. Apr. May June 
Medium Priced Group..... 1930 68 68 101 125 115 84 BZ bie evox Re mre eure 74 86 122 145 140 106 
1929 82 76 128 168 152 124 Ls Sn ere eee 89 96 154 196 185 150 
1928 78 82 128 172 175 151 BO yas casks. 6 caverns none se 55 67 104 135 143 129 
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dustry. ‘There were about 96 major 
mergers and combinations of automo- 
tive corporate interests involving about 
175 concerns during 1929. There is a 
trend toward decentralization among 
motor vehicle producers, that is a ten- 
dency to organize branch assembly and 
manufacturing plants in both this 
country and abroad. 


Propucts CONSUMED — Manufacturers 
buy some fabricated products from 
component parts manufacturers and 
accessory manufacturers. They do, how- 
ever, manufacture many of the parts 
and some of the accessories from raw 
materials purchased from raw material 
suppliers. 

Export TRADE—The export trade shows 
a decrease at the present time. It is 
believed that it will return to normal 
and increase in the future. Sales pos- 
sibilities are good in certain foreign 
markets. 

WHOLESALERS—Total number on Chil- 
ton Wholesale List January, 1930, in 
U. S.: 4,028. Of these: 

2,809 handled Replacement Parts 

1,460 handled Electrical Parts 

1,109 handled Shop and Garage 


Equipment 

1,569 handled Tools 

2,362 handled Accessories 

Car distributors, not included above, 
number 2,362. 

There is, of course, duplication in the 
above since many wholesalers are hand- 
ling items in two or more classifications. 

The general full line jobbers sell all 
five types of merchandise and number 
approximately 1,000 (as nearly as can 
be estimated). 

The remainder are specialized whole- 
salers, the largest number being pri- 
marily interested in replacement parts. 

It should always be remembered that 
the average effective trading area of an 
automotive wholesaler is approximately 
50-miles from his place of business 
particularly in states of heavy registra- 
tion. Since availability is an important 
factor in retail sales, widespread whole- 
sale distribution must be a fundamental 
in any merchandising plan. 

RETAIL OuTLETS—As of January 1, 
1930, there were 117,493 retail trade 
outlets in the automotive field, divided 
as follows: 

SouRCES OF INFORMATION—Reliable 
sources for automotive statistics include 
the National Automobile Chamber of 
Commerce, United States Department 
of Commerce, the various trade associa- 
ber and the business papers in the 

eld. 

TRADE ASSOCIATIONS—The trade asso- 
Clations include the National Automo- 
bile Chamber of Commerce, National 
Automobile Dealers’ Association, Na- 
tional Automotive Parts Association, 
National Association of Automobile 
Show and Association Managers, Na- 
tional Standard Parts Association, 
National Tire Dealers’ Association, 
Motor Truck Association of America, 
— Motor and Equipment Association, 

eC. 


OUTSTANDING Books oF 1929—Impor- 
tant books published in the Automotive 
field recently include “Marketing Used 
Cars,” by Paul G. Hoffman & Dr. James 
H. Greene, published by Harper Bros., 
Motor Vehicles and Tractors,” by Peter 
M. Heldt, published by Peter M. Heldt, 
Nyack, New York. 

TRENDS—No radically new develop- 
ments. Consistent though gradual 
changes in style and design. Acceptance 
of front wheel drive, free wheeling and 


other specific signs of this progress 
now in hands of the public. 


* This survey is based on information 
made available by CHILTON CLASS JOUR- 
NAL Co., Philadelphia. 


Automotive Retail Trade Units in the United States 
(An actual count of the January, 1930, Chilton 
Trade List) 

Total Retail Trade Units on List. . 117,493 
(Car and truck dealers, garages, 
independent repair shops and sup- 


ply stores) 
Car and Truck Dealers 
Handling Carsonly....... 27,152 50.0% 
Handling Cars and Trucks 
(Other than Ford)............. 16,826 31.0% 
Handling Ford Cars and Trucks. 8,610 15.8% 
Handling Trucks Only.......... 1,766 3.2% 
54,354 100% 
Outlets for Cars.. 52,588 
Outlets for Trucks .. .27,202 
Service Units 
Service departments in Car and 
Truck dealer establishments... . 51,558 50.9% 
Independent repair shops and 
garages rendering service....... 49,631 49.1% 
101,189 100% 
Accessory Units 
Exclusively accessory stores..... 6,437 80% 
Accessory departments in car & 
truck dealer establishments..... 41,979 52.1% 
Accessory departments in gar- 
BOE Bio ck cc cs tencias ce causes Gapheee  anete 
80,574 100% 
Summary 
54,354 Car and Truck dealers had: 
51,558 Service departments.............-94.9% 
41,979 Accessory departments. ..........77.1% 


63,139 Garages, repair shops, accessory 
stores, etc., had: 
49,631 Service departments or shops...... 78.7% 
32,158 Accessory departments or stores.. .61.1% 


(Research Department—Chilton Class Journal Co.) 


AVIATION 


VOLUME OF Business — Production 
during 1929 of airplanes in the United 
States totaled approximately 6,000, of 
which at least 55 per cent were prod- 
uced in the first six months of 1929. 

In contrast to this, production in the 
first six months of 1930, based on 
licenses and identifications of new air- 
planes issued by the Department of 
Commerce, airplanes exported and mil- 
itary aircraft built, totaled approxi- 
mately 1300. 


According to the reports of the Aero- 
nautical Chamber of Commerce, prod- 
uction was as follows, for 1929: 


Monoplanes— 
CHI i catirticcisttiincnaiimanbabitanein 320 
Ce vaaciteacsssnesissisenrcsstiintiniectcaarantsniid 1,562 
Multi-engined transport................ 178 
2,060 
Biplanes— 
OID sis cic scsccesscsuasiianstasenscrabiateengiae 3,071 
OT al sateacedincitivcticacaterccetstancgttieiees 4 
UR TEE CONTIG esi sesiscsstccecearcccdaeda 8 
3,126 
Miscellaneous— 
Flying Boats and seaplanes........... 32 
Amphibians 139 
171 
PRIA 5 scisitesscaratsecatienncersnmndeemmaaaeen 677 
Total 6,034 


Export TRADE—There was a decrease 
of 11 per cent in export of airplanes, 
airplane engines and airplane parts 
and accessories and supplies the first 
six months of 1930 as compared with a 
Similar period of 1929. Canada and 
Latin America are the best markets for 
export, apparently, with 51 per cent 
of exports the first six months of 1930 
going to Latin America. Those coun- 
tries south of the United States taking 
a greater number of planes were Peru, 
Argentina and Mexico. 

NUMBER OF MANUFACTURERS — While 
there are more manufacturers reporting 
in the year 1930 to the Aeronautical 
Chamber of Commerce than in any 
year past, this does not reflect a true 
picture of the number of manufac- 
turers this year with relation to years 
gone by. It has been estimated that 
there were aS many as 250 manufac- 
turers of airplanes, including those who 
produced but one experimental ship, in 
the latter part of 1928. Including the 
general field, it is safe to say that that 
number has now been reduced to about 
170. The principal centers of airplane 
manufacture are: the metropolitan dis- 
trict of New York City; Wichita, Kans.; 
Buffalo, N. Y., and the West Coast of 
the country in California and Wash- 
ington. 


A STATISTICAL SUMMARY 


OF THE AIRPLANE INDUSTRY 


1929 1926 1927 1928 
Air Transport 
PEA MANES TWINS co 60 6 656 ec eso a wewcnnues 22,000,000 4,318,087 5,870,489 9,888,307 
Airplane miles flown, daily average............. 60,273 11,830 16,083 26,606 
WATE OF GINO OR eoiekc. cnc cceeadwnCevainvkea> 36,000 8,404 9,121 16,667 
Wiles OF TiO GIP WAGE o.oo 6a n ce ccicecndesncex es 12,448 2,041 4,468 6,988 
*Miles of lighted airway under construction...... io. | SEA | Some rel SA Semen oe 
Passengers carried..... Pe reer pee eee 150,000 5,872 8,679 33,414 
Express and freight carried (pounds)............ 2,000,000 1,733,090 2,263,580 1,847,836 
Total mail carried (pounds)............--.+++-- 7,700,000 810,855 1,654,165 4,061,210 
Be A errr ee rer rer 525 69 128 268 
Miscellaneous ? 
Airplane miles flown (not incl. airway operations) .| 103,000,000 18,746,640 30,000,000 60,000,000 
Pilots Heensed OF HENEGING 0.6.00 cccccecvesecss- 10,215 0 3,242 5,605 
Student pilots permits issued or pending......... 20,400 0 545 9,983 
Airplanes licensed or pending.............+.5-- 6,685 0 2,299 4,156 
Airplanes identified or pending...............-. 3,155 0 851 2,164 
Private and commercial airports................ | COTE Ce 263 391 
Lighted intermediate fields..........------0--- 285 92 134 210 
Municipal airports.........sssceseceeeseceeee- f*. < | Cee ree 240 412 
Proposed Airports... cc.cscccccecescceseccees: SAREE fx daxsiewass 422 921 
Radio communication stations. #............... 34 17 19 29 
*Radio beacons........... Kea e menses aeene se | epee mreer| Acreererrer:| Meccerer rer 
Weather Bureau airway stations................ 200 12 23 95 
*Number of airplanes produced................ 6,200 1,186 1,995 4,346 
Value of airplanes produced.............-206--- 75,000,000 8,871,027 14,504,999 | 43,812,318 
Total value of all air products..................] 100,000,000 17,694,905 21,161,853 64,662,491 
MEO cteth SINT i 60s bin 0. 66dsedlnes 6e0 55 3 50 63 162 
*Exported (airplanes, engines and parts)........ 9,202,385 1,027,210 1,903,583 3,664,723 
Number of concerns engaged in air industry..... 1,5 600 900 ,400 
Approved Models of airplanes.................. 279 0 21 96 
Approved models of airplane engines............ | 35 0 0 13 


* Newly added items. 


Source: Air Commerce Bulletin, Vol. 1, No. 77. 
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Aviation (Cont.) 


Mercers—Mergers of manufacturers 
and operating lines continue, although 
more of the former have merged re- 
cently than of the latter. With the 
realization that, while the future will 
bring a tremendous market for aircraft, 
present markets are more limited than 
was expected a year or sO ago, mer- 
gers of manufacturers were inevitable. 
The effect of recent legislation with re- 
lation to air mail contracts, together 
with failure to make a profit from 
carrying passengers alone, has been to 
some extent responsible for many of 
the attempts at mergers on the part of 
operating lines. 


TreNpDsS—Of all milage flown by com- 
mercial airplanes in the United States 
in 1929 and at present, approximately 
15 per cent is registered by transport 
lines—those lines operating on sched- 
uled trips between fixed points. Not 
more than 25 per cent (which is rather 
a high figure) is registered by planes 
privately owned and flown both for 
pleasure and for business—that is, 
planes privately owned, in this last 
case, by oil companies, grocery firms 
and similar non-aviation industries and 
used in the carrying-on of these busi- 
nesses. The remainder of the miles 
flown is registered by fixed base oper- 
ators, those operators working from 
one airport or more and carrying pas- 
sengers on sight-seeing trips, giving 
flight instruction, taking aerial photo- 
graphs, doing crop dusting, etc. 


The Guggenheim Safe Airplane Com- 
petition, the results of which were an- 
nounced the early part of 1930, gave 
the industry an important airplane 
from the standpoint of safety. How- 
ever, to date there has been no com- 
mercial applications of the principles 
developed on the winning “Curtiss 
Tanager” other than that of wing slots 
which had been developed a long time 
prior to the contest. Several other 
planes entered in that contest brought 
out the possibility of future develop- 
ment along the line of safe aircraft 
and we may look, in the near future, 
to some application of these principles. 
Development of the Autogyro under the 
auspices of the Pitcairn Aircraft, Inc., 
continues and it is expected will have 
interesting results before the year is 
out. 


The use of aluminum alloys is con- 
stantly increasing and there have been 
new alloys developed, notably Hyblum. 
There are reports of a reduction in the 
cost of producing beryllium, but as yet 
there has been no application of this 
to any large extent for aircraft con- 
struction. 


There has been a decided decrease in 
prices of aircraft, which is due to an 
over-production in 1929 and to a lack 
of a market at the prior figures preva- 
lent in 1929 and the first two or three 
months of 1930. 


Development of the Diesel type air- 
craft engine reached the point where 
this type was offered to the consumer 
in April, 1930. A number of sales of 
this type of engine have been made and 
the economy of its operation should 
have some influence on the develop- 
ment of the industry. There is, how- 
ever, the handicap of this particular 
engine being available only in one 
horsepower field. There are other Die- 
sel type engines just coming to the 
point where they will be available to 
the public. 


TRADE ASSOCIATIONS—The leading 
trade associations in the field are the 
Aeronautical Chamber of Commerce 
and the Manufacturers Aircraft Asso- 
ciation. While the Department of Com- 
merce, of course, is not a trade associa- 
tion, it has been of tremendous value 
to the industry in the development of 
trade. 

Sources OF INFORMATION—Helpful 
sources of statistical information are, 
the Aeronautical Chamber of Commerce, 
the Department of Commerce, and the 
publications Arrway AGE, AVIATION, and 
AIR TRANSPORTATION. 

OUTSTANDING Books FoR 1929—Some 
of the important books are: Janes, “All 
the World’s Aircraft’, (English); the 
Year Book of the Aeronautical Chamber 
of Commerce; these two important 
books will help anyone seeking general 
current information about commercial 
aviation in this country and abroad. 
Historically, “Sky High,” by Eric Hod- 
gins and F. A. Magoun, and “The 
Wright Brothers, Fathers of Flight,” by 
John R. McMahon, can be considered 
important. Technically, there have been 
a number of good books published, two 
of which might be mentioned as, “Air- 
plane Structures,” by A. S. Niles and 
J. S. Newell, and “Strength of Ma- 
terials,” Vol. II, by Timoshenko. 


* This survey based on information 
made available by AviaTIon, New York. 


AVIATION 


See Transportation 

VOLUME OF Business—On June 30, 
1930, there were 91 regularly established 
air lines in the United States as com- 
pared with 72 on June 30, 1929. On 
June 30, 1930, there were 18 mail- 
passenger express lines as compared 
with 13 the year before; 31 passenger 
lines as compared with 20 on June 30, 
1929, 17 passenger express lines as com- 
pared with 12; 12 mail lines as com- 
pared with 11; 11 mail express lines as 
compared with 5 in 1929, 2 express lines 
and no mail passenger lines of which 
there were 9 in June, 1929, they having 
been merged with mail-passenger ex- 
press lines or otherwise changed during 
the year. 

There is only one airline that oper- 
ates in direct connection with a rail- 
road. That line is T.A.T.-Maddux, 
(New York-Los Angeles). Several lines 
connect with trains, but do not operate 
with the rail line. The T.A.T.-Maddux 
line completed one year of operation 
on July 7, 1930, and stated that 29,343 
pay passengers were carried on the line 
during that time. 


About a dozen big ports have been 
opened for transport use during the 
July, 1929-July, 1930 period, and in- 
numerable small ones. Every small 
port hopes to be an air transport center 
sometime. 

It is difficult to determine at this 
time the peak months of air travel as 
a lowering of the rate last spring saw 
air travel jump high. Taking the 
country as a whole, June, July and 
August are the best months. 

MeERGERS—Some of the big holding 
companies have bought up several small 
lines in order that their general system 
will be more complete. A few other 
lines have thrown in their lot together. 
It is impossible at this early date to 
determine how successful such mergers 
have been, faint indications are of a 
favorable nature. 


TrENDS—The trade trends to be 
watched are those that have to do 
with the production and sale of private 
and business planes. However, before 
any noticeable trend in that direction 
comes to pass there will be a decided 
increase in air transport work. The 
results of the Watre’s bill, permitting 
the carrying of mail on a mileage 
basis by passenger planes operating on 
long enough routes, are awaited with 
much interest by the entire industry. 
The financial side of the industry 
should also be watched, very closely. 

SOURCES OF INFORMATION—The De- 
partment of Commerce, and the Aero- 
nautical Chamber of Commerce. 

TraDE AssocraATIONS— The Aircraft 
Manufacturers’ Association, the Aero- 
nautical Chamber of Commerce of 
America, the Aero Section of the S. A. 
E., the National Aeronautic Association, 
the National Pilots Association. 


* This survey based on information made 
available by AIRWAY AGE, New York. 


BAKING 


See Food, Groceries 

VOLUME OF BUSINESS—With the grad- 
ual trend away from labor in the home, 
the baking industry has shown a steady 
increase, not only in the value of its 
products but in per capita consumption. 
Every census since 1850, with one ex- 
ception, shows a definite increase. 

With the 1927 census, the baking 
industry took 10th place among all 
manufacturing industries and is sec- 
ond only to slaughtering and meat 
packing among the food industries. 
Under the heading “Value Added by 
Manufacture,” which provides an ex- 
cellent guide to its actual status as an 
industry, baking is first among food 
industries. 


Per Capita Consumption of Commercial Bakery 
Products Classified 
Increase 


1927 1925 1923 1923—1927 
Bread, Rolls, 


Coffee Cake. ...$6.78 $6.35 $5.70 19% 
Soft Cakes, 


Doughnuts..... 2.20 1.81 1.72 28% 
Biscuits and 

Crackers... iiss 206 2:21 1:89 9% 
Pies... 58 59 69 —16% 


— Based on U.S. Census. No data is available 
prior to 1923. 


Per Capita Trend Fn all Commercial Bakery 


oducts 
1904. $3.26 1921.. $10.11 
1909. 4.38 4923... 10.15 
1914. 5.02 4995. icscees A008 
1919. 10.97 1927. ccvcavec teO 


Principal Products Manufactured by Baking 
Industry (1927) 

Propucts SOLD— 

Bread, rolls, etc........... 10,181,686,000 pounds 

Cake, doughnuts, etc....... 1,052,310,000 © 

Biscuits, crackers.......... 1,256,057,413 

re ie 233,333,000 units 


Expenditures for Basic Ingredients (1927) 
Propucts CONSUMED— 


POOP. ocicsiccenss ss se ce ee «$309,356,000 
ite pean ean uganda 55,217,000 
Butter, lard, shortening............. 79,914,000 
DMR ralostenatae serciue diac aie Galo sheaieers 36,046,000 
in SES eee ree 24,757,000 
MBUMRU si ccsweoieccune wale 20,384,000 


This survey based on information 
made available by Bakers’ WEEKLY, 
New York. 


NuMBER OF MANUFACTURERS—The last 
Census (1927) secured reports from 
18,129 establishments. The total num- 
ber of bakeries, including those who 
fail to file reports, is estimated variously 
from 20,000 to 25,000. ; 

The number of bakeries doing busi- 
ness in each classification is approxi- 
mately as follows: 
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made 
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ailable 


Bakery 


$10.11 
10.15 
10.99 
11.76 


Baking 
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56,000 
17,000 
14,000 
46,000 
57,000 
84,000 
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‘Number of Manufacturers 


Wholesale. . VeeeRieKs oh cee. wee 
Wholesale and Retail.. sie as 6 a 
Wholesale, Retail and House- to-House. cones £2,600 
Wholesale and House-to-House.. 6 ce eae 
IMOKBEE c0.caes.a6 ‘ Pesciscececa: Gea 
House-to-House. .. ER ee re 

Total.. . 20,000 


. Although retail shops ‘are ‘largest ‘numerically, 
production is only about 15 per cent of the total. 


A Typical Bakery Plant-Investment 


CAPITAL INVESTED— 

A well-known engineering authority offers this 
as a sound, practical division of plant-investment 
for a moderate-sized wholesale bakery. 


Land. a daicebekueetacetosve Ee 
Bakery Buildings... Edebatenycanes 40% 
Fixed Bakery Equipment... eae 
(Ovens, mixers, etc. ‘y 
Miscellaneous Plant Investment.. 5% 
(Pans, racks, tools, utensils, office furniture 
and equipment) 


Delivery Equipment... .. 2. cccsssccceses 10% 
TONG isd Fee cecideacce ve Suceenak@ere 
BANKING 


VOLUME oF Busriness—According to 
the figures available from Polk’s Bank- 
ers Directory early in July, the amount 
of deposits of banks in the United 
States for the first six months of 19,0, 
was $62,652,193,000 as compared wih 
$58,354,661,000 on July 1, 1928, repre- 
senting a gain of slightly over 7%. 

NuMBER OF BanKs—At the beginning 
of 1930, there were reported 7,393 na- 
tional banks, 17,613 state banks, and 616 
private banks throughout the country, 
as compared with 17,724 national banks, 
ag state banks, and 646 private banks 

1928. 


Banks are reorganizing as trust com- 
panies chiefly because the value of the 
title “trust company” is more pro- 
nounced than “bank” or “national bank 
& trust company”, when it comes to 
getting trust business in which profits 
are very attractive. 


Many banks are ceasing to be nation- 
al banks because they are under re- 
straints as to operation, supervision, 
etc.. which do not apply to State banks 
and when they reorganize as State 
banks they seek trust charters so as to 
gain the advantage of this name. Since 
the organization of the Federal Reserve 
System, the prestige attached to the 
words “national bank”, as differentiated 
from “state bank” or trust company, 
has been lessened and more importance 
is attached to “member of Federal 
Reserve System” which a State bank 
can add to its name. Hence trust com- 
pany powers plus Federal Reserve 
membership has a strong attraction for 
bankers who are seeking more freedom 
and profits than are accorded by the 
national banking system. 

MERGERS—Approximate number of 
mergers for year ended December 31, 
1929 was 799, that is 571 State banks, 
— 228 National. Important mergers 

ere: 

Chase National—Equitable Trust; In- 
terstate Trust; National Park; Ameri- 
can Express Co. 

National City—Farmers Loan & Trust. 


Manhattan Company—New York Title 
& Mortgage Co. 

First National, Boston—Old Colony 
Trust Co. 


Foreman Banks & State Bank, Chi- 
cago—Pennsylvania Co. for Insurance 


on Lives & Granting Annuities; Bank 
of North America, Philadelphia. 


National Bank of Republic—Chicago 
Trust. 


First National—Liberty National, Sy- 
racuse as First Trust & Deposit Co. 


First National, Atlanta—absorbed At- 
lanta & Lowry National. 

First National, Dallas—Merger of City 
National & American Exchange National. 

Mississippi Valley—Merchants State 
Trust Co. merger of banks of this name. 


First Seattle Dexter—Horton Nation- 
al, Seattle, merger of 3 banks bearing 
these names. 


Peoples Pittsburgh Trust Co.—Merger 
of Peoples Savings and Pittsburgh 
Trust Co. 


First National, Birmingham, Ala.— 
absorbed American Traders National. 

The effect of mergers on business 
credit situation is controversial. There 
are observers who opine that the mer- 
gers are in the direction of a credit 
monopoly that will make credit control 
the dominant factor in business. But 
the truth is probably divided. On the 
one hand the credit situation is bring- 
ing about mergers in that largers com- 
mercial organizations are demanding 
larger credit organizations. When this 
is applied to the country bank, via the 
chain store, it means loss of a valuable 
borrowing customer, the country mer- 
chant, to the city bank. Mergers are 
tightening credit for the “duplicate 
borrower” who used to have a loan at 
all local banks. But whether the mer- 
gers are tightening credits for the 
average town depends much upon the 
degree to which the merger had added 
to or subtracted from the competition 
in a given community. 

Bigger banks are sharp and vigorous 
competitors. This tends to make their 
credit more inclusive and cheaper than 
otherwise. But they are also more crit- 
ical lenders, having a broader view of 
conditions and hence for the borrower 
whose loan is a poorer risk, they are 
less likely to be favorable. Larger banks 
are easier to organize in support of a 
given restriction of credit which their 
experience may suggest as better prac- 
tice, but it is also true that their credits 
are more mobile and it is unlikely that 
they will ever be found to be fixing 
arbitrary levels for credit costs simply 
to make an inordinate profit. The 
money markets of the world are too 
liquid to permit any locality to be held 
artificially out of line. Where we find 
the biggest banks we also find cheapest 
credit. 


TrENDS—The stock market situation 
has affected banking interests in many 
ways: 

1. It has restored the good old pres- 
tige of the savings account. 

2. It has demonstrated the value of 
public paying attention to signs of credit 
strain as evidenced by Federal Reserve 
Bank position, warnings, etc. 

3. It has restored the appreciation of 
bonds as investments and hence brought 
buying power back into a highly im- 
portant field of bank assets. 

4. It has made conservative expert 
management of estates both in the for- 
mative and created states more im- 
portant and thus established the need 
for and opportunity in trust funds 
operated by banks. 

5. It has created a situation in which 
money is plentiful—largely because of 
a scarcity of enterprising borrowers, 
and in which loans are being liquidated, 
restoring a balance of liquidity to the 
banking system. The carefulness which 


characterizes the times extends to bank 
lending and commercial loans now be- 
ing made are limited more than ever to 
constructive, self-liquidating purposes. 

6. It has restored the supply of funds 
for mortgage purposes, enabling banks 
to liquidate or otherwise round out their 
mortgage portfolios. 

7. And lastly, it has reawakened the 
banking thinkers to the real problem 
that exists in the fact that all stock 
market collateral loans are “capital 
loans,” however indirect. These loans 
have the potentialities of being frozen 
at any time their marketing should 
cease to be active. This is an academic 
matter now, perhaps, but it has serious 
practical implications. 

Sources OF INFORMATION—The best 
statistical records of banks and bankers 
are as follows: Federal Reserve Board 
reports, Comptroller of Currency re- 
ports, various bankers directories, chief- 
ly Polk’s and Rand & McNally’s AMER- 
ICAN BANK DrREcTORY, and Moopy’s 
BANKS AND FINANCE. 

TraDE AssocraTions—Organizations of 
bankers include the American Bankers’ 
Association, various State bankers’ as- 
sociations, National Association of Mu- 
tual Savings Banks, Financial Adver- 
tisers Association, Investment Bankers 
Association. 

OUTSTANDING Books For 1929—Books 
published in 1929 are “The Federal Re- 
serve System, Its Origin and Growth,” 
by Paul M. Warburg, “The Economics 
of Branch Banking,” by Bernhard Os- 
trolenk, “The Theory of Interest,” by 
Irving Fisher, “The Bank and Its 
Directors,” by Craig Hazlewood, “Bank- 
ing Principles & Practice,” by Ray 
Westerfield. 


* This survey based on information 
made available by THE AMERICAN BANK- 
ER, New York. 


BRICK AND CLAY 


See Building, Construction, Engineer- 
ing Construction, Heating and 
Ventilating. 


VOLUME OF Busrness—Production in 
the clay products industry on June 30, 
1930 as compared with June 30, 1929 
is considerably lower, approximately 
30%. Things have been picking up, 
_— and a bright future is looked 
or. 

NUMBER OF MANUFACTURERS—The ap- 
proximate number of clay products 
plants operating is 2,900. This is a de- 
crease from the figure reported in 1925. 
There is a tendency towards centraliza- 
tion among producers. 


Mercers—There has been a marked 
tendency toward mergers in the clay 
products industry and some very im- 
portant ones have been effected in the 
refractories branch of the industry and 
the face brick and sewer pipe divisions. 
Reports say that they have been quite 
successful. 

TRENDS—Some of the new processes 
developed in the last year should prove 
of great benefit to the industry One of 
these processes is used in the manufac- 
ture of a light-weight clay product. 
Another process is used in making 
special colors on face brick, while still 
another is employed in manufacturing 
machine-made terra cotta. These im- 
portant processes and some others will 
have a material effect on increasing 
the market for clay products and will 
also make it easier to apply the product 
on the job. 
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Brick and Clay (Cont.) 


Modern architecture offers a wide 
field for clay products because of the 
color properties and the flexible units 
they include. Interior decoration with 
clay products is also a new field being 
offered to clay products. 

SOURCES OF INFORMATION—The trade 
associations of the various divisions of 
the clay products industry, the Depart- 
ment of Commerce and the Bureau of 
Standards are excellent sources of sta- 
tistics. 

IMPORTANT BOOKS For 1929—The most 
important book published in the clay 
products industry during the last year 
is the Ceramic Products Cyclopedia, the 
most complete and authentic book on 
the manufacture of ceramic products. 

TRADE ASSOCIATIONS—The most im- 
portant associations in the clay prod- 
ucts industry are the Common Brick 
Manufacturers Association, American 
Face Brick Association, the Structural 
Clay Tile Association, the American 
Refractories Institute, the American 
Ceramic Society, National Paving Brick 
Manufacturers Association, National 
Terra Cotta Society. 


* Survey based on information made 
available by Brick & CLiay REcorp, 
Chicago. 


BUILDING 


See Brick and Clay, Construction, En- 
gineering Construction, Heating and 
Ventilating. 


VOLUME OF Business—The total esti- 
mated value of all construction, (in- 
cluding building and engineering) un- 
dertaken during the twelve months 
ended June 30, 1930, amounted to 
$5,908,524,000. For the corresponding 
twelve months ended June 30, 1929, the 
total estimated value of all construc- 
tion aggregated $6,812,049,000. These 
figures are based upon the actual 
value of contracts for construction of 
all types let in the thirty-seven states 
East of the Rocky Mountains, this ter- 
ritory being estimated to represent 
ninety-one per cent of the total nor- 
mal construction of the country. The 
estimates do not make allowances for 
construction projects in the thirty- 
seven states with valuations of less 
than $5000 per project and do not in- 
clude farm buildings or out-buildings. 
The data for the two years ended June 
30, 1930 and 1929, as per the attached 
statement, covers actual building and 
engineering construction contracts 
awarded in the thirty-seven states 
East of the Rocky Mountains as com- 
piled by F. W. Dodge Corp., with a 
segregation for building, as between 
residential and non-residential build- 
ing, and a further segregation of the 
latter by significant types. The grand 
totals include building and engineer- 
ing works. 


PRICE CHANGES—There has been a 
noticeable decline in building material 
costs in recent months, sympathetic 
with the decline in general commodity 
prices. Using the U. S. Department of 
Labor’s General Index of wholesale 
prices for building materials, the six 
months ended June 30, 1930, showed an 
average index of 94.2, using 1926 aver- 
age prices as 100.0. For the entire 
year 1929 the average was 97.1; for 
1928, 93.7; and for 1927, 93.3. Cover- 
ing the entire decade which began with 
the depression year 1921, the annual 


index ranged from a low of 93.3 for 
the year 1927 to a high for the year 
1923 of 108.7. Thus, building material 
prices averaged for the first six months 
of 1930 were about six per cent below 
the average for 1926 and more than 13 
per cent off from the high average of 
1923. From January to June 1930 the 
decline was most pronounced, amount- 
ing to almost six and a half per cent, 
one of the most drastic declines ever 
witnessed in prices for materials in 
such a short period. 


Items entering into this index de- 
clined in varying degrees with the 
single exception of cement. Thus, lum- 
ber declined from 92.7 for January to 
85.3 for June, brick from 90.4 to 83.0, 
structural steel from 97.0 to 86.8 and 
other building materials, including 
such items as roofing materials, sheet 
copper, pipe, sand, lime, etc., from 
107.0 to 99.6. Cement rose from 90.4 
for January to 91.7 for June, but the 
June index was one full point lower 
than the index which prevailed during 
the four months from February through 
May. Even in the case of cement the 
indexes for each of the months of 1930 


were lower than the corresponding - 


months of 1929. It is interesting to 
note that the greatest relative declines 
both from recent periods and from the 
1926 base period have occurred in the 
indexes for lumber and brick, two com- 
modities which find their principal 
consumption in residential buildings of 
the smaller types where the declines in 
construction has been most drastic. By 
the same token the decline in the price 
of cement has been of a lesser degree 
largely because of the increased con- 
sumption of cement occasioned by large 
highways, and engineering projects 
where this commodity is of such large 
relative importance. The decline in 
structural steel prices has been less 
drastic than the declines in lumber and 
brick but larger than the decline in 
cement, reflecting more moderate de- 
creases in non-residential building than 
have occurred in residential building. 


CENTERS OF AcTiviry—Construction 
in Up-State New York, the St. Louis 
Territory (Southern Illinois, Eastern 
Missouri, Northeast Arkansas, Western 
Tennessee, and Northwest Mississippi), 
Kansas City (Western Missouri, Kansas, 
Oklahoma and Nebraska), Texas and 
the Southeastern Territory (the Caro- 
linas, Georgia, Florida, Alabama, East- 
ern Tennessee), was more active during 
the first half of 1930 than for the cor- 
responding period of 1929. This in- 
creased activity in these territories was 
entirely due to large contracts for pub- 
lic works and utilities. Not one of the 
thirteen areas into which the thirty- 
seven states have been divided, with the 
exception of the Central Northwest Ter- 
ritory, (Minnesota, the Dakotas, North- 
ern Michigan and Northwest Wisconsin) 
showed larger building volume during 
the first half of 1930 as compared with 
the corresponding period of 1929. The 
appended table compiled from the rec- 
ords of the F. W. Dodge Corp., showing 
construction contracts awarded in the 
thirty-seven states by major classes by 
districts during the first half of 1930 
with comparisons for the same period 
of 1929. 


TRENDS IN THE INDUSTRY—Large de- 
velopments of new natural gas pipe line 
systems accounted in no little part for 
the increase in public works and utili- 
ties. Construction during the first half 
of the current year of these systems 


for the most part originated in the 
Panhandle of Texas and are to traverse 
Middle Western States, providing fuel 
for power and light to industrial cen- 
ters. It appears likely that this type 
of development will continue and that 
its greatest effects on business condi- 
tions will be localized through the 
Southwest, Central West and the Mid- 
dle Atlantic areas. New highway con- 
struction has been undertaken in al] 
sections of the country and, from all 
indications, will continue for the re- 
mainder of the year and in 1931. There 
have been reduced volumes of opera- 
tions in residential projects of every 
type; apartments, hotels and one and 
two family houses. The most severe 
reduction has been in apartments and 
housing developments, the operations 
usually designated as speculative. Care- 
ful vacancy surveys in recent months 
have shown that surplus housing has 
been largely absorbed, in many states 
and towns, mortgage money has become 
amply available in many places and, on 
the whole, considerable progress has 
been made in readjusting, though lend- 
ers are still very conservative as ito 
financing of speculative projects. De- 
mand has grown stronger in many local 
centers and it seems reasonable to ex- 
pect increased residential activity in the 
last four months of this year, and a 
sizeable better volume in 1931. The 
third quarter of the year seems to be 
scheduled for the return of confidence 
and the last quarter for increased ac- 
tivity. While enlarged plans and work 
reported as in the contemplated stage 
would seem to point to a considerably 
better construction year for 1931. 


The decline in construction for the 
year 1929 from 1928 amounting to thir- 
teen per cent of the value of contracts 
and the decline for the first half of 
1930 at about the same rate have had 
a telling effect upon general business 
conditions. In this, it has occasioned, 
among other things, the release of large 
numbers of building artisans and 
tradesmen. The decline in the pur- 
chasing power of this group has been 
one of the most important causes for 
the decline in general business which 
has lasted now for many months. 


The outstanding development in the 
building industry during the past year 
would seem to lie in the further liqui- 
dation of the over-supply of residential 
units occasioned by the record-breaking 
production of the past few years. This 
liquidation movement has largely elimi- 
nated the small speculative builder and 
less responsible speculators. This would 
appear to indicate that the stage is 
pretty nearly set for a revival in resi- 
dential building, the one division of the 
construction industry that has suffered 
most. 


REMODELING OPERATIONS—Remodeling 
operations have increased quite con- 
siderably during the past few months in 
response to modernization programs 
sponsored by manufacturers of building 
materials and equipment. Our _ best 
estimate would be that remodeling 
operations during 1930 based upon re- 
turns for the first half of the year will 
run in value somewhere between 15 
and 20 per cent of the total new build- 
ing construction undertaken. Remod- 
eling operations this year would appear 
to be almost twice as important rela- 
tively as in recent previous years. 


LEGISLATION—(a) The revision of the 
New York City Building Code cutting 
steel load requirements by more than 
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Magazine Group 


GENERAL BUILDING 
CONTRACTOR 


® 
Catalogue Service 
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& 


Dodge 


(DAILY BUILDING) 


Reports 


2 
“THERE ARE 


THREE STRAIGHT ROADS” 


There are three straight roads to the primary building market, all of which 
must be used in a well-rounded campaign. Employ the best vehicles for 
traveling these roads and you avoid detours, lost motion and waste, achiev- 
ing maximum sales at minimum selling cost. The straight roads are: 


PROFESSIONAL MAGAZINE ADVERTISING 
CATALOGUE SERVICE 


TIMED DIRECT MAIL and 
| J SALES CALLS 


PRIMARY BUILDING MARKET 


This market averages $4,000,000,000 in normai years and 
is controlled ‘by approximately 8,000 architects and archi- 
tectural firms and 7,000 general building ‘contractors. 
It averages 65,000 professionally planned projects, 
each of about $65,000 valuation, sponsored by 65,000 
owners—men who cannot be reached, except at prohib- 
itive cost, unless one finds out who they are in each case. 


To use these three straight roads to best advantage, choose the best, fast- 
est and most efficient vehicles. Careful and reasoned choice of these vehicles 
makes it easy to reach every factor in the market at the moment when he 
is ready to specify, buy or influence a sale. 


The Dodge Group of Publications and Services give complete, coordi- 
nated coverage of all sales-controlling factors, making it easy to reach 
every factor in the primary building market* AT THE RIGHT TIME. 


Send for booklet, “The Primary Building Market and the Dodge Group,” and 
pamphlet, “Your Money's Worth in Building-Market Selling.” Also booklets, 
“The Primary Building Market, Section 1"—(The architect's specifying power 
and The Architectural Record)—and “The Primary Building Market, Section 


2“—(The general building contractor's buying power and “General 
Building Contractor.) 


*The primary market is 58% of the total building market. 


F. W. DODGE CORPORATION 


The Dodge Group of Building 
Field Publications and Services 


F.W. DODGE 


I 


CORPORATION 


119 West 40th St., New York, and Principal Cities 
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10 per cent. (b) Change in cement 
water ratio in concrete construction in 
Philadelphia and other important 
centers cutting concrete costs by a con- 
siderable margin. (c) Mechanics’ Lien 
Law revisions in New York and 
Michigan eliminating many previous 
abuses. (d) Contractor’s License Law 
in California and in certain cities in 
the West. Several states have passed 
legislation making services of an archi- 
tect obligatory in designing huildinz, 
notably New York. 


Sources OF INFORMATION—The Survey 
of Current Business of the U. S. De- 
partment of Commerce, a compendium, 
among other things, of reliable data on 
building materials and equipment, and 
the Division of Building and Housing 
of the U. S. Bureau of the Census. 


OUTSTANDING Books oF 1929—(a) 
“Mastering the Metropolis’—Duffues. 
(b) “Modern Architecture”—Hitchcock. 
(c) “Building Construction”—Whitney. 
(ad) “Skyscrapers and Men who Build 
Them”—Starrett. (e) “Building Ma- 
terial and Construction Costs”—Laist. 


INDUSTRIAL ORGANIZATIONS — National 
Association of Real Estate Boards, 
National Building Managers and Own- 
ern Association, Associated General 
Contractors, American Institute of Steel 
Construction, Portland Cement Associa- 
tion, Concrete Mixing Institute, National 
Association of Builders Exchanges, As- 
sociated Tile Manufacturers, National 
Lumber Manufacturers Association, 
American Face Brick Association, Com- 
mon Brick Manufacturers Association, 
Enamel Sanitary Ware Manufacturers 
Association, National Boiler and Radi- 
ator Manufacturers Association, The 
Copper Institute, Copper and Brass 
Research Association, Oak Flooring 
Manufacturers Association, Maple 
Flooring Manufacturers Association, 
National Association of Building and 
Loan Associations and United States 
Building and Loan League. 

*This survey is based on data made 
— by the F. W. DODGE CORP., New 


CHEMICAL ENGINEERING 


VOLUME OF Business—Production in 
the chemical engineering or process in- 
dustries has held up better than average 
during the present recession of business. 
In the six months ended June 30, pro- 
duction exceeded that of 1928, which 
was a record year. It did fall, however, 
perhaps 4 to 6 per cent under 1929— 
an abnormal year. 


Prick CHances—Although there have 
been no radical price changes, the level 
has been dropping for some time and 
the weighted index of chemical prices 
published each month stood at 98.87 
for June, 1930, as compared with 100.25 
for June, 1929 and 198.67 for June, 1928. 


NUMBER OF Units—The total number 
of productive units in the process in- 
dustries, as listed by the Census of 1927, 
is 16,579. Comparable figure given by 
the 1925 Census was 16,347, indicating, 
therefore, a slight decrease. 


MeErRGERS—There has been a number 
of important mergers in the chemical 
field—in general quite successful. To 
be sure, there have been certain cases 
where weaker companies have banded 
together without improving their situ- 
ation, but such mergers as that of du 
Pont and Grasselli, American Cyanamid 
Co., have been quite successful. 


TRENDS—It is a natural characteristic 
of the field that new processes are de- 
veloping continuously. The result is a 
high rate of obsolescense and a constant 
changing of methods and equipment. 
One could easily cite a dozen chemical 
processes that are radically different 
now from what they were one year or 
five years ago. The sum total effect of 
all of this change is always in the 
direction of lower costs and a wider 
margin of profit for the producer. Syn- 
thetic materials have displaced many 
of the older natural products, particu- 
larly in the fertilizer, plastics, lacquer 
and related fields. 


Certain process industries are season- 
al, such as fertilizer, paints and var- 


nishes, etc. For the most part, how- 
ever, these industries follow the trend 
of general business as far as seasonal 
activities are concerned. 


Centralization has been quite notice- 
able in the chemical industry, particu- 
larly as to the South and Southwest, 
where larger chemical markets are de- 
veloping and where raw materials are 
available. Exports amount to but three 
to five per cent of the chemical trade, 
but have been increasing until recent 
months. 


SOURCES OF INFORMATION—Probably 
the three best statistical sources of in- 
formation in the chemical field as such, 
are the United States Department of 
Commerce, particularly the Chemical 
Division and the Bureau of the Census; 
the United States Tariff Commission, 
Chemical Division and the various trade 
associations, notably the Manufacturing 
Chemists’ Association. In certain of 
the other fields the United States 
Bureau of Mines, the Geological Survey, 
and the varoius trade associations are 
all helpful. 


ImpPporTANT Books In 1929—Among the 
most important books published in the 
field during the past year are the fol- 
lowing: “Principles of Chemical En- 
gineering,” by Walker-Lewis-McAdams, 
“The Aluminum Industry,” by Edwards, 
Frary and Jefferies, “Inorganic Chem- 
ical Technology,” by Baker and Badger, 
“Chemical Engineering Economics,” by 
rag oy Tyler, and “Mineral Industry 

9 hag 


TRADE ASSOCIATIONS—There are some- 
thing like 200 trade associations in the 
field covered by Chemical and Metal- 
lurgical and among the most important 
being: American Association for the 
Advancement of Science, Washington, 
D. C.; American Association of Flint 
and Lime Glass Manufacturers, Pitts- 
burgh, Pa.; American Ceramic Society, 
Columbus, Ohio; American Chemical 
Society, Washington, D. C.; American 
Electrochemical Society, New York City; 
American Gas Association, New York 


Construction Contracts Awarded During First Half 1930 and First Half 1929* 


Public Works & 
Total Non-Residential Residential Total Building Utilities Total Construction 
First Half First Half | First Half | First Half First Half First Half | First Half | First Half | First Half First Half 

1930 1929 1930 1929 1930 1929 1930 1929 1930 1929 
New England $93,111,000] $98,571,000/$59,909,000| $85,291,000] $153,020,000] $183,862,000/$30,476,000|$24,005,000} $183,496,000| $207,867,000 
New York-Metropolitan 258,782,000] 208,417,000]133,677,000] 285,296,000] 392,459,000] 493,713,000]120,043,000] 99,822,000] 512,502,000} 593,536,000 
New York-Upstate 42,046,000 44,417,000} 18,006,000 23,216,000 60,052,000 67,633,000} 41,791,000] 26,352,000} 101,843,000 93,985,000 
Middle Atlantic 163,399,000} 177,070,000} 74,072,000] 147,735,000} 237,471,000} 324,805,000] 91,009,000} 63,129,000} 328,480,000 387,933,000 
Pittsburgh 158,587,000] 151,782,000] 67,210,000 95,579,000} 225,797,000} 247,361,000/103,572,000|103,642,000} 329,369,000 351,003,000 
Southern Michigan 42,756,000 78,003,000} 26,902,000 59,157,000 69,658,000} 137,160,000} 24,838,000] 35,992,000 94,496,000} 173,152,000 
hicago 142,562,000] 224,696,000] 73,309,000} 192,305,000} 215,871,000} 417,001,000/122,811,000) 84,235,000] 338,682,000 501,236,000 
Central Northwestern 29,717,000 25,649,000} 7,991,000 9,640,000 37,708,000 35,289,000} 15,916,000] 19,475,000 53,624,000 54,764,000 
St. Louis 69,055,000 60,190,000} 25,593,000 42,540,000 94,648,000} 102,730,000] 48,384,000} 30,300,000} 143,032,000 133,028,000 
Kansas City 57,843,000 49,409,000} 27,594,000 44,956,000 85,437,000 94,365 ,000]101,830,000] 33,239,000] 187,267,000 127,603,000 
Texas 45,998,000 46,093,000} 19,098,000 35,684,000 65,096,000 81,777,000} 59,807,000} 31,058,000} 124,903,000 112,836,000 
New Orleans 22,343,000 76,770,000} 9,249,000 10,525,000 31,592,000 87,296,000} 32,023,000] 24,302,000 63,615,000] 111,599,000 
Southeastern 83,663,000 79,433,000} 36,803,000 55,144,000} 120,466,000} 134,577,000} 56,238,000] 32,428,000} 176,704,000 167,005,000 
Total 37 States 1,209,862,000} 1,320,497,000/579,413,000] 1,087,068,000] 1,789,275,000} 2,407 ,569,000/848,738,000 607,979,000 2,638,013,000 3,015,547,000 


Construction Contract Awards in 37 States East of Rocky Mountains, Years Ended June 30, 1930 and 1929 


Grand Total 
Construction 


Engineering 


Building only 


Work Only 


Total Residential Total 


Non-Residential 


Commerical Industrial Educational All Other 


12 mos. ended June 30, 1930 
12 mos. ended June 30, 1929 


$5,376,757,000 
6,198,965 ,406 


$1,489,101,300] $3,887,655,700 
1,305,076,200 


$1,408,070,100 


4,893,889.200] 2,344,525,800 


$2,479.585,600 
2,549,363,400 


SA 
$852,736,500|$685,843 ,000|$389, 154,200 $551,851,900 
906,657,600| 722,031,500| 387,442,600] 533,231,7 00 


*Compiled by F. W. Dodge Corporation, Division of Statistics and Research. 
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Chemical Engineering (Cont.) 


City; American Institute of Chemical 
Engineers, New York City; American 
Institute of Chemists, New York City; 
American Paint and Varnish Manufac- 
turers’ Association, Inc., Philadelphia 
and New York City; American Petro- 
ieum Institute, New York City; Ameri- 
can Pulp and Paper Mill Superinten- 
dents Association, Miamisburg, Ohio; 
American Society for Testing Materials, 
Philadelphia; American Welding So- 
ciety, New York City; International 
Acetylene Association, New York City; 
Manufacturing Chemists’ Association of 
the United States, Washington, D. C.; 
Metric Association, New York City; 
National Industrial Council, New York 
City. 

*This survey based on information 
made available by CHEMICAL AND MET- 
ALLURGICAL ENGINEERING, New York. 


CONFECTIONERY 


See Soda Fountain 


VOLUME OF BUSINESS— Wholesale 
candy manufacturers sold $337,976,907 
worth of candy in 1929 as compared 
with $331,383,622 in 1928 and $342,515,- 
372 in 1927. These figures increased by 
15% will represent retail prices. The 
first six months of 1930 show a 3% 
decline over the corresponding period 
for 1929. Of the $337,976,907 manufac- 
tured in 1929, plain packages of candy 
wholesaling at less than $1.00 totalled 
$24,153,672, fancy packages over $1.00, 
$32,762,256, chocolate in bulk $33,195,116, 
bulk or pound candy other than choc- 
dlate $52,499,023, molded chocolate bars 
$36,223,000, chocolate covered bars $68,- 
458,520, other candy bars $11,986,188, 
five and ten cent packages $12,194,281, 
and penny goods $30,149,780. 


Propucts CONSUMED — Food products 
consumed by the industry range from 
sugar, the most important, for which 
$35,004,000 was spent in 1929, chocolate 
coating, for which $24,302,000 was spent, 
corn syrup valued at $12,383,000, milk 
and milk products $6,170,000, to such 
products as cocoa beans, for which $1,- 
736,000 was spent in 1929, cocoa butter, 
$2,097,000; cocoa powder $165,000; fruits 
$2,651,000, and nuts $17,191,000. Mis- 
cellaneous products utilized by the in- 
dustry include flavoring extracts, syrups, 
wax paper, tin and other foils, con- 
tainers, fuel and electric power, and 
total $101,477,667 for the year 1929. 
Grand total for products consumed in 
1929 amounted to $205,432,667. 


EXPORTS AND IMPoRTS—Exports amount 
roughly to 1% of total production. Im- 
ports are not very large, but are in- 
creasing more rapidly than are exports. 


NUMBER OF MANUFACTURERS—In 1929 
there were approximately 2000 candy 
manufacturers, 65 of whom made 63.3% 
of total sales, and 499 of whom made 
88.5% of total sales for the country. 
In 1925 there were 1,931 candy firms, 
and in 1927 there were 1,908. Whole- 
salers and jobbers that are reliable 
amounted to approximately from 2,000 
to 3,000, and about 53% of sales are 
made by jobbers. Principal wholesale 
areas center around the most important 
marketing points. 


RETAIL OUTLETS—26.9% of total sales 
were made by independent retailers, 
14.1% through chain stores, mail order 
houses distributed .2%, and company 
owned stores 5.8%. 


TrENDS—Price trends indicate a down- 
ward tendency for all types of candy. 
The use of machinery has greatly 
speeded up production, and equipment 
is about 40% idle. Inventories show 
that in 1928 42.2% of manufacturers 


Sales Outlets Through Various Types of Distributors 


(499 ‘‘identica!”” manufacturers) 


(000 omitted) 
acs Beet ot : r 
| 1927 1928 | 1929 
Manu- Manu- i Manu- 
Method of Distribution facturers pi gh e facturers yiy co facturers Per Cent 
Sales re Sales } © Rivas Sales a on 
Value Sales Value — Value eer 
Through jobbers... $158,727 53.0 $155,272 53.0 $159,940 53.0 
Direct to rete ailers: 
Chain stores. . 30.015 10.0 37,199 12.7 42,644 14.1 
Other retailers. . 82,448 27.5 75,544 25.8 81,172 26.9 
Direct to consumers: 
Through own store... .... 27,766 9.3 24,376 8.3 17,622 5.8 
Mail order business. . 511 <a 572 <2 524 oy 
L Total.. ran Ree Raleas $299,467 100.0 $292,963 100.00 $301,902 100.0 
Less resale coin OE 9,293 Pes 7,914 Pore 7,347 ear 
Net Sales $290,174 $285,047 $294,555 


ua Number of Accounts and Average Annual Sales per Account 


(499 ‘“identical” manufacturers) 


1927 1928 1929 
| Sales Sales . Sales Sales Sales Sales | 
to to Inde- — to to Inde- - to to Inde- —_ 
Chain | pendent Chain | pendent | Chain | pendent : 
Stores | Retailers Jobbers Stores | Retailers| Jobbers | Stores |Retazler Jobbers 
Pirms Teporting.. 217 295 369 253 305 288 369 361 357 
Average annual 
, Sales per firm* , $138 $279 $430 $147 $248 $430 $176 $282 $448 
‘Average number 
of accounts per 
firm... 100 = 1,303 699 105 1,381 806 217 1,918 896 
Average annual 
sales per account $1,379 $215 $616 $1,407 $179 $533 $811 $147 $500 


*000 omitted. Reprinted from Confectio 


ners Journal, July, 1930. 


were engaged in the raw industry, 34.5% 
in the making of the finished products, 
and 18.6% in the manufacture of con- 
tainers and packages. Figures for 1929 
show 48% engaged into the manufac- 
ture of raw products, 35.8% in the 
finished products, and 16.2% manufac- 
turing containers and packing material. 
Trucks have been handling more of the 
transportation than in the past, freight 
rates tending to localize sales in some 
instances though not so much as they 
should. At present the most important 
problem facing the industry is that of 
profitless selling. Although the Eng- 
lish firms have already begun to es- 
tablish branch plants, American manu- 
facturers have not. Profit percentages 
in the industry have on the whole been 
very low, but it is expected that a cur- 
rent investigation into costs, etc., will 
result in a general upswing of returns. 

SOURCES OF INFORMATION—Important 
sources of information on the industry 
are the CONFECTIONERS JOURNAL, Food- 
stuffs Division of the U. S. Department 
of Commerce, National Confectioners 
Association (Chicago) and the Eastern 
Confectioners Traffic Bureau, New York. 

TRADE ASSOCIATIONS—Important asso- 
ciations are National Confectioners As- 
sociation (Chicago), Western Confec- 
tioners Association (San Francisco), 
Eastern Confectioners Traffic Bureau, 
New York, Southern Wholesale Confec- 
tioners Association, Atlanta, Ga. 

OUTSTANDING Books IN 1929—“Con- 
fectionery Problems,” by Dr. S. Jordan, 
published by National Confectioners 
Association, and “Confectionery Dis- 
tribution in the. United States,” by R. L. 
Purdon, published by the Government 
Printing Office. 


*This survey based on information 
made available by the CONFECTIONER’S 
JOURNAL, Philadelphia. 


CONSTRUCTION 


See Brick and Clay, Building, Engi- 
neering Construction, Heating and 
Ventilating 


VoLuME—As of June 30, 1930, com- 
pared with the same period in 1929 in 
the building field the non-residential 
building, comprised of commercial, 
industrial, educational, hospital and 
institutional, public, religious, memor- 
ial, social and recreational buildings, 
contracted for during the first six 
months was 814% less than in the cor- 
responding period in 1929. In the 
residential building field the decline 
was 4714%. The total decline in the 
building field was 26% in the first six 
months of this year as compared with 
the same period in 1929. In the engin- 
eering construction field, contracts 
awarded for the same period were 
3912% greater than those of last year. 
as of June 30, 1930, the grand total of 

all construction contracts was 1214% 
less than for the same period in 1929. 

Export Bustness—While there is no 
exact data about construction work by 
Americans in foreign fields, the im- 
pression is that there has been some 
increase during the past year, notably 
as concerns Russian construction pro- 
jects. Such projects are constructed 
under special conditions, however. 

Propucts Usep—While new materials 
sre constantly being introduced into 
the construction industry, those intro- 
duced during the past year have not yet 
demonstrated such outstanding qualities 
as to be able to decide on their merits. 
The introduction of the steel battiedeck 
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Construction (Cont.) 


flooring for large building construction, 
the development of an asbestos roof 
decking and the extension of the uses 
of steel through electric arc-welding 
appear to include the major new ma- 
terials involved in the year’s progress. 
Numerous others, however, have been 
introduced which may be evaluated 
more definitely within a year or two. 

MerGERS—During the past year there 
has been no tendency towards mergers 
of large engineering and contracting 
companies. In the period immediately 
preceding there were a number of large 
mergers of this type and while the 
exact information is lacking as to the 
successful outcome, apparently results 
have been satisfactory. 

TrENDS—In the two main divisions of 
the construction industry, namely, that 
of engineering construction and of 
building construction, the chief devel- 
opment during the past year has 
concerned the tremendous decline in 
residential building accompanied by the 
large increase in engineering construc- 
tion. This trend may be only a tem- 
porary one but it has created the 
necessity for readjustment. The entire 
industry is overmanned, however, and 
competition remains strenuously keen 
even in the engineering field. 

No particularly outstanding new con- 
struction methods have been developed, 
although there has been a steady in- 
crease in the effectiveness of equipment 
in most lines which will probably con- 
tinue. A revolution is taking place with 
regard to methods of doing business 
which should have a strong bearing on 
future work and activities. The curse 
of the construction industry has long 
been the existence of irresponsible ele- 
ments which have been enabled to 
operate through the existence of loose 
credit practices. Under the leadership 
of the Associated General Contractors, 
The National Building Supply Associa- 
tion and their allies, composed of sub- 
contracting organizations and other 
groups, a strong movement is afoot for 
the building up of a workable credit 
structure throughout the building in- 
dustry. Similar efforts are under way 
affecting the engineering construction 
field. With the progress of this move- 
ment credit conditions will undoubtedly 
be tightened beneficially and past con- 
ditions whereby a delinquent or bank- 
rupt contractor could continue indefin- 
itely in business will be corrected. 

Prospects in the construction field for 
the balance of this year and the first 
six months of 1931 are as yet quite 
obscure. The contract awards made in 
June, 1930 were in greater volume than 
those of June, 1929, being the first 
month when the total contracts award- 
ed exceeded those of the corresponding 
month of the previous year. There was 
likewise a fairly normal volume com- 
pared with the average of contract 
awards for that month over a number 
of past years and may indicate a revival 
of construction based on demand rather 
than agitational promotion. By the 
same token 1931 should be a generally 
active year although it is not expected 
that residential construction will attain 
such volume as has been in evidence 
during preceding years because of the 
fact that speculative building has been 
much discredited. Sound investment 


residential construction should increase 
materially, however. 

Sources oF INFORMATION—Include the 
F. W. Dodge Corp., pubjishers of the 
General Building Contractor, New York 
City; 


McGraw-Hill Co.’s Engineering 


News-Record, and the material com- 
piled by the S. W. Straus & Co., The 
Portland Cement Association and the 
Bonp Buyer, each cover authoritatively 
certain classes of statistics which are 
all necessary to gain a complete picture 
of the industry. 

The most important single event in 
the construction industry during the 
past year was the formation of the 
Bureau of Contract Information, Inc., 
to operate as a cooperative, non-profit 
agency to secure data concerning the 
past performance records and statement 
of contracts on hand from every con- 
tractor in the United States. This 
agency has already served very actively 
as a source of data to all elements in 
the industry desirous of checking up on 
the responsibility of contractors and in 
curbing irresponsibility in construction. 
It is progressing largely where it can 
function as a national clearing house 
for information as to financial and 
moral responsibility of contractors. 

ImpPporTANT Books oF 1929—Among the 
important books published in the con- 
struction field this year are “Planning 
and Control of Public Works” contain- 
ing a report on this subject of the Com- 
mittee on Recent Economic Changes, 
printed by J. J. Ives & Co., New York 
City, “Basic Principles of Concrete 
Making.” by Franklin R. McMillan, 
published by McGraw-Hill Book Co., 
“Manual of Accident Prevention in 
Construction,” published by the Asso- 
ciated General Contractors of America, 
“Wood Construction,’ by Dudley F. 
Holtman of the National Committee on 
Wood Utilization, published by McGraw- 
Hill Book Co., and “Skyscrapers and 
the Men Who Build Them” by Col. W. 
A. Starrett, published by Charles Scrib- 
ners Sons. 

TRADE ASSOCIATIONS—The most im- 
portant associations in the construction 
industry are: The Associated General 
Contractors of America, The American 
Institute of Architects, The American 
Society of Civil Engineers, The National 
Builders Supply Association, The Port- 
land Cement Association, The American 
Institute of Steel Construction, The 
National Lumber Manufacturers Asso- 
ciation and some twelve nationally or- 
ganized associations of subcontractors. 


* This survey based on information 
made available by THE CONSTRUCTOR, 
Washington, D. C. 


THE CONSTRUCTION 
MARKET 


See Brick and Clay, Building Construc- 
tion, Engineering Construction, 
Heating and Ventilating 
In the construction market, as in con- 
sumer markets, the major effort in 
modern national merchandising plans 
of manufacturers, is to secure accep- 
tance of the product by potential cus- 
tomers. Physical distribution through 
wholesale and retail outlets, although 
highly important and in many lines re- 
quiring the most intelligent and com- 
prehensive selling effort, is nevertheless 
secondary to the problem of creating 

acceptance and demand. 

The construction market differs from 
consumer markets in important funda- 
mental particulars that necessitate rad- 
ically different sales promotion meth- 
ods. In a consumer market, the fin- 
ished product of the manufacturer is 
the identical thing the customer wants 
and buys. In the construction market 


manufacturers sell materials and equip- 
ment (parts) ; the customer (prospective 
owner a new building or engineering 
project) is really in the market for a 
finished, assembled structure; he makes 
an investment in a physical property, 
not an ordinary purchase of material. 

Since the processes of planning, se- 
lecting and assembling parts, and 
creating a building or engineering struc- 
ture are complicated and technical, the 
prospective owner employs technical 
men proficient in organizing plans and 
construction processes. In the con- 
struction market, the project (result of 
an organized manufacturing process) 
and its several buying factors must be 
sold, not a single individual. In gen- 
eral, the buying factors are three: 
owners, planners (architects and en- 
gineers) and erectors (general building 
contractors and builders). Selection of 
materials and equipment is usually 
made by the planners and erectors, ex- 
cept on items where owner’s personal 
preferences may properly be allowed to 
outweigh technical considerations of 
quality, suitability and economy. 

The Construction Market is divided 
into two main departments: building 
and civil engineering construction. 

1. BUILDING 

1. The Primary Building Market con- 
sists of projects planned by architects 
and for engineers and erected by gen- 
eral building contractors. 

In the year 1929, it is estimated by 
F. W. Dodge Corp. that there were 
59,145 primary building market projects 
amounting to $3,835,250,200; an average 
of $64,845 per project. This total build- 
ing investment involved the purchase 
of some $1,928,742,000 worth of ma- 
terials and building equipment. 

The principal buying influences in 
the primary building market are archi- 
tects and allied engineers, general 
building contractors and important sub- 
contractors who work on large projects; 
the more important subcontracting 
trades being carpentering, concreting, 
electrical work, elevator constructing, 
heating and piping. mason work, etc. 

There are approximately 8,000 archi- 
tectural firms in the United States, 
maintaining offices and actively in prac- 
tice; the total of individual architects, 
including firm members or associates 
or employees who on occasion handle 
projects independent of the firm’s ac- 
tivities, runs from 12,000 to 13,000. The 
number of general building contracting 
firms who work from architects’ or en- 
gineers’ plans is approximately 7,000. 

The methods of sales approach to the 
buying factors of the primary building 
market are shown in Diagram No. 2. 
Professional magazines with direct edi- 
torial appeal to architects and allied 
engineers and general building contrac- 
tors, with circulation representing large 
specifying or buying power, are of 
obvious major importance in a maga- 
zine advertising campaign for the pril- 
mary building market; there are also 
important and influential magazines 1n 
some of the larger subcontracting fields 
which are necessary supplementary 
media in marketing certain products. 
Catalogues are of peculiar importance 
in this field where the majority of se- 
lections of specific materials are made 
from numerous possibilities on the basis 
of: technical requirements. Building 
news services that report specific pro)- 
ects, giving names and addresses of 
owners, architects, general contractors 
and important subcontractors, offer the 
means of timing direct-mail advertising 
an@ sales calls, thereby reducing waste 
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if New Construction Offers a 
Market for Your Goods.... 


ADVERTISING & SELLING 


TIME 


D 


BY THE DODGE PLAN 


Will Increase Sales by Enabling You to 


1—Cover every type of construction you sell 


2—Reach every major buying factor 


3—Concenirate al! selling effort on active buyers 


4—Direct every sales message, both printed and personal, to a known pros- 
pect, on a current job, at the time buying decisions are made. 


This Plan will Reduce Sales Expense by Enabling You to 


5—Cut out profitless sales calls 


6—Cut the waste out of direct advertising by addressing only active prospects 


7 —Cut down office detail. 


HE Dodge Plan is based on Dodge Re- 

port service, the oldest, largest, most 
reliable daily construction news service 
. . . Each Dodge Reports subscriber re- 
ceives a selected service that includes only 
Reports on projects he desires to sell... 
These Reports are coded to signal the 
time to take advertising and selling ac- 


tion on owners, architects, engineers ¢.w.popcE 


sales approach, will squeeze the 


and contractors... This selected ser- 
vice of sales leads, plus this timed 


waste out of your sales promotion. 


CORPORATION 


After 40 years of service to those that 
find their market in the field of new con- 
struction, you may be sure that the F. W. 
Dodge Corporation is not risking reputa- 
tion and good will on the Dodge Plan 
without being absolutely sure this plan 
will do what we claim ... increase sales 
and lower costs. 

Ask us to send you Booklet No. 


6 with complete information on this 
sales-making, overhead-cutting plan 
for the timed selling of selected jobs. 
It will help you earn dividends. 


DODGE REPORTS 


Issued Daily by 


F. W. DODGE CORPORATION, 119 WEST 40th ST., NEW YORK, AND PRINCIPAL CITIES 
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in broadcasting promotional literature 
and in making random sales calls, and 
producing more effective results. 


In addition to buying building prod- 
ucts (subject to specifications and ar- 
chitects’ approval), greater building 
contractors also invest large sums in 
contractors’ equipment and tools to be 
used by their own workmen in con- 
struction processes. It has been esti- 
mated that such purchases run between 
$150,000,000 and $200,000,000 annually. 
The forthcoming Census of Distribution 
will give accurate figures on this for 
the first time. Such purchases include 
motor trucks, cranes and _ derricks, 
pumps, hoists and hoisting engines, pile 
drives and steam hammers, concrete 
mixers, air compressures and numerous 
other mechanical devices, as well as 
various kinds of hand tools. 


2. The Secondary (or sub-architec- 
tural) Building Market consists of all 
projects built from private or stock 
plans. Projects in which the planning 
function is minimized and subordinated 
to the erecting function are necessarily 
in most cases small in comparison with 
architect-planned or engineer-planned 
projects. In fact, small one and two- 
family houses predominate in this field, 


which also includes numbers of small 
apartment projects, private garages, 
filling stations and small commercial 
buildings. Private plans may be made 
by the owner himself, or by the builder; 
stock plans for small buildings are 
available in books and magazines and 
from plan-service companies. 


In the Secondary Market the owner 
employs only one man or firm, the 
builder. The set-up shown in Diagram 
2 is thus simplified, with only one in- 
termediary between the product and 
the potential customer. Selections of 
specific products are made by owner 
and builder in consultation, the owner’s 
influence predominating in matters of 
personal preference, the builder’s in 
matters of practical import. 


The extent of the Secondary Building 
Market in the year 1929 is roughly esti- 
mated by F. W. Dodge Corp. to have 
amounted to $2,649,943,400, divided as 
follows: new building projects, 321,089, 
amounting to $1,909,943,400; remodeling 
and alteration work, 740,000 projects at 
$740,000,000. This building total in- 
volved the purchase of some $1,564,854,- 
000 worth of materials and building 
equipment. 


The principal buying factors to be 
reached in the secondary market are 
builders and owners. The number of 


THE _ PROJECT 


Owner states needs, approves plans, finances job 


Owner 
employs 


ARCHITECT and/or ENGINEER 
who plans, specifies, super~ 
intends and certifies. He 
Lis 8 consultant throughou 


They organize the 
project by means 


GENERAL BUILDING CONTRACTOR. 
who advises, bids, buys, 
builds and guarantees. 


1. PLANS and SPECIFICATIONS 
prepared by architect, subject 
to owner's approval and also to 
counsel of general building con- 
tractor on many details. 

2. SCHEDULES of BUYING, DELIVER- 
IES and ERECTION, prepared by 
general building contractor in 
accordance with plans and 
specifications. 


BUILDING PRODUCTS ARE ORDERED by 
general building contractor, 
directly or through subcontractors. 


TYPICAL ANALYSIS OF BUYING INFLUENCES STANDING BETWEEN A BUILDING PRODUCT 
AND ITS POTENTIAL CUSTOMER 


This diagram is the typical set-up for the PRIMARY BUILDING MARKET (see text); in the SECOND- 
ARY (or sub-architectural) BUILDING MARKET, planning and erecting functions are combined and ex- 
ercised by one individual or firm, the builder who works from stock plans or private plans; in the REPAIRS 
and REPLACEMENT MARKET, sales of materials and equipment are frequently made direct to owner 
(or consumer); the typical set-up for the CIVIL ENGINEERING MARKET is the same as for the PRI- 
MARY BUILDING MARKET, the planning function being exercised by engineers and the erecting or con- 


structing function by civil engineering contractors. 


——— 


builders who operate principally in this 
market has been variously estimated at 
45,000 to 60,000. There are probably 
some 8,000 to 12,000 firms (outside of 
the 7,000 general building contractors 
of the primary market) who operate 
regularly on the general contract basis: 
the rest are carpenter-builders, oper- 
ating as general contractors part of the 
time and as carpenter subcontractors 
the rest. The numbers vary from year 
to year; and definite and accurate 
enumeration of this class of builder is 
difficult; the forthcoming Contractor 
Census under the Census of Distribution 
will give the first definite and authori- 
tative figures. Subcontracting trades of 
importance in this field are plumbing, 
heating and electric wiring; carpen- 
tering, mason work, plastering, painting 
and paperhanging may be let on sub- 
contract, or may be done by the builder 
who takes the general contract; some 
builders do the entire job without let- 
ting subcontracts. 


The three methods of sales approach 
in the secondary building market are 
the same as those employed in the 
primary market: advertising (magazines 
and direct-mail), catalogues and sales 
calls. The differences consist in the 
number and types of buying factors on 
the project. Trade magazines special- 
izing on the builder field and those 
emphasizing housing and _ subdivision 
development projects are the advertis- 
ing media employed. Popular magazines 
on home building, home decoration and 
landscape gardening are also used to 
reach present and potential home own- 
ers. Concentration on owners of al] 
kinds who are definitely in the market 
for new buildings at a given time and 
on the builders engaged in these speci- 
fic projects is possible through building 
news services that report definite con- 
templated building projects. Selections 
of materials and equipment. for second- 
ary-market project are made by build- 
ers and owners from catalogues to a 
very considerable extent; but selections 
made on the basis of items carried in 
stock by local dealers is considerably 
more of a factor in this field than in 
the primary market. 


3. Modernization—This class of op- 
erations falls into the Primary Market 
when the project is of sufficient size to 
employ an architect and for general 
building contractors; it is much more 
widespread in the small-house field 
than elsewhere and is therefore mainly 
a feature of the secondary market. 
During 1930, when new residential 
building has suffered a severe decline, 
modernization has assumed unusual 
importance, offering a field in which 
manufacturers could stimulate demand 
on the part of owners of existing build- 
ings in the absence of normal demand 
for new buildings. Modernization cam- 
paigns are similar in principle _and 
scope to consumer campaigns, utilizing 
as advertising media builder magazines, 
popular home magazines, general media, 
newspapers and radio. Time-payment 
plans have been devised to facilitate 
modernization projects and building 
and loan associations have aided 
promoting modernization work. Moc- 
ernization, remodeling and alteration 
work in the past averaged about 10 per 
cent of total building, but in 1930 maj 
very well reach 20 per cent. while 
there is sufficient field for this class 
of work to encourage continuous CU 
tivation by manufacturers of mary 
materials and modern equipment items. 
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it remains to be seen whether quite so 
much emphasis will be put on stimu- 
lating modernization projects (which 
involves relatively expensive promotion 
programs) after the demand for new 
residential buildings gets back to nor- 
mal. 


4. Operative Builders, Development 
Companies, etc——These function prin- 
cipally in the field of housing, although 
in the largest cities there are invest- 
ment builders who erect office and loft 
buildings on their own initiative for 
the purpose of selling or renting them. 
Operations of this type are most prev- 
alent in the residential field, apart- 
ment projects and development projects 
of one and two-family houses. Approxi- 
mately 70 per cent of total residential 
building expenditure for projects above 
$5,000 each are for apartments and 
house development projects (the total 
also including hotels and dwellings 
erected singly). In the past these 
classes of builders have been generally 
termed “Speculative buildings’. The 
residential building depression of 1929- 
1930 decreased the volume of specula- 
tive residential work more severely than 
any other section of the building field, 
and has driven many operators, at 
least temporarily, out of business. Al- 
though surrounded by irresponsible 
“shoestring” operators, there are num- 
bers of responsible, well financed oper- 
ative builders whose aim is to produce 
high-grade buildings and maintain a 
stable volume of operations. The pres- 
ent tendency appears to be toward 
strengthening, enlarging and increasing 
the more responsible operative builders 
and development companies and elim- 
ination, partial or complete,- of the 
purely speculative type. 


Operative builders belong both to the 
Primary and to the Secondary Building 
Market, depending on the grade of 
projects they undertake. Those who 
build high-grade office buildings, apart- 
ments and housing development proj- 
ects employ technicians to carry out 
the planning and erecting functions. 
They may employ practicing architects 
or engineers in the regular way, or they 
may maintain their own designing de- 
partments staffed by registered archi- 
tects and engineers; they may let out 
general contracts or they may maintain 
their own construction departments 
organized and staffed just like a gen- 
eral building contractor organization; 
Planning and constructing functions 
are carried out by the same types of 
technicians as in the typical primary- 
market operation, the employment sta- 
tus of the two classes of technical 
experts constituting the difference. 
Operative builders whose development 
Projects consist of small one and two- 
family houses built from private or 
Stock plans simply combine the func- 
tions of owner and builder as usually 
found separately in other secondary 
market projects. 


5. Factors in Physical Distributicn— 
These include wholesale and retail deal- 


ers, manufacturers’ agents, manufac- 
turers’ branch houses and sales repre- 
sentatives. In general basic construc- 
tion materials (such as lumber, clay 
products, cement, lime, roofing materials, 


paint, hardware, etc.) and items of. 


equipment commonly used in all classes 
of buildings or in the numerically larg- 
est class, small houses, are the ones 
distributed on a large scale through 
wholesale and retail dealers. For prod- 
ucts so distributed there is thus a 
supplementary field of necessary sales 
activity, and trade publications within 
the several fields are used as adver- 
tising media in such campaigns. Deal- 
ers who stick strictly to the material 
supply business are not generally ex- 
pected to do much toward creating 
customer-demand for specific brands of 
materials. Some retail lumber and 
material dealers offer planning and 


financing services fer builders and 
prospective home-owners; some engage 
in house-development work. Statistics 
on volume of various materials, by 
classes, handled by wholesale and retail 
dealers, will be available in the forth- 
coming Census of Distribution. Dealers 
find their major activities in supplying 
the secondary building market. 

Manufacturers of more highly spe- 
cialized products (both materials and 
equipment) are apt to sell through 
agents or district or local representa- 
tives; some products are fabricated to 
order; some are sold on the basis of 
installation on the job, the manufac- 
turers taking subcontracts for supplying 
materials and labor of installation. 
These methods of distribution are rather 
generally characteristics of products 
sold principally in the primary building 
market. 


The National Building Market 


From F. W. Dodge Corporation’s statistics of contracts awarded in 37 States east of the Rocky Mountains; 
with 10 % added for coverage of 11 western states; with further estimated additions to cover low-cost new 


and alteration projects under $5,000 each. 


Figures for the calendar year 1929 are used; this year was much lower than any of the preceding 4 years in 
residential building volume, but considerably higher in this important class than the year 1930; it is a better 
year for comparison at this time than the preceding four years of peak residential activity. 
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| PRIMARY (or Professional) SECONDARY (or Sub-Architectural) 
Class BUILDING MARKET BUILDING MARKET 
of Domirated by 8,000 architec- Dominated by builders, variously 
Buildings tural firms, 7,000 general estimated from 45,000 to 60,000; 
building contracting firms and about a million owners. 
60,000 owners. 
No. Projects Total Cost “No. Projects Total Cost 
Commercial....... aw nae cae 11,251 $789,659,900 15,300 $236,297 400 
Industrial . . Pa 7,348 832,163,600 sarees «de dace Cae 
Public and Institutional .. a3 9,629 951,261,800 3,730 88,510,600 
TOTAL NON-RESIDENTIAL 28,228 $2,573,085,300 | 19,030 $324,808,000 
Apartments and Hotels........ 6,029 786,938,800 3,666 131,103,200 
1 & 2 Family Houses......... 24,888 475,226,100 86,965 714,032,200 
TOTAL RESIDENTIAL..... 30,917 $1,262,164,900 90,631 $845 135,400 
Total building in projects 
amounting to $5,000 or 
WONG CRB oa sce wint we dewaeess 5¢,145 $3,835,250,200 109,661 $1,169,943 400 
Estimated new buildings 
under $5,000 per project— 
small houses, farm build- 
ings, private garages, small 
stores, filling stations, etc... . 211,428 740,000,000 
Estimated mecenieny and al- 
terations. Me eacaecies 740,000 740,000,000 
Estimated totals for all build- 
ing wor . 59,145 $3,835,250,200 | 1,061,089 $2,649,943, 400 


| 


SIZES OF PRIMARY and SECONDARY 
BUILDING MARKET PROJECTS COMPARED 


(Average projects computed from above table) 


Class of Buildings PRIMARY MARKET PROJECTS/SECONDARY MARKET PROJECTS 
Average Cost — Avereas Cost 
Commercial. . $70,186 ceapenc $15,444 
Industrial. . aes 113,250 mane te aa alate 
Public and Institutional... eral 98,791 23,729 
ALL NON-RESIDENTIAL... _. $91,154 one $17,068 
Apartments and Hotels....... mi $130,525 ra bes ae ae . $35, 762 
1 & 2 Family Houses.......... 19,095 Perr 8,211 
ALL RESIDENTIAL as FE $9,325 
ALL BUILDINGS 
(in projects $5,000 and up) . $64,845 $10,669 
Estimated new buildings 
under $5,000 per project . 3,500 
Estimated nenunins and al- 
terations . ac aiceseetecs 1,909 
ALL PROJECTS ress 
—all valuations....... $64,845 $2,500 
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II. Crvit ENGINEERING CONSTRUCTION 

The following figures are the con- 
tract records of F. W. Dodge Corpora- 
tion for the year 1929, with 10% added 
for the 11 western states: 


No. of 
Class Contracts Cost 
Water-front develop- 
ee ee 1,080 $ 99,484,200 
SER oso. che is ces's Pawan 2,504 137,446,700 
Incinerators .......... 50 2,890,800 
Lighting systems...... 459 39,251,200 
Railroad construction. 189 189,396,000 
Railway buildings..... 752 60,422,900 
Sewerage systems ..... 2,676 118,752,700 
SEMEN is clect on ciesee we 12,069 669,317,000 
Water supply systems... 1,200 56,214,700 
NE ccc cco deonaen 20,979 $1,373,176,200 


These figures do not include repair 
and maintenance work, which is a quite 
considerable factor in volume of mate- 
rials purchased. Practically all classes 
of civil engineering work have been on 
the increase in 1930, due in part to 
President Hoover’s campaign to in- 
crease this class of work as a measure 
to stabilize business and in part to the 
fact that public improvements have 
lagged behind private building work in 
recent years. 


This market is very similar to the 
primary building market; the owner is 
usually a public body (state, county or 
municipality) or a public utility cor- 
poration; the designing function is 
usually performed by an engineer reg- 
ularly on the payroll of the owner; 
the construction is usually done under 
contract by an engineering contractor. 
The methods of sales approach are 
fundamentally the same as in the pri- 
mary building market. 


The Gillette Publishing Company has 
listed 895 excavating and railway con- 
tractors, 594 level, drainage and irriga- 
tion contractors, 921 chief construction 
engineers, 9830 water-works superinten- 
dents, 2471 sewer superintendents, 4672 
water-works contractors, 1821 water- 
works engineers, 928 bridge engineers, 
1939 bridge contractors, 3032 railway 
engineers, 413 railway contractors, and 
7199 general civil engineers; all of these 
are factors in this market. Many of 
these men ‘would be large buyers of 
machinery and supplies as well as of 
construction materials. 


By Tuomas S. HoLpen, Vice-President, 
in Charge of Statistics and Research, 
F. W. Dodge Corp. 


DENTISTRY 


VCLUME OF BusINEsS—Data gives the 
figure of $40,600,000 expended in 1919 for 
dental care, as compared with $69,773,000 
in 1927, and $72,800,000 in 1928. While 
exact figures for 1929 are not yet avail- 
able, indications are that the upward 
trend in expenditures continues, and 
that the increase of 1929 over 1928 will 
be in proportion to the increase of 1928 
over 1927. 


Propucts So_p—Miscellaneous items 
such as instruments, medicaments, fill- 
ing materials, etc., amount to 45%, gold 
15%, equipment 25%, and teeth 15%. 

Propucts CONSUMED—Principal prod- 
ucts consumed are precious metals, 
plastic materials, and the raw materials 
involved in the making of instruments 
and equipment. 

Exports—lIt is difficult to determine 
the actual value of dental exports. The 
Department of Commerce classifica- 
tions for dental goods are: Office equip- 


ment, instruments and supplies, and 
teeth. These classifications do not 
embrace all dental goods. For in- 
stance, x-rays are shipped under a 
classification which includes other elec- 
trical scientific apparatus; dental 
sterilizers are often shipped under 
another general classification. Gold is 
another dental product not classified 
strictly under dental classifications, and 
the same is true of some medicaments 
which are shipped under a pharmaceu- 


DENTAL INDUSTRY 


Volume of Business 
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Detailed Volume of Business for 1928 


Sundries (instruments, medicants, 


filling materials, etc..............45% 
PERO. oc oot d wah eeae Waeh. Gad Pes a 
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Exports 
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Exports to Latin-America 


1927 1928 
Instruments and 
Supplies.......... . $600,000.00 1,168,000.00 
Teeth..c 3s s6 os cca sas F9600000 312,000.00 
Equipment.......... 267,000.00 445,000.00 
Total......... ... »« »1,063;000:00 1,925,000.00 


Comparison of Exports for 
first five months of 1929 and 1930 


1929 1930 

(first five months) 
Instruments...........$593,977.00 671,638.00 
MOOR c6.6icsis oe sae svtase oS ERO NO 599,572.00 
Equipment............ 338,000.00 540,115.00 
tical classification. The following 


figures therefore do not include all ex- 
ports, but are, however, an index as to 
the trend of the American dental ex- 
port business. In 1922 export ship- 
ments totalled $1,431,843; in 1924 they 
amounted to $2,326,253. In 1927 the 
figure rose to $3,610,963, and in 1929 
exports reached the figure of $3,768,403. 
An investigation covering the repre- 
sentative dental manufacturers in the 
United States disclosed that of the 
dental exports to Latin America, in- 
struments and _ supplies in 1927 
amounted to $600,000 as compared to 
$1,168,000 in 1928, teeth exports for 
1927 $196,000 as compared to $312,000 
in 1928, equipment $267,000 in 1927 as 
compared with $445,000 in 1928, or total 
exports of $1,063,000 to Latin America 
in 1927 as compared with $1,925,000 in 
1928. In addition to these purchases, 
Latin America in 1928 also bought 
$200,000 worth of miscellaneous equip- 
ment to be used by the dentists, such 
as syringes, film mounts, paper cups, 
etc. Thus total exports for 1928 
amounted to $2,125,000. Export figures 
for the first five months of 1930 as com- 
pared with the same period in 1929 
show a healthy increase. Instruments 
for the first five months in 1930 
amounted to $671,638 as compared with 
$593,977; teeth for the first months of 
the 1930 exports amounted to $599,572 
as compared with $520,285 in 1929; and 


equipment in 1930 $540,115 as compared 
with $338,000 in 1929. 

NUMBER OF MANUFACTURERS — There 
were 283 establishments manufacturing 
dental products in 1923, 326 in 1925, and 
342 in 1927. 1929 figures it is estimated 
will show a slight increase in the num- 


ber of manufacturers. The recognized 
marketing channels for dental products 
is from the manufacturer through 
dental dealers or depots to the dentist. 
Except in the instances where a mar- 
keting organization takes over the dis- 
tribution of certain products in certain 
territories, there are no jobbers in the 
dental trade. Manufacturers sell to 
retailers, retailers to dentists. There 
are approximately 315 dental dealers 
or depots in the United States. Prac- 
tically all of the dental business is done 
through these dealers. There is some 
direct selling, but the amount involved 
is negligible. The local depot affords 
the dentist a convenient supply, and 
the products are of standard and well 
known makes. A retail salesman is in 
frequent contact with the profession. 

TreENDS—There is very little indica- 
tion of price changes. The dental 
trade does not undergo the price fluctu- 
ations found in other industries. The 
past few years have seen the price ad- 
justments in accordance with the 
general economic changes. Prices now, 
however, seem to have become fairly 
well established. 


There is an increasing interest in the 
American dental manufacturers’ partici- 
pation in export business. In the past 
year several manufacturers have entered 
the export field and one foreign lan- 
guage dental magazine has been started 
(Spanish, to circulate through the pro- 
fession in Latin America). Dental pro- 
fession’s influence on the sale of prod- 
ucts other than dental products is 
wide, and because of the average 
dentist’s interest in diet, systemic con- 
ditions, home care of teeth, etc., the 
profession is an influencing factor in 
the sale of such products as dietary 
products, sedatives, eliminants, denti- 
frices, etc. To determine the extent of 
this influence, OraL HyGIENE has made 
several market investigations, such as 
“The Dentist’s Interest In Diet,” “Elim- 
ination As a Part of Dentistry,” “Data 
on Dental Prophylaxis,’ “Equipment 
Influencing The Dentist’s Health,” and 
copies of the summaries of these in- 
vestigations may be obtained from ORaL 
Hyciene. An _ investigation, recently 
completed, covering 900 dentists in all 
parts of the country, disclosed that the 
average number of patients per month 
per dentist is 147. There are approxl- 
mately 57,000 practicing dentists in the 
United States. On the basis of 147 
professional contacts per month, it is 
clear that the dentist can be a very 
vital factor in the merchandising 
of a product that has a logical dental 
application, such as dietary products, 
eliminants, etc. 

Source or INFoRMATION—Chief source 
of information on the industry is Oral 
Hygiene Publications, Inc., which or- 
ganization through constant investiga- 
tions and contact with the trade and 
profession has acquired a rather com- 
prehensive fund of information on the 
dental industry. 

TraDE AssociaTIoNs— The principal 
trade association is the American Den- 
tal Trade Association. 


*This survey based on information 
made available by OraL HyGIENE, Pitts- 
burgh, Pa. 
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DRUGS 


VOLUME OF BusInEss—Although ac- 
curate figures are not yet available for 
the first six months of 1930, reports 
made by those in close touch with the 
drug trade are to the effect that busi- 
ness thus far this year is off about 20% 
as compared in the same period of 1929. 


Propucts SOLD BY THE INDUSTRY— 
Under -present conditions the retail 
druggist provides an outlet for a great 
variety of products not directly classed 
as drugs, including cigars, cigarettes, 
toilet articles, stationery, books, games 
of various sorts, soda fountain products, 
food, etc., all of which are covered in 
the reports of their respective fields. 
This is indicated by the fact that a 
recent survey showed drug store sales 
broken up into eight divisions, as fol- 
lows: Grug sundries, 28%; proprietary 
medicines, 22%; soda, 14%; prescrip- 
tions, 10%; toilet preparations, 10%; 
cigars and cigarettes, 8%; candy 5%; 
rubber goods. 3%. 

NUMBER OF RETAILERS—There are at 
the present time approximately 61,880 
drug stores in the United States, out- 
side of chain stores. 

NUMBER OF MANUFACTURERS—Approxi- 
mately 2,500 manufacturers constitute 
the drug trade proper, although where 
various sundries are considered, many 
more are interested in the business. 


TreNnps—Trends of interest in the 
drug trade which will probably have 
some effect on the business include the 
attempt to strengthen Druggists’ Sup- 
ply Corp.; to bring additional old line 
wholesalers into national mutual or- 
ganization; purchase of Owl Drug Co. 
by Liggett; attempt by certain chains 
to raise prices, with subsequent falling 
off in business and return to cut prices; 
development of Pine Board stores on 
Pacific Coast; adoption of ten-cent 
merchandise and open display tables; 
increasing indisposition by some whole- 
salers to finance druggists. Chain store 
activities have in many _ instances 
caused the adoption of more aggressive 
methods by competitive independents, 
but they have not to any noticeable 
degree influenced recent changes in the 
wholesale field. Recent changes for 
the better in the wholesale field have 
been brought about by mergers among 
wholesalers, causing independent whole- 
salers to wake up and reorganize. 

Sources OF INFORMATION—Principal 
sources of information include Market- 
ing Division, International Magazine 
Co., Curtis Publications, Philadelphia, 
Pa., Druggists Research Bureau, care 
of National Wholesale Druggists Asso- 
Ciation, New York City. 

OUTSTANDING Books or 1929—“Inor- 
ganic Pharmaceutical Chemistry,” by 
Charles H. Rogers, published by Lea & 
Febiger, Philadelphia; three most im- 
portant reference books: Merck’s In- 
dex, published by Merck & Co., Inc., 
Rahway, N. J.; Condensed Chemical 
Dictionary, published by Chemical Cat- 
alogue Co., New York; Year Book and 
Price List, published by AMERICAN 
Druccist, New York. 


_— 


*This survey based on information made 
available by the AMERICAN DRUGGIST, 
New York. 


potential business, it comes close to 
being the top of all domestic markets, 
the expenditures for school buildings 
being third on the list of all building 
work, apartments being first, and office 
buildings second. According to the 
latest available figures (1928) the value 
of school property and equipment was 
as follows: 

For public, elementary, and secondary 
schools, value of sites and buildings 
$4,206,080 ,224. Value of equipment 
$409,062,623. Value of property used 
for school purposes $5,486,938,599. 

For private high schools and acade- 
mies, value of sites and buildings $515,- 
361,000. Value of equipment $45,111,000. 

For colleges, universities, teacher- 
training and professional schools, value 
of equipment $270,307,704. 

Total value of property and equip- 
ment for educational purposes $7,809,- 
749,407. 

There were 244,128 buildings used for 
public elementary schools, and 10,598 
for secondary schools. There were 5,600 
(estimated) private elementary school 
buildings, and 2,448 private high schools 
and academies. There were 1,410 col- 
leges, universities, teacher-training and 
professional schools, making a grand 
total of 261,184 school buildings of all 
types. 

Of one-room rural schools there were 
153,306, and of consolidated rural schools 
16,050. 

EXPENDITURES—New buildings and sites 
for public elementary and secondary 
schools were valued at $252,492,626 with 
$38,042,656 for equipment. For new 
buildings and equipments in colleges, 
universities, professional schools, etc., 
there was expended $75,761,961. For 
public schools and higher institutions 
$458,758,117. 


NUMBER OF PupiLsS—During the year 
1927-1928 there was a total enrollment 
in educational institutions of 28,972,664, 
of whom 25,179,696 were in public ele- 
mentary and secondary schools. And 
approximately 1,800,000 in_ colleges, 
universities and professional schools. 

For the year ending 1928 the expen- 
ditures for text books amounted to 
$22,664,849, and for supplies and teach- 
ing material $32,572,025, a total of 
$55,236,874. The cost of public elemen- 
tary and secondary schools and insti- 
tutions of higher education for the year 
was $2,448,633,561, representing 26.36% 
of all federal, state and local taxes col- 
lected. The 990,375 teachers in all types 
of schools and colleges were paid 
$1,164,583,062 for the year, these figures 
including the salaries of the 49,057 
superintendents and principals. 

TreNDs—Although constant changes 
are being made in school equipment, 
the most important items introduced 
recently have been radio receivers and 
talking picture apparatus. 

SOURCES OF INFORMATION—The leading 
sources of information in the educa- 
tional field are the National Educational 
Association, Washington, D. C., Bureau 
of Education, Washington, D. C., Better 
Schools League, Chicago, Ill. and 
American School Board Journal, Mil- 
waukee, Wis. 

AssocraTIONS — The most important 
associations in the educational field are 
the National Educational Association, 
National School Supply Association, and 
Educational Press’ Association of 
America. 


*This survey based largely on in- 
formation made available by the F. A. 
OWEN PUBLISHING Co., Dansville. N. Y. 


SALES OF ELECTRICAL" MERCHANDISE 
FOR 1928-1929 


1928 1929 


EDUCATIONAL 


VOLUME OF BusIness—Considering the 
educational market from the standpoint 
cf volume of business or rather of 


Merchandise Number Retail Number Retail 
Sold Value Sold Value 
WI CeMOtN WCU oie. cre hers coven Cateecledeeeas 1,219,460 $ 60,973,000 1,312,000 $ 65,600,000 
Clocks... Riuueewsaoaalce ae wu 130,000 4,000,000 350,000 7,000,000 
Clothes Washing Machines... ata a nae a 809,884 108,000,000 1,019,000 115,000,000 
Cookers (660 watts or less)...............200.| 100,000 1,000,000 150,000 1,125,000 
PIUORMOND yo edie co) Cdraicacecusu te ne dx aude ee 10,000 1,500,0C0 12,000 2,400,000 
MSG COOMETAG 6 6 )n.n ea h< nenviein sacees tev ceaeel 78,000 390,000 82,500 442,200 
RM UROMME Rk 3 oF 5 Sia Gere e abla kee ae 15,000 1,875,000 70,500 4,076,000 
Tans: 
Ceiling... 60,000 2,655,000 74,600 3,375,000 
Desk and Bracket. . ywes awed ee. 789,000 11,096,312 673,000 9,422,000 
Ventilating, Household. 30,600 947,500 34,000 1,073,720 
Fixtures, Lighting: 
LS SO eer ere ane mere ern! ener he 51,000,000 47,000,000 
CAMINO aoe ood iansbau.5 a New natin ena Oa tehoeeeds 29,000,000 27,260,000 
Flashlights: 
IN eh hs ee Se gras a hk RE Or ee Not ] 8,750,000 7,350,000 7,340,000 
Batteries..... aden dawees available 12,635,000 135,000,000 13,500,000 
Floor Machines, MUI. ca.cccx vo. ve-edudeas 49,0 2,178,000 53,000 2,514,000 
Heaters and Radiators... 273,000 1,749,600 303,000 1,893,750 
Heating Pads.. ead etee an Ke 510,000 3,009,000 637,500 3,506,250 
Hot Plates, Grills ‘and ‘Table Stov es 5 346,000 1,979,000 347,000 2,010,000 
Ironing Machines.. ates ee 92,000 8,556,000 | 126,000 9,637,000 
Irons. . 3,000,000 13,750,000 | 3,150,000 14,438,000 
Lamps, ‘Health. ; <autwaeateaae 250,000 9,500,000 
Lamps, Inc andescent: 
Residential Use.. .. .. . 150,000,000 45,000,000 154,691,000 46,000,000 
Commercial and Industrial... .. .|172,000,000 51,000,000 | 205,309,000 52,000,000 
Miniature.. . |242,000,000 39,000,000 280,000,000 44,800,000 
Oil Burners (Motor- Driven Only). 92,500 *64,750,000 125,000 *87,500,000 
Percolators: 
Aluminum... 1,000,000 4,000,000 800,000 3,400,000 
Copper Plated... 472,000 8,080,000 495,800 8,480,000 
tases ¢ and Shades, Portable. 7,000,000 71,000,000 7,280,000 70,000,000 
anges: 
Regular.. 135,000 22,175,000 158,000 26,070,000 
Wall Outlet... oe or 12,000 564,000 20,000 1,200,00 
Refrigerators (Domesti ic -U nits ‘only . ‘ 468,000 128,700,000 630,000 181,175,00 
Sewing Machines.. ere 380,000 35,000,000 399,000 36,750,000 
Toasters. 1,400,000 7,763,000 1,540,000 8,531,000 
Violet Ray Outfits... 150,000 2,500,000 | 150,000 2,500,000 
Waffle Irons.. 718,000 8,643,000 | 768,000 6,528,000 
*Total Value installed, including tanks and accessory equipment. 


Copyright by ‘ Electrical Mer: handising,”’ 1930. 
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ELECTRICAL MERCHAN- 
DISING 


VOLUME OF BusINEss—Sales of elec- 
trical appliances during 1929 amounted 
to 803,359,300 units with a retail value 
of $923,046,920, as compared with 583,- 
338,844 units valued at $814,218,412 in 
1928, the increase being due not only to 
the buying public’s appreciation of elec- 
trical devices in the home but also to 
the increase in the number of wired 
homes from 18,833,970 in 1928 to 19,- 
721,486 in 1929, or a total increase of 
887,516. These figures apply, of course, 
only to home installations and do not 
cover industrial applications of elec- 
tricity. The accompanying chart shows 
the break-down of quantities and values 
of the various electrical devices for 1928 
and 1929. 

Propucts So_tp—Products sold under 
the heading of electrical devices include 
vacuum cleaners, washing machines, 
clocks, fans, ironing machines, lamps, 
electrical refrigerators, electric cooking 
equipment of various types, etc. 

Propucts CoNsuMED—The products 
consumed by the industry include cop- 
per, brass, steel and iron in variety of 
form both rolled and cast and em- 
bracing wire, insulated, rubber, bakelite, 
cotton and silk for insulation, felts, 
brushes of various types, etc. 

NUMBER OF MANUFACTURERS — There 
were approximately 1000 manufacturers 
of electrical appliances listed in 1929 
which represents a considerable decrease 
from the 1925 figures, due to a variety 
of causes including mergers and com- 
petitive handicaps. 

The months of October, November and 
December constitute the largest quarter 
in the year in electrical appliance sell- 
ing, with the month of December the 
largest of the three, due, of course, to 
Christmas buying. 

TRENDS—Recent months have seen a 
considerable development in electric 
clocks, in automatic heating devices, 
electrical radio equipment, and the ex- 
tension of electric refrigeration to the 
new “frozen foods” market. The electric 
c'ock, although not a new product, has 
received a new impetus during the past 
year and bids fair to supplant the hand 
wound clock in the electrically wired 
home. The increase in electric refrig- 
eration has been due not only to con- 
venience but to the introduction of 
frozen and packaged goods including 
meats, fish, vegetables, fruit, etc. 

Sources OF INFORMATION — General 
sources of information in the industry 
include the National Electric Light As- 
sociation, New York; the National 
Electric Manufacturers Association, 
New York; the Electrical Division of 
the Bureau of Foreign and Domestic 
Commerce, Department of Commerce, 
Washington, D. C.; ELrectrrcaL MeErR- 
CHANDISING and the ELECTRICAL WoRLD. 

TRADE ASSOCIATIONS—The most im- 
portant Associations are the National 
Electric Light Association, the National 
Electrical Manufacturers’ Association, 
the National Electrical Wholesalers’ 
Association, and the Association of 
Electragists International. 

(This survey based largely on infor- 
mation made available by ELEcTRICAL 
MERCHANDISING, New York.) 


ELECTRIC RAILWAYS 
See Transportation 


VOLUME OF BusSINEssS—In this indus- 


try, volume of business might be re- 
e 


flected by the trackage operated during 
1929 as compared with 1928, the former 
year showing an increase of about 2,000 
miles, or slightly over 3%, the increase 
being chiefly marked in electrified steam 
lines and particularly in electric railway 
bus routes as compared with electric 
railway trackage. There was, on the 
other hand, a decrease in the amount 
of equipment utilized in the operation 
of electric lines, the growth of the 
trackage and the decrease in equipment 
being indicated in the accompanying 
tables. 

INVESTED CapiTaL—The amount in- 
vested in trackage, equipment, etc., in 
1930, amounted to $5,500,000,000, repre- 
senting a slight increase over prior 
figures. 

NUMBER OF .MANUFACTURERS—There 
are approximately 200 manufacturers of 
railway equipment and supplies for 
motive power and maintenance of way 
departments. 

‘TRENDS—204.85 miles of trunk lines 
were electrified in 1929, and it is ex- 
pected that figures for 1930 will show 
a-marked increase in this direction. 
The trolley bus is a new feature equip- 
ment that is steadily being utilized to 
a greater degree as various railways 
abandon railway service. In this con- 
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Fig. 4—Cars and buses of the electric railways 
of the United States 
Figures compiled by ELecrric RAILWAY JOURNAL. 


nection it is significant that in the total 
number of bus operating railways are 
55 companies which have abandoned all 
rail service and who operate 620 buses 
on 1,659 miles of route. 

Sources OF INFORMATION-——-The Amer- 
ican Electric Railway Association, to- 
gether with its affiliated bodies, is the 
leading source of information in the 
industry. 

OUTSTANDING BooKs FoR 1929—Out- 
standing books for 1929 include: “Popu- 
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Fig. 3—-Electric railway track and bus route mileage 
in the United States 
Figures compiled by ELecrric RAiLway JOURNAL 


larizing Public Transportation,” by Nor- 
ris; “Electricification of Steam Rail- 
roads,” by Healy; “Sales Management,” 
by Watkins; “Principles of Scientific 
Purchasing,” by Harriman. 

TRADE ASSOCIATIONS—Among the most 
important associations in the industry 
are the American Electric Railway As- 
sociation, its four affiliated associations: 


Transportation and Traffic, Engineering, 
Claims and Accounts, Society of Auto- 
motive Engineers. 


*This information made available 
from data furnished by ELectric Rart- 
WAY JOURNAL, New York. 


ENGINEERING 
CONSTRUCTION 


See Building, Construction, Heating 
and Ventilating. 

VOLUME OF BusINEss—The total en- 
gineering construction for the twelve 
months July 1, 1929, to June 30, 1930, 
amounted to $3,560,000,000 as compared 
with $4,450,000,000 for twelve months 
ending June 30, 1929, representing a 
decrease of 12 per cent. While the 
construction of public works for the 
same period was $1,423,000,000 for the 
year ending June 30, 1930, and $1,409,- 
000,000 for 1929, representing a slight 
increase. The accompanying charts 
indicate the volume of the construction 
field for the first five months of 1930. 


ENGINEERING CONSTRUCTION 
1930 Per Cent of Same Period of 1929 


Five 

Other than Buildings May Months 
Waterworks 106 119 
Sewers 84 95 

Bridges 70 87.6 
Streets and Roads 105 133 
Federal 44 100 

Buildings 

Public 113 100 
Industrial 62 64 
Other 66 71 
Total Public 110 116 
Total Private 78 68 
Grand Total 89 81 

Money Value Average Weekly Lettings 
May 1930 $83,500,000 
May 1929 94,000,000 
April 1930 76,000,000 


CONSTRUCTION BY KINDS OF WORK 
Jan. to May, Incl. (,000 omitted) 


1927 1928 1929 1930 
Waterworks $23,608 $24,519 $18,795 $22,348 
Sewers 44,232 38,837 36,466 34,481 
Bridges 54,890 58,560 60,833 53,281 
E. D.I 17,197 7,353 16,021 8,351 


Streets & Rds. 164,670 265.279 183.462 242,960 


Ind. Bldg. 97,947 124,693 265,572 171,063 
Com. Bldg. 529.234 705,195 846,096 516,371 
Pub. Bldg. 83,896 86,331 133,952 134,450 
Fed. Govt. 19,650 19,371 44,600 44,733 
Unclass. 127,227 120,444 303,883 320,605 


728,225 917,640 1,390,395 947,731 
519,365 600,912 


Priv. Constr. 
Public Constr. 434,326 532,942 
The section of the country showing 
the largest activity sustained since the 
first of the year is New England. Con- 
tinued activity is also noted in New 
Jersey, Minnesota, Iowa, Kansas, Texas, 
Arizona and Washington. ; 

Export Business—Although there is 
a relative demand for American engl- 
neering projects, naturally it varies in 
foreign countries, and at the present 
time Russia offers the most promising 
field, the last year having seen a con- 
siderable number of engineers going to 
Russia for various types of work. Many 
civil engineers have gone there to su- 
pervise on irrigation matters. 

TrENDS—During the year the com- 
mercial production of structural shapes 
from aluminum alloys was begun on a 
much larger scale ever heretofore at- 
tempted; the only extensive use of such 
shapes heretofore was in small angles 
and plates for the construction of 
heavier-than-air dirigibles. There 1s 4 
promising field for strong, light weight 
structural shapes in work requiring 2 
minimum of weight such as_ long 
bridges, crane girders, etc. 

Sources or InrormMatTion—Informa- 
tion about the industry may be secured 
from the Standard Statistics Co.; CoM- 
MERCIAL AN FINANCIAL CHRONICLE and 
the United States Government. 
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Movement of Principal Construction Materials 1929-30 
(Latest Figures Available Aug. 8, 1930) 


Lumber, softwoods, M. ft. b. m. 


Production, 30 weeks, 488 mills.... .. .. 0.5... c.000. 
Shipments, 30 weeks, 488 mills.................... 


OTeere. SO WOEns, GG WMS... ko oo cc ko ces coves ces 


Cement, barrels 


Produchion, G MOMS. 2... od 6c ce ee alee ewes 
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1930 as 
1930 1929 Per Cent of 1929 
8,156,873 9,476,603 86 
7,789,639 9,619,308 81 
7,514,429 9,591,992 78 
. ... 75,892,000 75,076,000 101 
. . 70,137,000 70,248,000 99 
. . 29,348,000 27,505,000 107 
390,782 308,257 127 
$52,261 827,280 67 
182,680 163,126 112 
. 1,712,000 1,694,000 101 
71% 73% 
1,580,000 1,913,450 83 
66% 83% 
221,216 284,813 78 
262,354 291,781 90 
243,097 339,946 72 


OUTSTANDING Books For 1929—Impor- 
tant books published during the past 
year are: “Flood Flows,” by Hazen; 
“Basic Principles of Concrete,” by Mc- 
Millan; “Hydraulic Laboratory Prac- 
tice”’ English Edition; “Wind Bracing, 
by Spurr, and “Wood Construction,” by 
Holtman. 

TraDE ASSOCIATIONS—Principal asso- 
ciations and societies in the civil en- 
gineering field are: American Society 
of Civil Engineers, American Road 
Builders Association, American Con- 
crete Institute, American Railway En- 
gineering Association, American Insti- 
tute of Steel Construction, American 
Society for Testing Materials, Ameri- 
can Water Works Association, American 
Welding Society, Associated General 
Contractors of America, and Asphalt 
Institute. 

(This survey based largely on infor- 
mation made available by ENGINEERING 
NEWS-RECORD. ) 


EXPORT TRADE 


VOLUME OF BusINEsS—The outstand- 
ing export development of the first half 
of 1930 was the ability of finished ex- 
ports, other than automotive, to main- 
tain high sales volume despite the 
world-wide depression. 

Domestic exports in the year ended 
June 30, fell of 16% but this decline was 
made up chiefly of raw materials, 
semi-finished materials and automotive 
products, particularly passenger cars. 
Exports for the first five months of 
1930 declined 21% but in finished man- 
ufactures other than automotive showed 
an increase of 6% over the same six 
months aggregate for 1928, and only 
742% behind the record figures of 1929. 
The proportion of finished manufactures 
to our total export was the highest 
in the country’s history. In May, for 
example, the ratio was 57%. This com- 
pares with a figure of 49.1% for the 
Whole year 1929 and 44.9% for the whole 
year 1928. The highest pre-war figure 
Was 30.98% and the highest war time 
figure 48.43%. 

Total domestic exports for the twelve 
months ended June compare as follows: 
1 | ey $5,283,843,000 
ts ee 4,624,752,000 
In the first five months of 1930, mis- 


cellaneous exports of finished manu- 
factures showed a decline of 5% from 
the same period of 1929, but 27 out of 
108 comparable individual classifications 
showed an increase. Industrial chem- 
icals showed an increase of 9% and 9 
out of 19 classifications showed an in- 
crease. Medicinal and pharmaceutical 
made a decline of 15% but 7 out of 14 
individual classifications showed an 
increase. Soap and toilet preparations 
fell off 10% but 6 out of 13 classifica- 
tions showed an increase. Agricultural 
machinery and implements showed an 
increase of 19% in total exports and 17 
out of 33 individual classifications also 
showed an increase. Office appliance 
exports declined 8% but 7 out of 17 
classifications showed an increase. In 
industrial machinery there was an 
increase of 3% and 58 out of 118 classi- 
fications showed an increase. In elec- 
trical and radio exports there was an 
increase of 6% and 32 out of 63 indiv- 
idual classifications showed an increase. 
Iron, steel and brass manufactures and 
steel mill products fell off 20% but 11 
out of 94 individual classifications 
showed an increase. Passenger car ex- 
ports declined drastically but heavy 
duty trucks increased and 10 other 
automotive classifications also showed 
an increase. 


THE New TarirrF—The effect of the 
new tariff bill on export trade has been 
exaggerated because of partisan polit- 
ical debate during its enactment. 72% 
of the dutiable articles in the tariff 
remain at the same or lower rates than 
before. The commodities on which 
duties have been increased are for the 
most part commodities very little im- 
ported into the United States at all. 
Therefore these changes do not materi- 
ally affect the balance of trade and the 
ability of other countries to deal with 
us. ‘ 


PRICE CHANGES—Owing to the world- 
wide drop in commodity prices, various 
countries have had both their exchange 
and their government budgets affected. 
In some cases, notably Japan, Australia 
and Spain, they have undertaken to 
rectify this by increasing customs du- 
ties and in the case of Australia, this 
has been carried to a very extreme 
point. Many of these tariff changes are 


. manufacturer or selling agent. 


frankly experimental and have 
with local opposition. 

SOURCES OF INFORMATION—The Bureau 
of Foreign and Domestic Commerce and 
the Foreign Department of the United 
States Chamber of Commerce, both in 
Washington. 


TRADE ASSOCIATIONS—The Export 
Managers Club of New York, 233 Broad- 
way, New York City, and the National 
Foreign Trade Council, India House, 
Hanover Square, New York City. 

OUTSTANDING Books For 1929—‘The 
West Indies”, “A Bird’s Eye View”, “So 
This is South America’, and “Mexico’s 
Comeback”. 


met 


* This survey based on information 
made available by THE AMERICAN Ex- 
PORTER, New York. 


FLOOR COVERINGS— 
Carpets and Rugs 
See Home Furnishings 


VOLUME OF BuUSINESS—Retail sales of 
domestic carpets and rugs for 1929 
amounted to approximately $294,450,- 
000, total production being 17,738,554 
square yards. In 1923 the production 
was reported as 83,242,463 square yards. 
1929 showed a 12 per cent increase in 
value over 1927, and a 13.5 per cent 
increase in production. Sales of carpet 
in 1929 amounted to 33,744,340 square 
yards, retail value approximately $117,- 
864,500; seamed rugs 4,315,105 square 
yards, retail value approximately $28,- 
000,000; and seamless rugs, 39,679,109 
square yards retail value approximately 
$148,586,600. 


Imports—Imports of carpets and rugs 
for the first six months of 1930 were 
valued at $5,531,694 compared with 
$8,710,592 for the same period of 1929. 
Of the total imports approximately 
$4,000,000 were for oriental weaves. 
The remainder including axminster, 
savonnerie, aubusson, oriental weave 
and chenille came from the United 
Kingdom, Czechoslovakia, Germany and 
France. The new tariff rates largely 
affect lower grades of orientals where 
the duty has been nearly doubled; in 
the middle grades, the duty varies but 
slightly; and in the higher grades, it 
has an appreciable decrease. It is un- 
likely that the low priced oriental can 
overcome this tariff barrier as is also 
true of the low priced Chinese rug. In 
European weaves duties have been 
raised approximately 20 per cent which 
will be reflected in the retail prices of 
these fabrics. 


NUMBER OF MANUFACTURERS—In do- 
mestic carpet and rug manufacturing 
there has been a steady trend toward 
concentration. In 1923 there were 79 
plants manufacturing wool floor cov- 
erings employing 35,217 wage earners, 
and in 1929, 65 establishments employ- 
ing 32,829 wage earners. This tendency, 
however, seems to have reached its 
limit, there being only one merger of 
consequence during the past year, that 
of the Bigelow-Hartford Carpet Co. and 
Stephen Sanford & Sons, two firms of 
which less than 10 per cent of their 
combined output was competitive. 


Carpets and rugs are sold primarily 
by the manufacturers to wholesalers, 
although a great majority of the large 
department stores buy direct from the 
The 
tendency in the industry at the present 
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Floor Coverings (Cont.) 


time is to increase the influence of the 
wholesaler and minimize direct buying 
on the part of the larger production 
units. There are approximately 335 
wholesale floor covering distributors in 
the industry. 

RETAIL OvuTLeETS—The primary fac- 
tors in the retail trade are the depart- 
ment ‘store, the furniture store, the 
general merchandise store, and the 
specialty floor covering store. It is 
estimated that there are 22,000 retail 
outlets in the field at the present time. 
Of the 10,000 retail outlets in the field 
with a commercial rating of $15,000 or 
more, the following is a percentage 
breakdown of types: department stores, 
27.7 per cent; furniture stores, 54.5 per 
cent; general merchandise stores, 12.5 
per cent; floor covering stores 2.5 per 
cent; and miscellaneous, 2.6 per cent. 
In sales volume department stores lead 
with furniture stores second. Chain 
and syndicate stores are found in all 
these groups. 

TreNpsS—Prices of carpets and rugs 
have shown stability during the past 
two years. Prices prevailing at present 
were set last June and there has been 
no readjustment since that time. Prices 
are usually set twice a year, June and 
December, at the fall and spring style 
openings. 

The outstanding feature in the carpet 
and rug industry is the steady swing 
towards style, or pattern and design, 
as the dominating factor in retail pur- 
chasing. This has led to more careful 
designing on the part of the manufac- 
turer and a greater emphasis on that 
factor as compared to vrice and dura- 
bility on the part of the retailer. In 
other words, retail merchandising is 
gradually changing from a policy con- 
fined to marketing staple merchandise 
to a policy based upon marketing style 
goods. 

The two outstanding changes during 
the past two years have been the de- 
velopment of the sheen-type rug, also 
known as the American-Oriental and 
the steady swing of consumer demand 
to wall-to-wall carpeting as opposed to 
the use of rugs in the home. 


The first of these which was intro- 
duced in the fall of 1927 comes in both 
Wilton and Axminster weaves, in exact 
reproductions of original oriental de- 
signs, with a high sheen finish obtained 
through a chemical wash. The rug 
met with immediate popularity, prod- 
uction in 1929 amounting to 2,391,477 
square yards. When it is considered 
that the retail price range of this type 
is from $135 to $225 for a nine by twelve 
rug, constituting the top range of do- 
mestic production, some idea of its 
wide popularity may be had. 

The second development, the growth 
in the demand for carpet, owes its 
impetus to the development of broad- 
loom weaves, that is carpet ranging up 
to 18 feet in width without seams, and 
new means of fastening to floors which 
make its care and taking up as simple 
and convenient as is the case with a 
rug. In 1927 production of carpets of 
all widths amounted to 16,872,436 
square yards. In 1929 this production 
had increased to 33,744,340 square 
yards. Present tendencies in consumer 
demand show an increasing demand 
for this type of floor covering. 

Wider ranges in coloring, authenticity 
in designs are marked in all manufac- 
turers’ lines no matter the price range. 

Seasonal variations in retail demand 


for carpets and rugs follow, based upon 
percentage of total years’ sales in de- 
partment stores: January, 7.6 per cent; 
February, 7 per cent; March, 9.3 per 
cent; April, 9.6 per cent; May, 12.1 
per cent; June, 8.8 per cent; July, 6.6 
per cent; August, 8.8 per cent; Sep- 
tember, 6 per cent; October, 11.3 per 
cent; November, 7.4 per cent; Decem- 
ber, 5.5 per cent. Average retail mark- 
up is 37 per cent, based on selling price. 

Mill and retail inventories, as of June 
1, are probably at the lowest point in 
many years. In the mills production 
and demand are practically balanced, 
while up to September 1, retail buying 
had largely been confined to fill-in 
orders with stocks at a minimum. This 
holds good for all grades and types. 

TRADE ASSOCIATIONS—The chief asso- 
ciations in the industry are as follows: 
Institute of Carpet Manufacturers of 
America, Chrysler Building, New York; 
National Retail Floor Covering Asso- 
ciation, Drexel Building, Philadelphia, 
Pa.; National Retail Dry Goods Asso- 
ciation, 225 West 34th Street, New York. 


Linoleum and Felt 
Base Products 


VOLUME OF BusrinEss—Sales of hard 
surface floor coverings consisting of 
linoleum and felt base products for 
1929 amounted to approximately $147,- 
000,000, as compared with $130,000,000 
in 1923. According to estimates based 
on department store sales up to June 
30, 1930, volume has fallen off approxi- 
mately 15 per cent this year as com- 
pared with last. 

Propucts Sotp—The principal prod- 
ucts sold under the heading of hard 
surface floor coverings and their vol- 
ume for 1929 include, plain linoleum 
$21,813,000, printed linoleum, $10,400,- 
000, inlaid linoleum $45,056,000, linoleum 
rugs $3,225,000, felt-base, piece goods 
$3.211,000, and felt-base rugs $36,360,000. 

NUMBER OF MANUFACTURERS—In 1929 
there were seven manufacturers of lin- 
oleum and 13 manufacturers of felt 
base products, aS compared with the 
same number of linoleum manufac- 
turers in 1923 and nine manufacturers 
of felt base products in that year. 
Their products are distributed by ap- 
proximately 300 floor covering jobbers 
who supply the retail trade. 

NUMBER OF RETAILERS—It is estimated 
that there are 25,000 retail outlets in 
the hard surface floor covering field. 
Of the 10,000 in the field which are 
rated at $15,000 or over, approximately 
54 per cent are furniture and house- 
furnishing stores; 25 per cent depart- 
ment stores; floor covering stores, 3 per 
cent; general merchandise outlets, 12 
per cent, and miscellaneous outlets, 6 
per cent. Chain and syndicate stores 
are not overly important in the field. 
Most of the chains exist in the furni- 
ture field where they probably repre- 
sent between 8 and 10 per cent of the 
outlets. The syndicate department 
stores, which are showing a steady 
trend to growth at the present time, 
represent an approximately similar per- 
centage in the number of outlets in this 
type. 

TreNps—Consistently growing empha- 
sis on style in linoleum division with 
advent of specially designed or custom 
made floor. Steady propaganda for 
linoleum as floor covering for every 
room in the house, widening use which 
was formerly confined to service rooms 
only. Great use in offices and other 
business premises through similar work. 
Coloring and designs improved every 
year, with all manufacturers producing 


greater decorative values. Policy re- 
flected by shift in public demand to 
better grades as following figures show. 
In linoleum, 1929 production of inlaiq 
increased 27 per cent over 1927 produc- 
tion, straight-line 29 per cent, moulded 
37 per cent. Printed decreased 25 per 
cent from 1927 production. Total prod- 
uction decreased 3.3 per cent from 1927. 
Prices have been fairly steady, the 
last June openings showing no changes 
of moment. Sharp competition in the 
felt base field has probably brought 
prices lower than they should be. 
Earnings for the first six months of 
1930, so far as reports are in, are below 
those of 1929. Manufacturing margins 
were effected by dropped pattern dis- 
counts and remnant discounts. Re- 
tailers’ margins were generally shorter 
for the first six months in the year. 


* This survey based on information ma 
available by RUG PROFITS, New York ” 


FOOD 


See Baking, Groceries. 


VOLUME OF BUSINESS—Production of 
manufactured foods has fallen off but 
very slightly in the previous 12 months 
as a result of the business depression. 
When times are good, people eat slightly 
more expensive foods and when they 
are bad they eat the cheaper foods. 
Up to the present year, the theory has 
been that protein foods such as meats. 
are the ones that find their largest 
sale in good times and that in bad 
times, carbohydrate foods find their 
largest sale. The older generalization 
seems to have been based on theory 
more than on fact. Food manufac- 
ture seems to be as nearly depression- 
proof as any industry can possibly be. 

PRICE CHANGES—Prices are slowly de- 
clining in line with the declining prices 
of raw materials. Owing to the well 
established policy of hand-to-mouth 
buying that is now in vogue in the 
food field, there are very few large 
inventories that need to be sacrificed. 
and price changes merely reflect the 
cost of materials plus the cost of man- 
ufacture. 

The preservation of foods by freez- 
ing has become suddenly very popular, 
although it is quite an old method. It 
dates back to about 1865 for its origin 
and therefore, one could hardly call it 
a new process and yet its popularity is 
just beginning. Quick-freezing, of 
course, is of value only in the preser- 
vation of perishable foods and the 
opinions as to what it will mean in the 
food industries are greatly at variance. 
Some of the pessimists predict that this 
is the end of the large meat packer, 
but my own opinion is that the large 
meat packer will not disappear as a 
result of this innovation. Undoubtedly 
some of the smaller packers will be the 
first to take up the distribution of meat 
as a frozen or packaged product, be- 
cause the smaller organization can 
usually act more quickly than the huge 
organization. The important trend is 
toward the further development of 
packaged foods and we look for the in- 
clusion of products that heretofore were 
not considered as amenable to pack- 
aging, such as orange juice, milk, 
meat, etc. : 

NUMBER OF Propucers—The approxl- 
mate number of productive units in the 
food field are 49,847 based on the 
United States Census of Manufacturers 
for 1927. This is an increase of 693 
over the 1925 figures. 
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Food (Cont.) 


EXPORT TRADE—Export trade is show- 
ing a decrease and the effects of the 
tariff are very likely to show a fur- 
ther decrease (slight). 

DISTRIBUTION—It is very difficult to 
state which are the peak months of the 
consumption of foods. If the food in- 
dustries are broken down into group 
by group, the seasonal trends can be 
distinguished; but taking it as a whole, 
the human being eats nearly as much 
in the summer time as he does in the 
winter time. 

Bakery products experience a slack 
season in the late spring, but are busy 
practically the rest of the year. The 
peak months for beverages are the hot 
months. Canned and preserved foods 
are sold, to a larger extent, during the 
months when fresh produce is not as 
easily obtainable as in the summer 
time. Confectioners find a peak around 
the holidays. Grain mill products sell 
fairly uniformly the year round, but 
cf course, the baking industry which 
is the largest customer of the milling 
industry must govern the sales to a 
large extent. Manufactured ice is sold 
during the hot weather to its greatest 
extent. Meats find their largest sale 
in the cool months. Milk products sell 
fairly uniformly the year around and 
prices are usually adjusted to take care 
of the flush periods of spring and fall, 
when milk is produced in greatest 
abundance. Sugar has its greatest con- 
sumption in the summer months. 

Trenps—One of the outstanding 
trends in the field of food manufacture 
has been the formation of mergers, 
most of which have been very success- 
ful. It is still too early to pass judg- 
ment on them. 

Apparently no new fields have been 
opened for the products of food man- 
ufacture, although strenuous efforts are 
being put forth to find other non-food 
uses. This is particularly true of the 
sugar industry, who are attempting to 
find a market for sugar which occupies 
a unique position in the economy of 
the world. It is a chemically pure or- 
ganic chemical available on a tonnage 
basis at a ridiculously low price. Cer- 
tain research is being carried on that 
shows a very hopeful future, and if 
successful may go far towards solving 
some of the problems of the sugar 
industry, although it will probably dis- 
place some other substance in the in- 
dustrial field. 

Decentralization seems to be the rule 
among most of the manufacturers of 
foods owing to the necessity of being 
reasonably close to sources of raw ma- 
terials, which of course, means being 
close to agricultural producing areas. 

The trend to watch by those who are 
planning promotion campaigns in the 
food industries field is the trend toward 
packaging perishable foods, preserving 
them by freezing or some new method 
which is now being kept under cover 
and has not yet been brought to light. 
Another trend to watch is the improve- 
ment in the distribution of fresh fruits 
and vegetables which come up from 
the southern states or from Cuba and 
Mexico. Within the last two years 
very important improvements in re- 
frigeration have taken place so that 
the fresh peas that are available in 
mid-winter are better than the fresh 
peas that are raised in northern states, 
in June. Of course, you will understand 
that I am looking at this problem as a 
Consumer living in a large city. 
Sources oF INFORMATION—The best 


sources of statistical information on 
foods are the reports of the U. S. 


Department of Commerce, particularly | 


the Food Division of the Bureau of 
Foreign and Domestic Commerce. Other 
important sources of statistical infor- 
mation are the Institute of Food Dis- 
tribution in New York City and the 
Institute of Food Research at Stanford 
University in California. 

OUTSTANDING Books For 1929—‘‘Devel- 
opments of the Flour Milling Industry 
in the United States,’ by Charles B. 
Kuhlmann. “Fats and Oils,” by C. L. 
Alsberg and Alonzo Taylor. “Food 
Products—Their Source, Chemistry and 
Use,” by E. H. Bailey and H. S. Bailey. 
“Fundamentals of Dairy Science,” by 
L. A. Rogers and Associates. “Oils, 
Fats and Fatty Foods,” by E. Richard 
Bolton. “Starch—Its Chemistry, Tech- 
nology and Uses,” by Lewis Eynon and 
J.H. Lane. “Meat Through the Micro- 
scope,” by C. R. Moulton and others; 
“Campbell’s Book,” by Clyde H. Camp- 
bell and others. 

TRADE ASSOCIATIONS—There are liter- 
ally hundreds of associations in the 
food industries, among them being: 
The Institute of American Meat Pack- 
ers, The American Bottlers of Carbon- 
ated Beverages, The Mayonnaise Prod- 
ucts Manufacturers Association, The 
National Association of Macaroni Man- 
ufacturers, The National Canners As- 
sociation, The National Preservers 
Association, The National Confectioners 
Association, The Glass Container As- 
sociation, The Flavoring Extract Man- 
ufacturers Association of America, The 
Sugar Institute, The International 
Dairy Association, The International 
Association of Ice Cream Manufac- 
turers, Society of Refrigerating Engi- 
neers, Society of Bakery Engineers, 
Wisconsin Cheese Makers Association, 
Association of Operative Millers. 

(This survey based on information 
made available by Foop INpDuSTRIES, 
New York.) 


FUEL OIL 
See Oil Burners, Oils. 


VOLUME OF BuSINESS—The production 
of oil burners for heating purposes for 
the first five months of 1930 was 5% 
ahead of the production for the same 
period in 1929 and the prospects are 
that this increase will become greater 
as the year advances inasmuch as the 
fall is the peak season in this industry. 
The heavy decline in residential build- 
ing this year has had some effect upon 
demand but it has not prevented an 
increase in sales, inasmuch as only 
about 20% of the burners sold are in- 
stalled in new homes. 

PRICE CHANGES—No_ radical price 
changes are looked for, although the 
price trend is steadily downward. The 
average price per burner this year is 
approximately 10% less than last. 

Sources OF SuppLy—Since an oil 
burner is primarily an assembled prod- 
uct, the industry is dependent upon 
many sources of supply. The stripped 
burner itself is a machine shop job to 
which are added the necessary controls 
and power devices, which are generally 
electrical. Tanks, wiring, piping, brick- 
ing, etc., are other products that go into 
the finished installation. 

Export TRADE—The export demand 
for American oil burners is steadily on 
the increase. Exports for 1929 were 
50% ahead of the 1928 figure; and the 
1930 so far is running ahead of 1929 


during which year the exports were 
valued at $1,499,000. 

TREND—The trend of sales in the oil 
burner field is toward the fall, the 
average magnthly percentage of sales 
being somewhat as follows: 

JAR. «2... 1.54 May ...... 5.03 Sept. ....20.10 
Feb. ...... 1.65 June .... 5.25 Oct. ...... 23.85 
Mev....... 1.89 July .... 7.39 Nov....... 11.28 
ADR: «2... 5.23 Aug. ...... 13.39 Dec. ...... 3.14 

An oil burner patent estate has been 
formed with the Cleveland Trust Co., 
Cleveland, Ohio, as trustee. It provides 
for the cross-licensing of patents among 
manufacturers. 

SOURCES OF INFORMATION—Information 
regarding the fuel oil industry may be 
secured from the American Oil Burner 
Association, New York City, and the 
various publications in the field. 

TRADE ASSOCIATIONS—The American 
Oil Burner Association, 342 Madison 
Ave., New York City. 


* This survey based on information made 
available by the FUEL OIL JOURNAL, 
New York. 


FURNITURE 


See Home Furnishings 


VOLUME OF BusINEsS—With furniture 
production for the first six months of 
1930 some 40% off from the correspond- 
ing months in 1929, which, by the way, 
was regarded as a very successful year 
in the furniture trade with a business 
of something over $900,000,000 as com- 
pared with $879,706,000 in 1927, there is 
a notable tendency to maintain and 
possibly advance prices which are at 
present low marks. Furniture produc- 
tion is divided into several sections in- 
cluding household furniture which at 
present is about 70% of the business, 
office and store furniture which is 
something over 20%, furniture for pub- 
lic buildings, schools, theatres, etc., be- 
tween 4% and 5%, and practically all 
other types of furniture making up the 
balance. In the home 45% of the fur- 
niture goes into the living room, 18% 
into the dining room, 25% in the bed- 
room, and less than 5% in the kitchen. 

Propucts CONSUMED—The chief sup- 
plies of the furniture trade are hard- 
wood lumber firms, finished materials 
makers, plywood firms, manufacturers 
of upholstery materials and of certain 
types of hardware, such as casters, 
hinges, locks, etc. 

NUMBER OF MANUFACTURERS—There are 
at the present time approximately 2,950 
manufacturers of furniture of various 
types representing a decrease of some 
200 within the past two or three years 
due to various causes. 

RETAIL OvuTLETS—There are approxi- 
mately 25,000 retailers of furniture in 
the United States rated at $5,000 or 
over including stores specializing in the 
sale of furniture and house furnishings, 
department stores, and other outlets, 
the number of dealers having shown 
very little variation for several years up 
to January 1, 1930, since which time 
there has been a slight falling off. 
January and July are the main market 
months for the wholesale furniture 
business, and September, October, No- 
vember and December for the retail. 

TRENDS—Among the manufacturers 
there is a tendency to effect mergers 
and cooperate as one area to effect 
economies in shipping, etc. 

There has been little variance in style 
trends during the past year, the public 
preferring the Colonial designs in the 
French School, Georgian, Queen Anne, 
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Jacobian, etc. A number of new woods 
have made their appearance in furni- 
ture manufacture, they inclyding cam- 
aroon, Bubingha, Aspen, harewood, etc. 
There is a tendency toward dull fin- 
ishes to display the natural wood grain. 
In the production of furniture there is 
a distinct trend toward the open show 
room and the presentation of the better 
grades of merchandise as compared 
with the “bread and butter” furniture. 
As a result there is a growing market 
for authentic reproductions of classical 
pieces which are adaptable to modern 
living conditions and can be manu- 
factured in a price range to insure 
wide distribution. 

SOURCES OF INFORMATION—The chief 
sources of information in the furniture 
industry are the leading associations, 
namely, the National Associated Furni- 
ture Manufacturers, Chicago, and the 
National Associated Furniture Dealers 
in the same city together with the fur- 
niture division of the National Com- 
mittee on Wood Utilization, U. S. De- 
partment of Commerce. 


This survey based largely on information 
made available by the FURNITURE MAN- 
UFACTURER and THE FURNITURE REC- 
ORD, Grand Rapids, Mich. 

According to Arthur Fertig & Co., 
New York, the sales of various types 
of furniture during 1929 as compared 
with 1928 were somewhat as follows: 
odd pieces, 45% increase; dining room 
furniture, 38%; bed room, 20%; house- 
furnishings, 18%; and living room fur- 
niture, 10%. In contrast, beds and 
beddings showed a decrease of 10%; 
carpets and rugs, 20%; miscellaneous 
items, 28%; radios and phonographs, 
30%; and kitchen furniture, a decrease 
of 42%. 

According to the same authority, de- 
partmental sales for 1929 as compared 
with 1928 were as follows: 


Net Sales 
Per Cent of Total 
Departments 1928 

TAVING BOOM... sc cccsccsice 26.3 28.3 
oo SSS reser 11.8 14.1 
Beds and Bedding......... 13.2 12.0 
Carpets and Rugs......... 12.0 9.8 
Odd or Single Pieces...... 6.5 9.4 
TIMID ROOM... o..k 0c ees 6.0 8.3 
Radio and Phonograph.... 10.0 7.0 
House Furnishings ........ 3.5 4.1 
Kitchen Furniture ........ 6.7 4.0 
Miscellaneous ............ 4.0 3.0 

100.0 100.0 


It is significant that, with the retail 
business of 1927 as the maximum or 
100%, with net profits to sales of 12.5%, 
in 1928, gross sales were 82.2% of the 
1927 figure and net profit only 9% or 
56.9°: of the previous year’s average. 
In 1929 although gross sales went up 
to 87.2% of the 1927 figure, the net 
profit dropped to 7% or 46.7% of the 
1927 total. 


*'This survey based on information 
made available by ARTHUR FERTIG & 
Co., New York. 


GAS 


VOLUME OF BusrinEss—The annual 
production of gas for the fiscal year 
ending January 1, 1930, showed a 9% 
increase over the production of the 
previous twelve months, due largely to 
a more general use of gas for industrial 
and household uses, such as gas re- 
frigerators and gas heaters.- During 
the year it is estimated that gas re- 
frigeration installations numbered 110,- 


installations 


000 and gas 
100,000. 


. NUMBER OF MANUFACTURERS — There 
are at the present time approximately 
1624 gas company units (manufactured, 
natural, by-product) in the United 
States, exclusive of municipal gas com- 
panies, which total less than 100. Gas 
company units are increasing and it is 
expected that at least 45 new ones will 
be launched during 1930. 


TRENDS—There are Many new uses 
being discovered for gas. Among the 
most popular being the use of gas for 
the cooling of homes, theatres, and fac- 
tories, together with gas refrigeration, 
house heating, and gas incineration. 


There is a distinct tendency for more 
friendly merchandising and cooperation 
between gas companies and l6écal deal- 
ers, and also between the management 
of the natural and manufactured gas 
companies. Recent large mergers have 
been instrumental in bringing about 
the latter result. 


The peak months of sales of gas are 
naturally during the heating season, 
but as far as sales promotion of appli- 
ances and gas equipment are concerned, 
most gas companies have a fairly well- 
balanced year. 


Sources OF INFORMATION — Principal 
sources of information in the industry 
include the American Gas Association, 
Brown’s. DIRECTORY OF AMERICAN GAS 
COMPANIES, and the various trade pub- 
lications in the industry. 

‘TRADE ASSOCIATIONS — The American 
Gas Association and various affiliated 
sectional and State associations. 


heating 


“This survey based on information 
made available by Gas AGE REcorpD, New 
York, and the AmeErRIcAN GaAs ASSOCIA- 
TION. 


GOLF 


VOLUME OF BusINESS—Because the 
golf manufacturing business is so 
keenly competitive, there is no way of 
determining figures on the production 
value of such equipment. Generally 
business in 1929 was a little more than 
twenty per cent ahead of 1928. Up 
to the first of July of 1930, business 
for the leading manufacturers of play- 
ing equipment has been twenty-five 
per cent or more in excess of the cor- 
responding period in 1929. Leading 
manufacturers, during the past ten 
years have reported that golf business 
has shown an increase, and a conserva- 
tive estimate of the amount spent 
annually for playing equipment alone 
could be placed at $34,000,000. 


MANUFACTURERS—There are close to 
seventy-eight companies that are man- 
ufacturers of various items of golf 
playing equipment. 

INVESTMENT—On June 30, 1930, there 
were 5856 golf clubs in the United 
States, of which 2519 were 18-hole 
clubs, and the balance 9-hole. On the 
same date in 1929, there were 4954 
clubs, of which 2209 were 18-hole. The 
amount invested in clubhouse, club 
land and equipment as of June 30, 
1930, amounted to $746,220,000. 


The cost of constructing an 18-hole 
golf course varies from $20,000 as the 
utmost minimum, up to $200,000 for a 
well constructed metropolitan district 
championship character course with 
fairly complete watering systems in- 
stalled. The figure may run even 
higher if the construction involves the 


handling of rock, the clearing of trees, 
filling-in and extensive drainage. 


NUMBER OF PLAYERS—The average 
number of members of an 18-hole golf 
club is 317, and 118 for the 9-hole clubs. 
These people and the players on the 587 
pay-as-you-play courses (municipally 
and privately-owned and included in 
above totals) indicate a total of active 
players in the United States of 1,700,- 
000. Approximately 3000 professional 
are regularly employed, a number of 
them being employed in the dual capa- 
city of professional and greenskeeper. 


DISTRIBUTION—Between sixty and sev- 
enty per cent of the higher priced golf 
business is done through the pro shops 
of the country, and in excess of fifty 
per cent of the cheaper business is 
through the same source. The re- 
mainder of the business works through 
various retail outlets. 


The pro makes the golf market by 
establishing through his expert knowl- 
edge and authoritative position the 
identity of quality merchandise. Stores 
depend principally on cutting prices, 
and manufacturers who make the best 
golf goods have plenty of trouble try- 
ing to throttle this situation. 


One problem of the manufacturer has 
been the credit of professionals, but 
this is said to have improved greatly 
in the last few years, and is better than 
that of the average size sporting goods 
store. If a manufacturer gets stuck in 
the pro field, the chances are he took 
the credit risk knowing fully what he 
was up against, for it is not very hard 
for a manufacturer to find out what 
pros are right and what ones are 
wrong. 


TRENDS IN THE INDUSTRY—One of the 
most important trade trends to be 
watched right now is that of the devel- 
opment of women’s golf. Many pro- 
fessionals and some of the best in- 
formed and most successful manufac- 
turers forecast that inside of ten years 
there will be more women playing golf 
than men. 


Another trend that bears watching 
by the virgin manufacturer in the golf 
field is the tendency to be stampeded 
by the casual observation that all of 
America is going crazy about golf. 
Prices for golf equipment are not really 
what they ought to be, and only about 
four or five of the manufacturers of 
golf playing equipment are making any 
appreciable percentage of profit. Golf 
involves a rather unusual merchandis- 
ing problem that is confusing to new- 
comers. 


Sources oF INFORMATION—For statis- 
tical information in the golf field there 
are, the United States Golf Association, 
110 E. 42nd Street, New York City; the 
U. S. Golf Association Green Section, 
P. O. Box 313, Pennsylvania Avenue 
Station, Washington, D. C.; FRasEr’s 
INTERNATIONAL GOLF GuIDE, Grand Cen- 
tral Terminal Bldg., New York City; 
AmericaN GOLFER, Graybar Bldg., New 
York City, and Gotr ILLUSTRATED, New 
York City. 


OUTSTANDING Booxs or 1929—Two 
books of outstanding merit on golf 
America,” by George C. Thomas, and 
architecture are “Golf Architecture in 
“The Links,” by Robert Hunter, Jr. 


TRADE ASSOCIATIONS—The most impor- 
tant associations are the U. S. Golf As- 
sociation, 110 E. 42nd St., New York 
City; the Western Golf Association, 
120 S. La Salle St., Chicago; Profes- 
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sional Golfers Association, First Na- 
ronal Bank Bldg., Chicago; National 
association of Greenkeepers, Caxton 
Bidg., Cleveland; and Club Managers 
association, Henry R. Dutton, secre- 
tary, Boston City Club, Boston, Mass. 
This survey based on information 
made available by GoLrpom, Chicago. 


GROCERIES 


See Food 

VOLUME OF BusINnEss—The food busi- 
ness—the oldest and most fundamental 
form of commerce, is held to be the 
largest single business in the world, and 
in the United States alone during 1929, 
the value of groceries and provisions 
amounted to the staggering figure of 
$24,000,000,000. More stores are required 
to distribute grocery products than are 
demanded by any other industry, and 
there are almost as many food stores 
gs there are all other kinds of stores 
combined. How sales for 1929 were 
divided among the various outlets for 
grocery products, in round figures, is 
shown on the accompanying table.* 

NuMBER OF MANUFACTURERS~Accord- 
ing to the latest census figures, those 
of 1927, the number of establishments 
engaged in the manufacture of food was 
49.787 as compared with 47,946 in 1925. 
There has been some increase since 
1927, particularly in chain stores, but 
the exact figures are not yet available. 

NUMBER OF WHOLESALERS-—According 
to Thomas’ Directory of the Wholesale 
Grocery Trade, wholesale grocers are 
distributed as follows: 


1929 A B C Total 
2726 1408 1847 5981 
1924 
3129 1177 2056 6362 


Classification A, as used above, is a 
full line wholesale grocer; classification 
B, a restricted line or a wholesaler with 
limited functions, as for example, a co- 
operative association; classification C is 
generally a specialty jobber. 

In addition to the above, there are 
approximately 4,000 grocery brokers, 500 
wholesale provision and meat dealers, 
in addition to a large number of pack- 
ing house distributing branches; 4,000 


wholesale produce dealers and 1,500 ° 


wholesale bakers. There are approxi- 
mately 2,300 food jobbing cities. 


RETAIL OutTLeTs—There are approxi- 
mately 556,000 retail food outlets dis- 
tributed as follows: 


Independent grocery stores..... 250,000 
General stores selling groceries. 138,000 
Delicatessen stores ............. 1,000 


Independent grocery outlets... 399,000 
Chain grocery stores........... 57, 


Fruit and vegetable stores..... 15,000 
RG TUNG dc cence diendcccis 75,000 
Total number of retail outlets.. 556,000 


Of the total food and provision busi- 
ness done through stores of all kinds, 
including restaurants, road stands, bak- 
eries, milk wagons, as well as regular 
family stores, the chain grocery stores 
do approximately 22% of the total. Of 
the sales through regular grocery stores, 
chains did 29.5% in 1929. 

TRENDS—Perhaps the two most signi- 
ficant trends are: 1. The development 
of the quick freezing process in the 
packing and merchandising of foods. 
2. The development and perfection of 
the voluntary chain and its effect as a 
merchandising factor in the curtail- 
ment of the growth of the chain store. 

Sources OF INFORMATION—Chief 
sources of trade information are the 
United States Department of Commerce, 
THomas’ DIRECTORY OF THE GROCERY 
TRADE and a large number of publica- 
tions and newspapers. 

TraDE AssociaTIONS—The principal 
trade associations are: National Asso- 
ciation of Retail Grocers, St. Paul, 
Minnesota; National Wholesale Grocers 
Association, 6 Harrison Street, New 
York City; American Wholesale Grocers 
Association, Washington, D. C.; The 
National Canners Association, Wash- 
ington, D. C.; The Associated Grocery 
Manufacturers Association, New York 
City. 


This survey based on information 
made available by the PROGRESSIVE 
Grocer, New York. 


HEATING AND 
VENTILATING 


See Building, Construction, Engineer- 
ing Construction. 


VOLUME OF BusinEss—Production of 
cast-iron round boilers in 1929 was 
136,555 thousands of pounds, as com- 
pared with 158,048 thousands of pounds 


Grocery Commodities and 


Their Estimated Distribution 


Provision Stores, 


Sales through 
Grocery and Sales through 


Sales through Provision and 


Chain and Chain Grocery Independent 
Commodities Total Sales Independent Stores Grocery Stores 
WAKER GOOEE 5.055 <6 00.50 06-6 $1,600,000,000 $700,000,000 $175,000,000 $525 ,000,000 
vey and poultry ag co 
—butter, eggs, cheese, 
C milk, ete. .. ree aise en ys 2,750,000,000 1,260,000,000 275,000,000 985,000,000 
onfectionary, ice cream and 
wot drinks.........--... _2,000,000,000 600,000,000 75,000,000 525,000,000 
resh fruits, vegetables and 
(ee ine veka ee 1,750,000,000 1,200,000,000 200,000,000 1,000,000,000 
Meats and allied products. .. 4,500,000,000  3,500,000,000 350,000,000 = 3,150,000,000 
Manufactured goods not in- F 
cluded inabove.........  8,000,000,000 — 6,000,000,000 —1,775,000,000 + —_4,225,000,000 
Miscellaneous. ............ 400,000,000 240,000,000 50,000,000 190,000,000 
Total groceries and provi- 
sions sold at retail... .. . *$21,000,000,000 +$13,500,000,000 —_$2,900,000,000 $10,600,000,000 


*Additional groceries and provisions consumed at the source of production valued at 
$3,000,000,000 brings the total value of groceries and provisions consumed in the United 


States to $24,000,000,000 


_ tIn addition $7,500,000,000 in retail sales of groceries and provisions are distributed 
through restaurants, hotels, soda fountains, confectioneries, road stands and other miscella- 


neous outlets. 


Figures compiled by The Progressive Grocer, New York. 


ee 


in 1928, a decrease of 13.6%. Produc- 
tion of cast-iron square boilers was 
273,657, as against 339,781 thousands 
of pounds, a decrease of 19.5%. Pro- 
duction of cast-iron radiators was 127,- 
126, as against 160,341 thousands of 
square feet of heating surface, a de- 
crease of 20.7%. Production of gas- 
fired boilers in thousands of B.T.U. 
capacities was 2,870,059, as compared 
with 1,943,973, an increase of 47.6%. 
Figures on the production of oil burners. 
are not available through 1928, but 
January, 1930, showed an increase over 
January, 1929, of 18.3%. The number 
of domestic mechanical and natural 
draft oil burners operating January 1, 
1928, was 310,575, and on January 1, 
1929, 416,180, an increase of 28.6%. 


Accurate figures are not available on 
non-ferrous lightweight concealed radi- 
ation or unit heaters. It can be safely 
stated that the market for unit heaters 
consists chiefly of buildings with large 
spaces to be heated, such as industrial 
plants, garages, lobbies, gymnasiums, 
etc., largely confined to new construc- 
tion of buildings of these types. Non- 
ferrous concealed radiation installations 
have until recently been confined to 
the new and large projects. The in- 
creasing utilization of unit heaters and 
non-ferrous radiation is reflected in the 
continual decrease during the past 
three years of cast-iron radiation pro- 
duction figures. The decrease in cast- 
iron square and round boilers is taken 
care of by the increase of gas-fired 
boilers and a gradual increase in steel 
heating boilers. 


In the heating of business bulidings, 
the number of oil burner installations 
increased 3,000 from 1928 to 1929; while 
gas installations probably did not 
amount to more than 1,000 at the most. 
If store blocks are classed as business 
buildings, a considerable number in 
certain territories are gas heated by 
gasteam radiators, which do not require 
a separate plant as they are self-con- 
tained heating units. The number of 
gas-fired installations reported for 1929 
is in the neighborhood of 100,000 in all 
classes of buildings. 


VENTILATING EQUIPMENT—Under this 
classification ventilation fans run the 
full range from a small kitchen venti- 
lator for apartments and other domestic 
buildings, to larger fans for exhausting 
air from sub-basements, shops, mines, 
foundries, and other plants. Restau- 
rants and other public places are in the 
majority of states required by law to 
provide a fixed minimum amount of 
fan equipment. Ventilating equipment 
is also part of air conditioning systems, 
which has shown a marked increase in 
1929 over 1928 in applications to stores 
and industrial plants, and a decrease in 
theatres, the decrease being due to the 
fact that all important theatres in the 
past few years have been air condi- 
tioned, and there has been a drop-off 
in theatre buildings. Ventilation and 
air conditioning equipment consists of 
air washers, humidifiers, and filters for 
air cleaning. 


Price CHANGES—During the past four 
months there has been a decrease in 
the price of cast-iron boilers and radi- 
ators amounting to ten to twenty per 
cent. There has been also a reduction 
in non-ferrous radiation prices, and in 
some localities this has now reached the 
same price level as cast-iron radiation. 


NUMBER OF MANUFACTURERS — There 
are approximately 500 manufacturers of 
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heating and ventilating equipment with 
close to fifty per cent of this figure 
doing better than eighty per cent of 
the business. ‘These have increased 
since 1925 by at least twenty-five per 
cent. 

MERGERS—Several major mergers have 
been consummated during the past 
three years, and in practically every 
instance have been successful, this 
statement being qualified by the effect 
of the present economic condition in 
the United States and the fall-off in 
the general building field. .Mergers of 
contractors have begun on a small scale 
and have been too recent and too in- 
frequent to contribute anything of value 
at this time. 

DISTRIBUTION—The nature of the 
project determines through what trade 
channels it is sold and distributed. The 
following sales channels are followed 
by the manufacturers in this industry. 
Some products are sold by the manu- 
facturer through jopbers to contractors 
who install for the consumer. Others 
particularly air conditioning equipment, 
are sold direct by the manufacturer to 
the consumer, with the installation 
work being done in some cases by con- 
tractors. In each instance the selling 
effort is directed to the heating engi- 
neers, and on some products also to the 
architect. The heating engineer, par- 
ticularly on new major projects, is the 
key man on the specification of equip- 
ment, which in turn is installed some- 
times under the supervision of the en- 
gineer by the contractor. Very little 
heating and ventilating equipment is 
sold to the consumer by the manufac- 
turers. 

TreNpDsS—The proper air conditioning 
of all types of buildings including cool- 
ing and humidification is largely the 
result of the American public becoming 
highly air-conscious due to the attend- 
ing of motion picture cathedrals. The 
Gemand for proper humidification and 
also cooling and air conditioning in all 
types of buildings, has shown a marked 
increase during the past two and three 
vears which has resulted in more than 
ten new manufacturers of this type of 
equipment becoming active in the in- 
dustry. The cooling of homes with gas 
is a minimum possibility, and the trend 
in the smaller building field seems to 
be toward warm-air furnace installa- 
tions with air filters and humidifiers 
and fan equipment, but this work will 
largely be sold through the warm-air 
industry rather than through the heat- 
ing and ventilating industry and is in 
direct competition with radiator heat. 

The manufacturers of gas conversion 
equipment are directing their efforts 
for distribution and sales not only 
through the gas utilities, but also 
through the heating contractor. The 
increasing availability of natural gas 
seems certain to result in an increased 
number of gas heating jobs. Manufac- 
turers of stokers have secured the ma- 
jority of their distribution through coal 
merchants and direct branches, but 
during the past two years an increased 
selling effort to the heating industry, 
particularly the heating contractors, 
has been made with a fair degree of 
success. 

The majority of manufacturers in the 
heating and ventilating market can be 
classed as carrying complete lines in 
their respective phases of the market, 
so that there is no tendency towards 
centralization except among the highly 
specialized products, such as boiler ac- 


cessories, etc. 

SOURCES OF INFORMATION are the De- 
partment of Commerce, the American 
Gas Association, the American Oil 
Burner Association, the Bureau of 
Mines, the National Association of Fan 
Manufacturers, Steel Heating Boiler 
Institute, 1116 Guardian Building, 
Cleveland, Ohio, National Boiler and 
Radiator Manufacturers and_ the 
Plumbing and Heating Industries Bu- 
reau. 

OUTSTANDING Books or 1929—There 
have been only two important books 
published in this field during the past 
year—Harding and Willard’s ‘“Mechan- 
ical Equipment of Buildings,” Volume 1. 
“Heating and Ventilating,” second edi- 
tion, published by John Wiley & Sons, 
Inc., and “Piping Handbook,” by 
Walker and Crocker. 

TRADE ASSOCIATIONS—National Dis- 
trict Heating Association, Heating and 
Piping Contractors National Associa- 
tion, American Society of Heating and 
Ventilating Engineers, American Oil 
Burner Association, American Gas As- 
sociation, National Association of Fan 
Manufacturers, Unit Heater Manufac- 
turers’ Association, National Boiler and 
Radiator Manufacturers’ Association, 
Steel Heating Boiler Institute, Mid- 
West Stoker Association. 


*This survey based upon information 
made available by HEATING AND VENTI- 
LATING, New York. 


HOME FURNISHINGS 


See Floor Coverings, Furniture 


VOLUME OF BusinEss—During 1929 
this was estimated at approximately 
$2,500,000,000 as compared with that of 
1927 which was approximately $2,225,- 
000,000. Sales for the first six months 
of 1930 have been estimated to be about 
$1,000,000,000. 

PRINCIPAL ProDUCTS— Products sold 
under the furniture and home furnish- 
ings field include furniture, floor cov- 
erings, radio, draperies, and refriger- 
ators. 

NUMBER OF MANUFACTURERS—In 1929 
there were approximately 5,000 manu- 
facturers covering the five principal 
items which are listed above. In 1929 
there were about 500 wholesalers and 
jobbers in this field. 

RETAIL OUTLETS—In 1929 there were 
approximately 20,000 retailers covering 
the above field, as compared with 
25,000 in 1920. 

DISTRIBUTION — The distribution of 
furniture and home furnishings during 
1929 has been approximately 65% 
through independent retailers; about 
15% through chain stores; and approx- 
imately 10% through mail order houses 
and 10% through company owned 
showrooms. Exports are very small. 


The peak months of the season in 
this field are January, May, July and 
November. 

TRENDS OF THE INDUSTRY—The price 
trend in this field has been approxi- 
mately 47% downward since 1920 which 
has been due to price competition. The 
production, on the other hand, has been 
up 140% since 1920. These two things, 
price competition and over-production, 
are the major problems of the industry 
at this time. The fact that people do 
not desire large homes in these days, 
but want smaller homes is having a 
great effect on the industry. All these 
things are having a tendency toward 
giving the wholesalers and dealers in 
the industry smaller profits. 


There have been hardly any mergers 
in the last few years in this field, ang 
the few that have merged have just 
happened in the last year. The inven- 
tories during the last year have been 
the lowest since 1918. 

Practically the only product in this 
field to be affected by inventions is the 
radio. 

Sources OF INFORMATION — National 
Retail Furniture Association, 666 Lake 
Shore Drive, Chicago; Furniture Age, 
Chicago, and other trade papers. 

OUTSTANDING Books FoR 1929—One of 
the most noted books published during 
1929 was the “Ross Craine Manual of 
Practical Interior Decoration.” 


* This survey is based on information 
made available by FURNITURE Aczr, 
Chicago. 


HOSPITALS 
What They Buy 


A Partial List of Annual Purchases 
A billion dollars is spent for maintenance. Less 
than 10 per cent of this is for medical service. Here 
are a few estimated annual expenditures. 


PRC N Merete ties Pi LY Sie ed savas ae ce toe $190,000,000 


Dry Goods and Textiles............. 19,000,000 
Kitchen Supplies .......006000eces 8,000,000 
Laundry Maintenance............ . 13,000,000 
Paints and Varnishes «......... «066.000. 4,750,000 


Soaps and Cleansers ............ 12,000,000 
Three hundred million is spent annually for new 
construction, as follows: 


Masonry, Concrete and Hollow Tile.. $58.600,000 
Cut Stone and Terra Cotta.......... 14,500,000 
Doors, Windows and Flooring........ 22,600,000 
Composition Roofing. ............5. 9,000,000 
Lathing and Plastering.......... 16.450,000 
Marble, Terrazzo and Tile....... . 26,500,000 
Metal Cases and Misc. Iron........ 15,070,000 
Carpentry, Hardware and Painting.. 32,459,900 
PREOMIMETA COIs 6.50 o-5! bcs via das.s.4. ec0's. 8 5 11,400,000 
Screens and Weatherstrips......... 3,250,000 
Lighting Fixtures and Electric...... 13,100,000 
Heating, Ventilating and Plumbing. . 46,700,000 
Elevators and Dumbwaiters........ 6,600,000 
Laundry Equipment................ 8,100,000 
Food Service, Conveyers and Trucks 6,840,000 
RMAC ole acc chop cai Wie ret a dk eerovetic 4,260,000 
Private Room and Ward Furnishings. 9,270,000 
X-Ray, Laboratory and Oper. Room 6,600,000 
Physiotherapy and Surgical...:...... 3,750,000 
Office, Storerooms and Repair Shops. _—_ 1,800,000 
Doctors’ and Employees’ Quarters.... 9,900,000 
Training and Social Service"Quarters. 930,000 


ICE CREAM 


See Soda Fountain 
VOLUME oF Business—Although offi- 


| ,cial figures are not available it is esti- 


mated that the volume of ice cream 
solid during 1929 amounted to approxi- 
mately 275,000,000 gallons, which, at a 
wholesale valuation of between $1.20 
and $1.30 per gallon represented a gross 
business of some $330,000,000. 

Propucts ConsuMED—The principal 
products consumed by the ice cream 
trade are milk and cream, sugar, flav- 
oring extracts, and to a certain extent. 
ice, in all amounting to some $250,000,- 
000 in total value annually. 

CapiTaL INvESTED—The capital invest- 
ed in the ice cream business is estimated 
at some $600,000,000 for 1929. 

NUMBER OF MANUFACTURERS—Ihe€ 
number of manufacturers total 3.519 for 
1929 as compared with 3,655 in 1928. 
Of the 3,519 manufacturers in 1929, 
3,000 are main plants and 519 are 
manufacturing branches. Distributing 
branches for 1929 total 579 as compared 
with 523 distributing branches in 1928. 

RETAIL OUTLETS—There were approxl- 
mately 400,000 to 500,000 retail outlets 
in 1929 distributed among candy and 
confectionery shops, drug stores, rés- 
taurants, soda fountains, etc. 

TrRENDS—Prices in the industry are 
fairly stable and will probably remain 
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Ice Cream (Cont.) 


so inasmuch as products consumed or 
ingredients used in the manufacture of 
ice cream are staple foods. 

The first survey of the Bureau of 
Service and Statistics of the National 
Association of Ice Cream Manufactur- 
ers analyzed the six principal dealer 
outlets, according to number of dealers 
in each group. This survey was based 
on the report of 588 ice cream plants 
serving 79,704 dealers. The relative im- 
portance in numbers of the different 
steps was reported as follows: 


Classification of Dealers According to 
Numbers 


Confectionery Stores............ 30.25% 
Grocery Giles. «2... ccctccwc aes 18.95% 
PUG OONOe occ cose ogc ced arces 16.30% 


Wayside Stands.............s+0- 10.16% 


Hotels and Restaurants......... 7.99% 
Cigar Stores... sicecccccce veces 3.05% 
ities. errant 13.30% 

100.00% 


In the second survey the Bureau ap- 
proached this same subject of ice cream 
distribution in terms of retail outlets 
from the volume of sales as supple- 
menting the numbers standpoint. 

Two hundred and forty typical ice 
cream plants throughout the country 
having a combined total output of 22.,- 
099.921 gallons of ice cream have care- 
fully analyzed their distribution with 
respect to the volume reaching the 
consumer through each type of retail 
outlet, with the following results: 


Classification of Dealers According to 
Volume of Sales 


PE ORO ce bares cine ace ee enes 29.2% 
Confectionery Stores............. 27.8% 
Hotels and Restaurants.......... 12.8% 
CHEOCOEY DIRUOEs 5 ce ceadacen sence 11.1% 
WEGHIE URINE wicc hese ces mnocees 3.8% 
Clone SHORCS ioc ccicnesiaseiecnnse (ekee 
NLC SEMEN icediw ic canny eawen ee cn ee 13.2% 

100.00% 


Mercers—While the number of man- 
ufacturing branch plants is increasing 
the number of main plants is decreas- 
ing due to mergers being effected. 

Sources OF INFORMATION—ICE CREAM 
TraDE JOURNAL, New York, IcE CREAM 
Frztp, New York, Icze CREAM REVIEW, 
Milwaukee, and Foods Division of U. S. 
Department of Commerce, Washington, 


Trapt AssociaTtions—American Dairy 
Association, American Dry Milk Insti- 
tute, National Dairy Association, Na- 
tional Dairy Council. 


*This survey based on information 
made available through IcE CREAM TRADE 
JOURNAL, New York and the NATIONAL 
ASSOCIATION OF [ce CREAM MANUFAC- 
TURERS. 


JEWELRY 
_ VOLUME OF Bustness—The jewelry 
industry can hardly be considered one 
industry but is rather a combination of 
a score of industries many of which are 
So different, one from the other, that 
ut is impossible to generalize in a mar- 
ket survey in a manner that will cover 
them all. Each of these industries is 
Competing for the jewelers’ trade and 
they come together only in the jewelry 
Store, including as they do gems, plati- 
hum or gold jewelry, plated or cheap 
Jewelry, silverware, clocks, watches, 
fancy goods, optical goods, etc. 

While accurate figures are as yet un- 
available, it is generally understood that 


) 


production in all lines of the trade 
was less during the first six months of 
this year than during the first six 
months of 1929. No radical price 
changes are in prospect, although in 
diamonds and gems the reduction in 
the tariff has meant an eight per cent 
reduction in cost to the retailer which 
he may pass on. Reduction in silver 
bullion prices has also caused a slight 
reduction in sterling silver flat ware. 

NuMBER OF MANUFACTURERS—There are 
approximately 33220 manufacturers of 
jewelry at the present time, 98 of whom 
are both manufacturers and wholesalers, 
and 109 manufacturers and retailers. 
There are some 2,619 wholesalers, of 
whom 227 are also retailers. 

RETAIL OuTLETS—Retail outlets in the 
jewelry trade number approximately 
21,500, of which 750 are department 
stores, and 681 dealers who sell on in- 
stallment. There are about 3,800 jew- 
elry repair houses, 2,450 opticians who 
also sell various types of jewelry such 
as lorgnettes, etc. 

Trenps—There have been no marked 
changes in the styles in all lines in the 
jewelry trade, although naturally new 
designs are introduced at frequent in- 
tervals. Likewise no new processes have 
been developed in the past year that 
seem likely to affect the industry. So 
far as the retail trade is concerned the 
peak month is that period between 
Thanksgiving and Christmas Eve when 
thirty per cent of the business is done. 

Sources OF INFORMATION—The chief 
sources of information in the industry 
so far as the number of jewelers, their 
assets and credits are concerned, are 
the National Jewelers Board of Trade 
and the Manufacturing Jewelers Board 
of Trade. 

TRADE ASSOCIATIONS—In part, the 
main organization in the retail trade 
is The American National Retail Jew- 
elers Association; in the wholesale 
trade, the National Wholesale Jewelry 
Trade Association; in the credit trade, 
the National Association of Credit Jew- 
elers; in the silver trade, the Sterling 
Silversmiths Guild of America; in the 
platinum trade, the Jewelry Crafts As- 
sociation; in the silverplated trade, the 
Silver Plated Holloware Manufacturers 
Service Bureau; in the watchcase 
trade, the American Watch Case Man- 
ufacturers Association; in the import- 
ing watch trade, the American Watch 
Importers Association, and among the 
watchmakers, the Horological Institute. 

There are also important associations 
devoted to crime, such as the Jewelers’ 
Security Alliance; to tariff, such as the 
American Jewelers Protective Associa- 
tion; to welfare, such as the Jewelers 
Vigilance Committee the Good and 
Welfare Committee of the National 
Jewelers Board of Trades; the Chicago 
Jewelers Assn. and the New Eng- 
land Manufacturing Jewelers and Sil- 
versmiths Association; to credits, the 
National Jewelers Board of Trade and 
the Manufacturing Jewelers Board of 
Trade, and a host of others too nu- 
merous to name specifically. 


* This survey based on information 
made available by THE JEWELER’s Cir- 
CULAR, New York. 


LAUNDRY 


VoLUME OF BusiINnEss—Available fig- 
ures regarding sales of laundry machin- 
ery have never been furnished, but the 
largest machinery company in the 
country, doing approximately from 40 


to 45% of the total business, generally 
handles from sixteen to seventeen 
million dollars’ worth of laundry ma- 
chines sales per year, and the estimate 
from all manufacturers shows that 
about between $37,000,000 to $40,000,000 
worth of machinery is sold in this 
industry yearly. 

It is estimated that in 1929 the total 
volume of laundry sales ran between 
$750,000,000 and $800,000,000. From sur- 
veys with supply houses and others, it 
is estimated that the total volume of 
laundry sales is off from 5% to 10% 
during the first six months of 1930. 

RETAIL OvUTLETS—There are about 
8,000 commercial power laundries in the 
United States and 4,000 institutional 
laundries. Regarding the products con- 
sumed in the industry, coal is the 
largest single item purchased by a 
laundry owner in the conduct of his 
business, and runs from 2% to 4% of 
his gross business, and of this, more 
than 44 consists of cotton goods. 


*This survey based on information 
made available by LaunpRy AGE, New 
York. 


MACHINE TOOLS 


See Machinery 

VOLUME OF BuSINESS—Production of 
machine tools in 1929 was approxi- 
mately thirty percent greater than in 
1928, and although some machines were 
redesigned with the. object of more 
effectively using the new Tungsten- 
carbide tools, this move has made no 
appreciable affect on sales up to this 
time. 

The replacement business in the ma- 
chine tool field is steady and although 
during 1929 much old equipment was 
scrapped to be replaced by up-to-date 
machines, the replacement business has 
shown a falling off this year due to a 
slowing up in factory operation. 

During 1929 the automotive industry, 
the electrical industry, the tractor in- 
dustry and the agricultural industry 
were the largest buyers. The largest 
wholly new field for the utilization of 
machine tools is the aviation engine 
business. This field will grow gradu- 
ally but it is believed less rapidly 
than some people expect. 

EXPORTS AND Imports—The export 
trade in American machine tools shows 
a considerable increase in 1929, foreign 
markets offering good opportunities for 
high production tools. Practically all 
machine tools used in the United States 
are designed and made in this country, 
the imports of such tools being less 
than one per cent of the total. 

NUMBER OF MANUFACTURERS — There 
are approximately 200 manufacturers 
of machine tools representing a slight 
decrease during the past five years, 
and while there have been some mer- 
gers the tendency towards that direc- 
tion in this field is not very marked. 

TRENDS—A general improvement in 
business conditions as a whole is al- 
ways followed by a marked improve- 
ment in the machine tool industry. A 
promotional campaign should be es- 
pecially effective just as soon as there 
is a definite upward trend in manu- 
facturing industries generally. 

While no statistics are available cov- 
ering the elimination of man power in 
the factory through improved machin- 
ery, there is ample evidence in many 
industries that new machine tool equip- 
ment reduces labor costs very materially 
and increases general efficiency. 

The peak months for sales vary from 
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Machine Tools (Cont.) 


year to year regulated more or less by 
the current requirements of manufac- 
turers. In 1929, for instance, the peak 
months were April and May. 

SOURCES OF INFORMATION—The best 
and practically only source of statistical 
information on machine tools is the 
Bureau of Census, Washington, D. C. 
There were no books of outstanding 
importance to the industry published 
during 1929, although there will be 
issued shortly an important book on 
mechanical movements and mechan- 
isms, and one on die making and die 
designing. 

TRADE ASSOCIATIONS—The principal 
associations in the field are the Na- 
tional Machine Tool Builders Associa- 
tion, Cincinnati, Ohio, and the Ameri- 
can Gear Manufacturers Association 
Cleveland, Ohio. 


*This survey based on information 
made available by MAacHINERY, New 
York. 


MACHINERY 


See Machine Tools 

VOLUME OF BusinEss—Most of the 
companies in the industry had an ex- 
ceptionally good year in 1929 and have 
been able to live on their surplus with- 
out drastic economizing during the first 
half of 1930. Much development work 
has been in progress during this period 
which will probably be announced dur- 
ing the fall and winter. The general 
feeling in the industry is that business 
will be considerably better this fall. 
During the first six months of 1930 the 
production of machinery was consider- 
ably less than in any six months’ period 
in 1929. 

EXPORT AND ImMpoRT—The proportion 
of imported machinery to that of dom- 
estic manufacture is negligible. Export 
trade is increasing and the prospects 
are good. 

TrenDS—The industry has been slow 
to introduce high speed machines 
equipped with tungsten carbide tools. 
In a few instances almost startling 
results have been obtained with this 
equipment. Manufacturers are waking 
up to the importance of replacing obso- 
lete equipment, but they are still far 
behind where they should be at this 
point. Important trends include the 
replacement of obsolete equipment. In- 
troduction of new cutting alloys. Re- 
placement of castings by welded pressed 
parts. Introduction of better finishes. 

Sources oF INFORMATION—Sources of 
information are Bureau of Foreign & 
Domestic Commerce, National Machine 
Tool Builders’ Association, National 
Metal Trades Association. 

TRADE AssocraTIOnNs—The leading as- 
sociation is the National Machine Tool 
Builders’ Association. 


This survey based on information 
made available by the AMERICAN Ma- 
CHINIST, N. Y. 


MINING 
United States 
See Mining, World Wide 

VOLUME OF Business—Production of 
non-ferrous metal and the non-metal- 
lics in the United States during the last 
year and a half has, in general, closely 
followed the trend of country-wide 
conditions. The first half of 1929 was 
featured by a great increase in copper 


production, with smaller but substantial 
gains on the part of the other impor- 


tant products. The second half of the 
year showed a recession, more notice- 
able in copper and zinc than in the 
other metals. The first half of 1930 
will undoubtedly prove to have been a 
comparatively dull six months when 
final data are available. Table 1 shows 
that only gold output was smaller in 
1929 than in 1928, Table 2—which is less 
complete—indicates the downward trend 
that has taken placé recently. 

In many cases production has been 
deliberately restricted by the mining 
companies to avoid the complexities of 
a difficult marketing situation. This is 
particularly true of the copper mines, 
most of which could operate at a small 
profit today, but many of which prefer 
to curtail rather than endanger the 
already low price of the metal. None 
of the important metal-mining indus- 
tries is working near capacity, and the 
present rate of production does not rep- 
resent possible output. 


Table I— United States Output of Major 
Products, 1928-29 


1928 1929 
Copper, tons ........... 935,199 1,026,348 
ESBRG, GONG. oi scecvies a 649,800 688,000 
MAMAC, DONS. oni vie ans oreys 617,613 638,849 
RVOR, ORs sxcswecncnas 56,149,000 61,327,850 
RRM RME: on Sinihwine. ae sa 2,233,251 2,208,386 
Quicksilver, fiasks*.... 17,870 23,682 
COGNUNUM, TD.. 00:60000%6 1,875,896 2,481,427 
ATHEHIC, TOMB ......0505 16,485 19,150 
Aluminum, tons ...... 95,300 102,100 
Sulphur, pyrites, tons 350,000 373,000 
Sulphur, brimstone, ‘ 2,333,000 2,730,000 
* Flasks of quicksilver contain 76 lbs. of the 


metal. 
Table II — Comparative Outputs, 
United States 


1929 1930 
Copper, tons] ........ 522,912 389,772 
BORG, GONST oo 5 ocdcodcic 292,705 261,632 
MENS, TENS? 6. oiieic-c005840 317,898 277,308 
eT ss casas 25,805,000 23,914,000 


+ For first five months. 
* For first six months. 


PrIcE CHANGES—Radical price changes 
have occurred in copper, lead, silver, 
zinc, and aluminum. The change in 
the price of the latter—only one cent a 
pound—may seem small, but it is of 
interest because it is the first change in 
more than two years. Prices in general 
have worked downward, and in the case 
of silver and zinc the downward trend 
seems fairly permanent. Copper and 
lead have merely been hit by the tem- 
porary depression. As soon as business 
revives, the price of these two metals 
will probably rise also. But silver’s 
problem is not one of the moment. De- 
monetization in the East, formerly the 
chief consuming center, has almost 
halved the price and no immediate 
source of relief is visible. Chief hopes 
are being pinned on the development 
of new uses for the metal, largely as an 
alloy. Technical progress in the metal- 
lurgy of zinc, coupled with the inoppor- 
tune discovery of several large new 
deposits, has threatened to flood the 
market with the metal. Although the 
price is not likely to drop further, any 
appreciable rise will immediately result 
in putting so many new mines into pro- 


duction that the price will have to fa) 
again. Producers are hoping that con- 
sumption can be increased, but it wil! 
have to be increased very greatly to off- 
set the large excess capacity. 

PRODUCTIVE UNITS—Estimates of the 
number of productive mines in the 
United States would be almost impos- 
sible. Every fluctuation in price closes 
or shuts down scores of small properties 
that may not ship more than 50 or 100 
tons of ore annually. Actually, the 
great bulk of the production, particy- 
larly in copper, is produced by a few 
large companies. For instance, although 
about 400 mines produced in Arizona in 
1929, twelve mines were responsible for 
more than 90 per cent of the production. 
In a year when the price of metals js 
high, activity on the part of the smal! 
properties is greatly stimulated and the 
number of producers might easily be 
doubled. No definite trend is therefore 
discernible unless a period of many 
years is surveyed. On the whole, other 
conditions being equal, the number of 
individual producers is probably smaller 
today than it was in 1925. 


TRENDS—Several important new min- 
ing developments have been announced 
within the last year in the United 
States. Of these, much the most im- 
portant is the program of the Phelps 
Dodge Corporation to equip its mine at 
Morenci with a plant capable of pro- 
ducing 85,000 tons of copper annually. 
This mine has been producing about 
25,000 tons annually for several years, 
but the discovery of a large, low-grade 
deposit known as the Clay orebody will 
enable greatly increased production. 
Another important project in Arizona is 
the equipping of all the mines and 
smelters of the Phelps Dodge Corpora- 
tion with natural-gas power equipment. 
The gas will be transported from Texas. 
Phelps Dodge is considering merging its 
properties with those of Calumet & 
Arizona, second largest producer in the 
state. This program, if consummated, 
would make Phelps Dodge the third 
most important factor in the copper 
industry. The Bagdad Copper Corpor- 
ation is experimenting and developing 
a property at Hillside, Arizona. Late in 
1929 this company announced its inten- 
tion of eventually equipping the mine 
to handle 5,000 tons of ore daily, to pro- 
duce about 20,000 tons of copper a year. 


Other important developments are 
being undertaken by Consolidated Cop- 
permines at Ely, Nevada, where a new 
5,000-ton concentrator will probably be 
built; by St. Joseph Lead at Balmat, 
N. Y., where a large zinc mine is being 
developed, and at Pittsburgh, Pa., where 
a new zinc smelter is being built; by 
Universal Exploration, a subsidiary of 
U. S. Steel, at zinc properties in Tennes- 
see and New York; and by Bunker Hil 
& Sullivan, in Idaho, where its smelter 
capacity has been doubled. ; 

Beryllium is perhaps the newest meta: 
for which a broad commercial future 1s 
envisaged. This metal, both light anc 
strong, will be of great consequence in 
the development of such industries as 
aviation, provided it can be produced 


Price Trends of Major Metals (a) 


1929 
Metal Jan. June 
OBL ithe side os ace tenes 16.603 17.775 
BOAT noise ppekccearh sie wo nina 6.650 7.000 
ee te er eeeer srt epee ee 6.350 6.686 
eS ee 57.019 52.415 


1930 
Dec. Jan. April May june 
17.775 17.775 15.621 12.756 i2 049 
6.250 6.250 5.537 5.523 5.410 
5.666 5.229 4.843 4641 4 = 
48.475 45.000 42.428 40.736 34.595 


(a) Figures for copper, lead, and zinc are in cents per pound. 
For silver the figures are in cents per ounce. 
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Mining, U. S. (Cont.) 


cheaply. Large deposits of beryl, from 
which beryllium is produced, are known 
in southeastern Austria, but some has 
also been found in the United States. 


OUTSTANDING Books or 1929—The fol- 
lowing may be included among the more 
important books on engineering and 
mining, published during the past year: 
“Mining Methods,” by C. A. Mitke. Mc- 
Graw-Hill Book Co., 1st edition. “Min- 
ing of Alluvian Deposits,” by W. E. 
Thorne and A. W. Hooke. Mining Pub- 
lications, Ltd., London. Ist edition. 
“Mineralogy,” by Sir Henry A. Miers. 
Macmillan Co. 2nd edition. “Tin,” by 
Cc. L. Mantell. Chemical Catalog Co. 
1st edition. “Diatomaceous Earth,” by 
Robert Calvert. Chemical Catalog Co. 
1st edition. 

SouRcES OF INFORMATION—Sources of 
information include U. S. Bureau of 
Mines Reports; American Bureau of 
Metal Statistics; “Metal Statistics,” 
published by the American Metal Mar- 
ket; ENGINEERING & MINING JOURNAL; 
MeraL & MINERAL MarKETS, and other 
publications of the industry. 

TRADE ASSOCIATIONS—The principal 
non-professional associations in the in- 
dustry are as follows: 


GENERAL—American Bureau of Metal 
Statistics, 33 Rector St., New York; Amer- 
ican Mining Congress, 841 Munsey Building, 
Washington, D. C.; California Metal and 
Mineral Producers’ Association, San Fran- 
cisco; Chamber of Commerce and Mines, 
Douglas, Ariz.; Chamber of Mines and Oil, 
Los Angeles, Calif.; Nevada Mine Operators’ 
Association, Reno, Nev.; Northwest Mining 
Association, Spokane, Wash. 

COPPER—Copper and Brass Research As- 
sociation, 25 Broadway, New York; Copper 
Exporters, Inc., and The Copper Institute, 
25 Broadway, New York. 

FELDSPAR—Feldspar Grinders’ Institute, 
Inc., 7 East 44th St., New York. 

GYPSUM—Gypsum Institute, 110 West 
40th St., New York. 

IRON AND STEEL—American Iron & Steel 
Institute, 506 Evening Post Building, 75 West 
St., New York; Association of American Steel 
Manufacturers, Pittsburgh, Pa.; Lake Su- 
perior Iron Ore Association, Cleveland, Ohio. 

LEAD—Lead Industries Association, F. E. 
Wormser, Secretary, 420 Lexington Avenue, 
New York. 

LIMESTONE, LIME—National Agstone As- 
sociation, Hartman Building, Columbus, 
Ohio; National Lime Association, 927 Fif- 
teenth Street, N. W., Washington, D. C. 

MANGANESE—American Manganese Pro- 
ducers’ Association, Metropolitan Bank 
Building, Washington, D. C. 

PETROLEUM—American Petroieum In- 
stitute, 250 Park Ave., New York. 

PHOSPHATE ROCK—Phosphate Export 
— 420 Lexington Avenue, New 

ork. 

PORTLAND CEMENT—Portland Cement 
Association, 347 Madison Ave., New York. 

REFRACTORIES — American Refractories 
a 2218 Oliver Building, Pittsburgh, 

a. 

SAND AND GRAVEL—Nationai Sand and 
Gravel Association, Suite 545, Munsey Build- 
ing, Washington, D. C. 

SLATE—National Slate Association, W. S. 
Hays, Secretary, 644 Drexel Building, Phila- 
delphia, Pa. 

STONE—National Crushed Stone Associa- 
ne Merchandise Building, Washington, 


TIN—American Tin Trade Association, 82 
Wall St., New York. 

ZINC—American Zinc Institute, 27 Cedar 
St., New York. 


*This survey based on information 
made available by ENGINEERING & MIN- 
ING JOURNAL, New York. 


MINING (Wide-World) 


See Mining, United States 


VOLUME OF Bustness—The volume of 
business so far as it concerns production 
1s Indicated by the following tables: 


WORLD OUTPUTS, SHORT TONS 
Table I— World Outputs, Short Tons 
28 


19 1929 
Copper, tONS ....<ssee 1,891,610 2,104,110 
ie a er 1,840,038 1,935,100 
ee ere 1,564,937 1,621,222 
Fit, COME iciiccscscnnee 199,557 213,506 
SLVGE, OB 6 csciccwccciec 254,869,100 261,265,700 
CONG A eee ee 19,727,170 20,191,478 
Nickel, tOUG ....<..00. 59,000 68,000 
Aluminum, tons ..... 240,366 261,900 


Table If1— World Outputs, Short Tons 
First Five Months of 1929-30 


1929 1930 
Copper, t0iis:...<..... 928,574 733,615 
B@ae, CGMS o.oo ec cncs 785,650 777,072 
(oo Oe rr 667,525 505,945 
‘Riek, CONS, (0) occ cou 64,680 61,800 


(a) First four months only. 


PRODUCTIVE UNiITS—Estimates of the 
number of productive mines in the 
United States would be almost impos- 
sible. Every fluctuation in price closes 
or shuts down scores of small properties 
that may not ship more than 50 or 100 
tons of ore annually. Actually, the 
great bulk of the production, particu- 
larly in copper, is produced by a few 
large companies. For instance, although 
about 400 mines produced in Arizona in 
1929, twelve mines were responsible for 
more than 90 per cent of the production. 
In a year when the price of metals is 
high, activity on the part of the small 
properties is greatly stimulated and the 
number of producers might easily be 
doubled. No definite trend is therefore 
discernible unless a period of many 
years is surveyed. On the whole, other 
conditions being equal, the number of 
individual producers is probably smaller 
today than it was in 1925 and will be 
even smaller in the future as technology 
makes production on a large scale more 
and more economical. 

PRICE CHANGES—Price changes have 
been as marked in the London market 
as in New York, but tin and zinc have 
suffered relatively harder, whereas the 
decline in the price of lead has been 
comparatively small. Copper and silver 
have acted about the same as in the 
United States. Although a great deal 
of propaganda about tin curtailment has 
been disseminated by the producers in 
the hope of stimulating consumption of 
the metal, actually the output has not 
changed greatly, and the market, weak- 
ened by depression in the American 
automobile trade, has been virtually 
glutted. Because of the low costs of the 
electrically operated dredges in Malaya, 
however, the proportion of production 
from that source is likely to increase, 
despite any temporary restricted meas- 
ures. 

TRENDS—World conditions in the min- 
ing industry are not dissimilar to those 
in the United States, except that pro- 
duction has.not decreased so greatly 
within the last half year. The closer 
integration of American producers, not 
greater sensitivity to price fluctuations, 
is the cause. One decided shift can be 
seen in the mining world. European 
custom smelters of copper, lead, and 
zine ores from Africa, Australia, and 
Latin America are being displaced by 
smelters operated at the mine locality. 
Germany, Belgium, and France are suf- 
fering a bigger proportion of the current 


) 


loss in output than such countries as 
Mexico and Australia. 


New developments of importance in 
the mining world have been numerous. 
Among .the more important projects 
listed during the year, the announce- 
ment of the plans of the Soviet govern- 
ment for equipment of its non-ferrous 
metal deposits is easily the most out- 
standing. Southwestern Engineering, 
Archer Wheeler and Associates, and the 
Radiore Corporation are among Amer- 
ican firms designated to aid in the 
program. In South Africa, at least two 
and possibly several more large new 
plants will be built on the Witwaters- 
rand, near Johannesburg. The two 
plants for which definite plans have 
been issued are the East Geduld and 
the Daggafontein, both with a capacity 
cf about 2,000 tons of gold ore daily. In 
Rhodesia, in addition to Roan Antelope, 
which had already made announcement 
of its intentions to build a 5,000-ton 
copper concentrator, Mufulira, N’Kana, 
Kansanshi, N’Changa, and Rhodesian 
Congo Border Concession have all de- 
cided to build metallurgical works. 
These plants will all be of tremendous 
size and each installation will cost from 
$15,000,000 to $30,000,000. Full details 
are not available on some of them, but 
Northern Rhodesia will probably be pro- 
ducing 400,000 tons of copper annually 
by 1940. 

In Australia, Lake George Metals has 
decided to equip its lead-zinc mine in 
New South Wales with a 1,000-ton con- 
centrator; Mount Lyell has decided to 
expand its concentrator from 500 to 
1,000 tons and thus almost double its 
copper output; Lake View & Star has 
completed construction of a new flota- 
tion plant which the management ex- 
pects to raise eventually to a capacity of 
1,500 tons daily, and Mount Isa already 
committed to a 2,000-ton mill and smel- 
ter, has broadened its plans to permit 
handling 10,000 tons daily and construc- 
ting an electrolytic zinc plant. In New 
Guinea, exploration in the Bulolo River 
area has disclosed large tonnages of 
alluvial and lode gold, and dredging 
equipment has already been ordered by 
one of the companies operating there— 
Bulolo Gold Dredging. New Guinea 
Goldfields is developing its lode proper- 
ties with the avowed intention of even- 
tually building a concentrator, probably 
of 2,000-ton capacity. 

In Canada, Treadwell Yukon, financed 
by the Bunker Hill & Sullivan interests, 
will build a large concentrator, lead and 
copper smelters, and an electrolytic zinc 
plant at Sudbury, as soon as develop- 
ment work has been completed at 
greater depth in its mine. The company 
made a bid in March for 23,000 hp. 
from the Ontario government. Several 
of the Canadian plants for which plans 
were announced some time ago are now 
nearing completion. New projects re- 
cently announced include a 2,000-ton 
flotation plant for McIntyre Porcupine 
Mines, large gold producer, to replace 
it present plant at Porcupine; and 
additions to the existing capacities of 
Teck-Hughes Gold and Noranda Mines. 


Beryllium is perhaps the newest metal 


PRICE TRENDS OF MAJOR METALS (a) 


Metal Jan June 
COMDGE  oiiviieviiee Sawenianeeds 75.551 74.338 
| RRM ore eine ne 22.111 23.694 
DEN ois gn Fad CR ROE 26.196 26.216 
PENRO ois ar ice AS eas ee See 222.727 200.206 
BUG eiacnis ccshensenacdcctes 26.257 24.258 


October Jan. May june 
72.815 71.469 53.159 30.003 
23.226 21.545 17.795 17.941 
22.927 19.634 16.639 16.422 

190.783 175.460 144818 136.300 
23.042 20.896 18.850 19.949 


(a) Prices for copper, lead, zinc, and tin are in pounds sterling per 
long ton. The price of silver represents pence per ounce. 
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for which a broad commercial future is 
envisaged. This metal, both light and 
strong, will be of great consequence 
in the development of such industries 
as aviation, provided it can be produced 
cheaply. Large deposits of beryl, from 
which beryllium is produced, are known 
in southeastern Austria, but some has 
also been found in the United States. 


OUTSTANDING Books or 1929—The fol- 
lowing may be included among the more 
important books in the field of Engin- 
eering & Mining World published during 
the past year: “Mining Methods,” by 
C. A. Mitke. McGraw-Hill Book Co. 
Ist edition. “Mining of Alluvian De- 
posits,” by W. E. Thorne and A. W. 
Hooke. Mining Publications, Ltd., Lon- 
don. ist edition. “Mineralogy,” by Sir 
Henry A. Miers. Macmillan Co. 2nd 
edition. “Tin,” by C.L. Mantell. Chem- 
ical Catalog Co. 1st edition. “Diato- 
maceous Earth,” by Robert Calvert. 
Chemical Catalog Co. 1st edition. 


TRADE ASSOCIATIONS—The principal 
non-professional associations in the in- 
dustry are as follows: 

Australia—Australian Mines & Metals 
Association, Melbourne, Victoria; Zinc Pro- 
ducers’ Association, Melbourne, Victoria. 

Bolivia—Asociacion de Industriales Min- 
eros, La Paz; Asociacion de Industrailes 
Mineros, Oruro. 

Brazil—Asociacion do Industriaes Metal- 
turgicos, Sao Paulo. 

Canada—Ontario Mining Association, Nor- 
thern Ontario Building, Toronto, Ontario; 
Northwest Ontario Chamber of Mines, 19 
Francis Block, Fort William, Ontario; Mani- 
toba Chamber of Mines 203 Montreal Trust 
Building, Winnipeg, Manitoba; Industrial 
Development Board of Manitoba, Winnipeg, 
Manitoba; British Columbia Chamber of 
Mines, 402 West Pender St., Vancouver, 
British Columbia; Mining Association of 
British Columbia, 718 Granville St., Van- 
couver, British Columbia; Mining Associa- 
tion of Interior of British Columbia, Nelson, 
British Columbia. 

Chile—Sociedad Nacional de Mineria, San- 
tiago. 

Czechoslovakia—The Czechoslovak Metal- 
lurgical Association, Prague; The Czecho- 
slovak Mine Owners Association, Prague. 

France—Groupement 9 de la Confedera- 
tion Generale de la Production francaise, 
Industries minieres, 35 rue Saint-Dom- 
inique, Paris; Union des Industries metal- 
lurgiques & Minieres, 7 rue de Madrid, Paris; 
Chambre Syndicale du Commerce des Me- 
taux, 163 rue St. Honore, Paris. 

Germany—Fachgruppe Bergbau des 
Reichsverbandes der Deutschen Industrie 
(Mining Section of the State Association 
of German Industries), Berlin; Metallhuet- 
tenverband (Smelter Association), Berlin. 

Great Britain—London Metal Merchants’ 
Association, London; Mineral Owners’ Asso- 
ciation of Great Britain, London; British 
Metal Trades Federation, Sheffield; British 
Lead & Zinc Mine Owners’ Association, 
London; Federated Quarry Owners of Great 
Britain, Halifax; British Zinc Smelters’ 
Conference, London. 

India—The Indian Mining Association, 
Calcutta. 

Italy—Federazione Nazionale Facista dell’ 
Industria Mineraria (National Facist Fed- 
eration of Mining Industries), Milano; 
Federazione Nazionale Facista, dell’ Indus- 
tria Meccanica e Metallurgica (National 
Facist Federation of Mechanical and Metal- 
lurgical Industries), Milano. 

Japan—Nippon Kogyo Kai (Society of the 
Japanese Mining Industry), Tokyo; Kozan 
Konwa Kai (Japanese Mining Association), 
Tokyo; Sui yo Kai (Copper Trade Associa- 
tion), Tokyo. 

Norway—Bergverkernes Landssammens- 
lutning (Mining Association), Oslo; Gran- 
iteksportorernes Forening (Granite Export- 
ers’ Association), Halden; Ostlandske Sten- 
industriforening (Association of Eastern 
Quarry Operators), Oslo. 

Poland—Polski Zwiazek Przemyslowcow 
Metalowych (Association of Polish Metal- 
lurgical Industries), Warsaw; Gornoslaski 
Zw. Przemyslowcow Gorniczo-Hutniczych 
Union of Upper Silesian Industrialists of 
Mines and Foundries), Katowice, Upper 
Silesia. 

Portugal—Associacao Industrial 
guesa, Lisbon. 


Portu- 


South Africa—-Transvaal 
Mines, Johannesburg. 

Spain—Asociacion Patronal de Mineros, 
Madrid. 

Sweden—Bergshandteringens (Friends of 
the Mining Industry), Stockholm. 

Turkey—Turk Maadenjilar Bergligi (Min- 
ing Association of Turkey), Galata, Con- 
stantinople. 

Union of Socialist Soviet Republics—All- 
Union Syndicate of the Non-Ferrous Metal 
Industry, Moscow. 


Chamber of 


* This survey based on information 
made available bv ENGINEERING & MIN- 
ING WoRLD, New York. 


MOTION PICTURES 


VOLUME OF BuSINESS—In 1929 $150,- 
000,000 was spent in the production of 
motion pictures in the United States as 
compared with $115,000,000 in 1928. And 
figures available for the first six months 
of 1930 would indicate that approxi- 
mately $180,000,000 will be spent in that 
field during the present year. In 1928, 
of the 800 feature length pictures made, 
only 200 were in sound, and in 1929 
approximately 80% of the pictures made 
were talking pictures. During the cur- 
rent year it is indicated that not more 
than a half dozen original silent fea- 
tures will be produced. Of the pictures 
produced this year, fully 50% will have 
color, at least in some sequences. 

Propucts CONSUMED — The products 
consumed by the motion picture indus- 
try besides, of course, film and the at- 
tendant cameras and projectors are so 
varied as to embrace products in prac- 
tically every field of production and 
manufacture, including not only theatre 
equipment, but the great variety of 
products required for stage setting and 
other purposes in the studios them- 
se'ves. These products range from ac- 
counting systems through the range 
of advertising material, artificial plants, 
and various types of stage rigging, elec- 
trical equipment, carpets and rugs, 
house furnishings of all types, decora- 
tive materials, disinfectants and per- 
fumes, fire protection and fighting 
equipment, hardware, musical instru- 
ments, sheet music, phonographs and 
parts, paints, pottery, sweeping com- 
pounds, tickets and holders, towels, 
uniforms and costumes, ventilating and 
heating systems, wall coverings, etc. 

CAPITAL INVESTED—It is estimated that 
there is approximately two and a half 
billion dollars invested in the industry. 
an increase of a half billion dollars since 
1928. 

NUMBER OF MANUFACTURERS—The 
number of manufacturers or rather 
producers of motion pictures naturally 
fluctuates each year with the changing 
interests of the producers. All together 
there are some 175,000 persons engaged 
in producing pictures and approximate- 
ly 20,000 engaged in the distributing 
end, and an additional 30,000 men and 
women in other branches of the in- 
dustry outside of the theatres which 
cmpiloy some 110,000 workers, or a grand 
total of 250,000 persons for the entire 
industry. 

RETAIL OUTLETS—in this particular 
industry, retail outlets naturally refer 
to the motion picture theatres of which 
there are 16,000 in the country, 14,500 
being of the better type. Out of these, 
19,234 were equipped for talking pic- 
tures as of June 30, 1930, and it is 
believed that the remaining 4,266 will 
be so equipped before January, 1931. 

TRENDS—The entire trend of the in- 
dustry just now is to perfect sound 
reproduction in theatres, both with bet- 
ter equipment and better acoustical 
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properties in the theatre itself. Another 
develcpment which will probably occur 
will be the return of vaudeville acts io 
the theatre stage. The most radica]- 
ly new process practically perfected is 
the larger screen. An effort is being 
made to delay its adoption over a mat- 
ter of at least two years, as it will 
probably cost the industry almost a; 
much as did the advent of talking pic- 
tures, requiring new cameras, new pro- 
jection machines, and extensive altera- 
tions in most of the existing theatres. 

SOURCES CF INFORMATION—The two 
best sources of statistical information 
in the motion picture field are the Mo- 
TION PICTURE ALMANAC (Quigley Pub- 
lishing Co.) and the Firm Datny Year 
Book. 

OUTSTANDING Books In 1929—The most 
important books are F. H. Richardson’s 
“Sound Projection Handbook” (Chalm- 
ers Publishing Co.); “Theatre Manage- 
ment,” by Harold B. Franklin (Double- 
day Doran); “Sound Pictures,’ by 
Harold B. Franklin (Doubleday Doran) 
and “See and Hear,” by Will H. Hays 
(coypright by Motion Pictures Producers 
& Distributors of America). 

TRADE ASSOCIATIONS—The most im- 
portant association in the motion pic- 
ture industry is the Motion Picture 
Producers and Distributors Association 
of which Will H. Hays is President. 


* This survey is based on information 
made available by the EXHIBITORS 
HERALD WoRrLD, Chicago. 


MOTOR BUSES 


See Automotive 


VOLUME OF BusiIness—According to 
Statistics published by the National As- 
sociation of Motorbus Operators, the 
total number of buses of all classes is 
92,500. This represents an increase of 
2,000 for 1929 over 1928. The number 
of operators engaged in the business 
numbered 23,900 on January Ist, 1930, 
an increase of 300 over the same period 
a year ago. Manufacturers produced 
9,049 chassis and 8,864 bodies. There 
are forty companies building chassis 
and eighty-seven companies construct- 
ing bodies. Gross revenue of the bus 
industry amounted to $395,000,000 for 
the year ending January Ist, 1930, an 
increase of $45,000,000 over the corres- 
ponding period a year ago. 

Bus operators giving regular service 
as common carriers number 3.520. This 
does not include individual school oper- 
ators and sight-seeing operators. At 
the present time only two companies 
give a trans-continental service, namely, 
Atlantic and Pacific Stages and the 
Greyhound Lines. However, a great 
many companies maintain close inter- 
change connections with other oper- 
ators giving in effect a trans-continen- 
tal service. There are 262 electric 
railways operating buses and sixty-six 
steam railroads operating buses. _ 

Peak months in the bus business 
based on gross income vary with the 
type of operations and the location. 
However, in ‘the northern states the 
peak months are June, July and Au- 
gust, both for city and interurban 
service. In the south the peak months 
are October, November and December. 

NUMBER OF MANUFACTURERS—There are 
approximately twelve recognized manu- 
facturers of passenger carrying buses. 
Prices of buses range from around 
$5,700 for the smaller type twenty-one 
passenger bus to $15,000 for the forty 
passenger deluxe type bus. There 1S 
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Motor Buses (Cont.) 


quite a variation in prices even in the 
different capacities depending upon the 
interior fittings. 


Trenps—Although no definite statis- 


tics are available regarding the effect 
of bus service in developing suburban 
and rural communities, undoubtedly 
much of the suburban development can 
readily be traced to the stimulation of 
bus service in a good many cases. 

SouRCES CF INFORMATION—The best 
sources of statistical information in the 
bus field include THE Bus JourNAL, the 
National Association of Motor-bus Op- 
erators, Washington, D. C.; the offices 
of Secretary of State; and Bus TRrans- 
PORTATION. For statistics governing 
electric railway bus operators, the best 
source is the American Electric Railway 
Association, with headquarters at New 
York City. 

TRADE ASSOCIATIONS—The most im- 
portant associations in the industry 
are: National Association of Motor Bus 
Operators; American Electric Railway 
Association; Automobile Association of 
America; National Automobile Chamber 
of Commerce, and the Society of Auto- 
motive Engineers. 


* This survey based on information 
made available by THE Bus JOURNAL, 
Chicago, Ill. 


OIL BURNERS 
See Fucl Oil, Oils. 


In 1921 only 12,500 homes in the 
United States were heated by oil burn- 
ers. Today the number is 535,000, and 
at the present rate of increase there 
will be 655,000 domestic oil burners 
in use in 1931. 

The figures are taken from a report 
just issued by the American Oil Burner 
Association, based upon data of the 


U. S. Bureau of Mines, the Census 
Bureau and other sources. 

The enormous strides made by this 
industry in the domestic heating field 
is further demonstrated by the fact 
that since 1921 the annual consump- 
tion of fuel oil in American Homes has 
increased from 600,000 barrels to 29,- 
790,000 barrels or 1,250,000,000 gallons. 

Tllinois, where oil burners received 
their first important public test under 
the boilers of the Columbian Exposi- 
tion in 1893, still leads the country in 
the number of domestic burners in use 
today. More than 131,000, or 24.50 per 
cent of all the domestic burners in the 
United States, are warming homes in 
that state. 

New York is the only state that ap- 
proaches this number with 19.20 per 
cent or approximately 103,000 burners. 
Together the two states have almost as 
many oil burners as the rest of the 
country combined. Pennsylvania and 
Massachusetts rank third and fourth 
nationally with 6.58 and 6.34 per cent 
respectively. Louisiana with its ready 
access to supplies of fuel oil has more 
burners than any other Southern state, 
with 3.37 per cent or approximately 
18,000. 

At present there is only one domestic 
oil burner in the United States to every 
224 inhabitants. On the basis of the 
1920 population census Illinois has one 
burner to every 49 persons, New York 
one to every 101 persons, Pennsylvania 
one to every 249, and Massachusetts one 
to every 112. 


This survey based on information 
made availabie by Fue, OIL, New York. 


OILS 


See Fuel Oil, Oil Burners 
VOLUME OF BusINEss—The consump- 
tion of domestic crude oil in 1929 
amounted to $1,005,598,000 (42 gal. bb!. 


Analysis of the Progress of Heating with Oil 


(Based on data of the U. S. Bureau of Mines, U. S. Bureau of Census an 


1 other sources.) 


Domestic Oil Heating 
TABLE I-A 


Oil Consumption Barrels per year 
(Average Consumption for Mechanical Draft Burners 60 Barrels per Year.) 
(Average Consumption for Natural Draft Burners 40 Barreis per Year.) 


Mechanical Natural 

Year Draft Draft 

1921 300,000 300,000 
1922 540,000 500,000 
1923 1,410,000 1,410,000 
1924 2,840,000 2,180,000 
1925 4,700,000 4,130,000 
1926 6,820,000 2,895,000 
1927 10,600,000 2,250,000 
1928 14,340,000 2,863,000 
1929 19,499,000 3,648,000 
1930 (Est.) 25,170,000 4,620,000 

TABLE I-B 


Number of Burners Operating 


Light Heavy 
Furnace Furnace or 

Total Oil Gas Oil 
609,000 500,000 100,000 
1,040,000 640,000 409,000 
2,820,000 2,260,000 560,000 
5,020,000 3,855,000 1,165,000 
8,830,000 6,860,000 1,970,000 
9,715,000 6,805,000 2,910,000 
12,850,000 7 366,000 5,484,000 
17,203,000 8,369,000 8,834,000 
23,147,000 10,278,000 12,869,000 
29,790,000 12,420,000 17,370,000 

TABLE I 


i| (Yearly) 

(Date) 2 PE: : 
|| (Average Consumption for Commercial Installations 

Jan, 1, 1921 5.000 7.500 12,500 | ; 500 Barrels per Year.) 
“ See 9,000 12,500 21,500 ||~ am "ae es 

* 1923 23,500 35.300 58,800 || Total No. of Net 

‘ 1924 47,300 54,500 101 ,800 | Y ear Fuel Oil —Bbls. Installations Increase 
“1925 78,500 103,000 181,500 || a oe Sia in ieee al a 

“1926 113,900 12,309 186,275 || 1925 12,060,000 24,000 
* 1927 177,000 56,250 233,250 || 1926 13,875,000 27,800 3,800 
* 1928 239,000 44,575 310,575 ||. 1927 15,750,000 31,500 3,700 
“1929 324,980 91,200 416,180 || 1928 16,704,000 33,400 1,900 
“ 1930 419,500 115,500 535,000 |} 1929" 18,200,000 36,400 3,000 
~ 4961" $14,500 140,500 655,000 |; 1930* 19,600,000 39,200 2,800 


*(Est.) 


unit) as compared with $901,474,000 in 
1928: of natural gasoline 52,271,000 bbl. 
as compared with 42,326,000 bbl. in 
1928: of benzoi. 3,055,000 as compared 


with 2,809,000 bbl. in 1928. The total 
domestic production of all types being 
1,060,924.000 in 1929 as compared with 
946,609,000 bbl. in 1928. During 1929, 
78.915,000 bbl. of crude oil as compared 
with 79,767,000 in 1928. And of refined 
products 29,652,000 bbl. were imported 
last year aS compared with 11,400,000 
in 1928. The new supply amounted to 
1,163,491.000 bbl. in 1929 as compared 
with 1,037,776,000 in 1928. During 1929 
the consumption of oils of various 
types, domestic and export, was indi- 
cated as 1,101,320.000 as compared with 
1,014,326,000 in 1928. 

The crude oil production in the 
United States for the years 192i to 
1928 inclusive, together with the value 
of the oil at the wells, was as follows: 


Production 
Year (Thousands Wells 

of Barrels) Value at 
Sm 814,745 
My Se «ae SESE 895,1}} 
| Sree 978,430 
jo” ee wserccee (Clee 1,022,683 
| 7 rime 1,284,960 
Uo eee ree 1,447,760 
i) fe vos Cae 1.172,830 
j( Se 900,364 +1,080,437 
ExrortT TRADE—Export trade on a 


whole has shown an increase. A com- 
parative analyses of the principal °x- 
ports for the first five months of 1930, 
compared with the first five months 
of 1929 show kerosene decreased 13.65 
per cent; gasoline increased 16.73; fuei 
cil increased 5.22 per cent; wax de- 
creased 3.63 per cent. Gasoline and 
fuel oil are the main finished goods 
exported. 

NUMBER OF PRODUCERS—There are ap- 
proximately 330,000 to 350,000 produc- 
ing wells in this country today. This 
does not, of course, include dry holes 
and wells that have been abandoned. 
There are approximately 20,000 produc- 
ing companies in the country now. This 
includes the major companies and also 
thousands of small individual enter- 
prises. The number of actual oil re- 
fining plants is about 500. There are 
approximately 375,000 retail outlets for 
selling gasoline and petroleum products 
to the public. 

The chief sources of crude oil in this 
country are Texas, California, Okla- 
homa, Kansas, and the Appalachian 
region. comprising Pennsyivania, New 
York, West Virginia and eastern Ohio, 
the Rocky Mountain Territory, com- 
prising Wyoming, Montana, Colorado 
and New Mexico. Principal foreign 
sources are South America, especially 
Venezuela and Mexico. 

Price CHANGES—In the past year, and 
for the immediate future, there are no 
indications of any _ radical price 
changes. Prices for crude oil, the 
wholesale price on finished goods, and 
the retail price, have been below nor- 
mal on account of overproduction of 
the raw material and the finished 
goods. Any likely revision -in price 
upward in either crude oil or in the 
tank car price of finished goods would 
tend toward what might be considered 
a normal price. Indications are that 
there might be a slight improvement 
in price towards the normal again in 
the second half of the year, referring 
to the wholesale price of finished goods. 
There is no general tendency towards 
what might be considered an actual 
higher price at this time on account 
of overproduction. 


100 Ss ALES MANAGEMENT 
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\ 4 | sumption in this country are from leum Refining,” by H. S. Bell; “Pe- 


TRANSPORTATION—New and improved 
methods of transportation of finished 
goods for the market have been the 
major improvement within the past 
year. At this time, work is progressing 
on major natural gas lines from the 
Mid-Continent fields, Oklahoma and 
Texas to large centers of consumption 
such as Indianapolis, Chicago and Mil- 
waukee. Two of these lines for in- 
stance, are over 1000 miles in length 
each. Transportation of gasoline by 
pipeline has developed in the past year 
also. At this time an old crude oil line 
in Pennsylvania has been reversed and 
is shipping gasoline from Philadelphia 
to Pittsburgh, with various stations 
along the line for taking out gasoline 
for local consumption. Another major 
oil company is building a gasoline pipe- 
line from Philadelphia to the Great 
Lakes at Cleveland. In the middle 
west there are several lines projected 
from the Mid-Continent oil fields and 
refinery centers to carry finished gaso- 
line to the Mississippi River and prob- 
ably to Chicago and Milwaukee. 
Transportation of crude oil by pipe- 
line is probably as old as the industry 
itself, and the problem of transporting 
gasoline was a debate as to whether 
to put the refinery at the source of 
raw material, or to place the refinery 
at the point of consumption and move 
the crude oil by pipeline. In the past 
year the transportation of gasoline by 
pipeline has developed and the gasoline 
projects outlined above will probably 
be completed within the coming twelve 
months. 

At the present time there is probably 
in the United States a petroleum pipe 
line system of over 100,000 miles. The 
Interstate Commerce Commission re- 
ports for interstate pipe lines alone a 
mileage of 76,070 miles at the end of 
1927, representing an investment of 
$609,439 ,000. 


INTERSTATE PIPE LINES 
Miles of Line Investment in 


Operated Pipe Lines 
1921 55,260 $365,024,499 
1922. 57,349 382,279,598 
| as ae 64,760 432,065,360 
Bee Po cancscas 68,185 496,187,164 
ROS 5 occas tea 70,008 511,087,922 
NOES fc y Seven ee es 72,840 539,409,607 
are 76,070 609,438,885 
Petroleum ranks first among rail 


shipments of manufactured products, 
both crude oil and refined products 
being shipped by rail, although the 
bulk of crude oil is moved by pipe line. 
How materially petroleum has contrib- 
uted to the growth of business of rail- 
roads is shown by the fact that the oil 
movement in 1928 represented a gain 
of 79 per cent over that of 1920. 


OIL TRANSPORTED BY RAILROADS 


Refined 
Crude Oil Products 
Year Tons Tons 
1 VSAM eaten 6,401,572 29,621,187 
| er 6,044,513 27,621,187 
| PSEA eee 5,935,997 30,863,324 
| rer 8,335,653 36,401,305 
| Ree“ 8,411,660 41,297,561 
Ee sek 11,245,000 46,273,000 
1926. 10,740,000 48,938,000 
| eRe. 10,548,000 51,663,000 
1928 7,632,000 56,777,000 


TANK CARS IN PETROLUEM SERVICE 
Privately Railroad — 


January 1 Owned wned Total 
a e 70,601 13,094* 83,695 
eae 105,071 13,766 118,837 
1922. 114,829 14,136 128,965 
1923. 118,926 14,600 133,526 
1924. 126,031 13,110 139,141 
1925. 125,862 13,451 139,313 
BSc cc ipso s 128,797 12,685 141,482 
eee 130,913 13,985 144,898 
1928. 141,346 15,950 157,296 


early spring until late fall, the peak 
usually reached in August, and con- 
tinuing into early October. There has 
been a tendency towards a more even 
demand over the twelve months due to 
the development of the closed automo- 
bile, improved highways and methods 
of keeping roads open in winter. As 
soon as the weather clears in the spring 
demand picks up and continues on the 
upgrade until the height of the vaca- 
tion season in August. In recent years 
there has been a tendency for Sep- 
tember and October to be. excellent 
months, even the early part of Novem- 
ber. 

Overproduction of crude oil in recent 
years undoubtedly has led to decreased 
activity in prospecting for new fields, 
but it is necessary to continue wildcat- 
ting on a fairly large scale in order to 
uncover possible sources of supply for 
the future. The number of new re- 
fineries in the country have not been 
large in the last five years, but many 
of the old plants have been modernized 
and the capacity increased through ad- 
ditional units as well as more efficient 
equipment. In the past five years there 
has been rapid drive made in the build- 
ing of retail outlets, but the present 
trend is more towards larger and im- 
proved outlets, rather than new loca- 
tions. 

There has been a decided tendency 
towards mergers within the oil indus- 
try. These mergers have followed the 
vertical line, rather than the horizontal. 
Many large oil companies that had 
already producing, refining and mar- 
keting distribution, have extended their 
territories by acquiring what are termed 
“independent jobbers,” or by building 
their own new facilities. There has 
been a tendency for refiners to acquire 
their own source of raw material, that 
is, production and pipeline, and also 
their own retail outlet to insure a stable 
market for their output. In other 
words, there has been a decrease in the 
number of individual enterprises in one 
branch of the industry only, and a 
tendency towards these various indi- 
vidual enterprises to be merged or ac- 
quired in order to give a company 
adequate capacity to supply raw ma- 
terials for its refining plants, and 
adequate outlets for the finished goods 
manufactured at the refinery. 

No new fields have been opened re- 
cently for the utilization of finished 
goods for the petroleum industry. The 
natural gasoline lines noted above pro- 
vide additional outlets for natural gas 
produced along with oil. This holds 
great possibilities as natural gas is be- 
ing used more than artificial gas and 
the field is wide open as long as the 
gas companies can move their products 
to a market. There is a tendency 
towards centralization among producers. 

SOURCES OF INFORMATION—The prin- 
cipal sources of information include the 
American Petroleum Institute, The 
Bureau of Mines, and the United States 
Geological Survey, together with the 
various business publications. 

TRADE ASSOCIATIONS—The most im- 
portant associations are the American 
Petroleum Institute, which covers all 
branches of the industry; the National 
Petroleum Association, for refiners east 
of the Mississippi; the Western Petro- 
leum Refining Association, and the 
Export Petroleum Association. 

OUTSTANDING Books oF 1929—During 
the year several interesting and valu- 
able books on the trade have been pub- 


troleum Facts and Figures,” by the 
American Petroleum Institute; “Mer- 
chandising of Petroleum Products,” by 
R. H. Thomas; “The Elements of Frac- 
tional Distillation,” by C. S. Robinson. 
and “Oil Fields of the United States.” 
by Professor Walter A. Ver Wiebe. 


* This survey based on information 
made available by the NaTIoNnaL Petro- 
LEUM NEws and the AMERICAN PETRO- 
LEUM ASSOCIATION. 


PERFUMERY 
TOILET PREPARATIONS 
AND SOAPS 


VOLUME OF BusInEss—In 1927, prod- 
ucts manufactured by the entire indus- 
try totalled $178,473,936 as compared 
with $119,237,060 in 1923. For the first 
six months of 1930, $100,000,000 is the 
estimated cost of perfume and toilet 
preparations. 

Propucts SoLtp— Principal products 
sold by the industry include perfumes, 
toilet waters, creams, rouges, dentifrices, 
hair tonics, face powders, other pow- 
ders, lip-sticks and other cosmetics and 
toilet preparations. 

Propucts CONSUMED — Essential oils. 
alconol, containers of glass, metal and 
paper, other chemical and dyes bought 
a in the domestic and foreign mar- 

ets. 

EXPORTS AND ImMpPoRTS—Exports for 
1929 amounted to $16,058,680 as com- 
pared to approximately $16,000,000 in 
1928, while imports in 1929, $6,940,773, 
as compared to approximately $7,000,000 
in 1928. 

NUMBER OF MANUFACTURERS—The last 
available figures (1927) give 977 manu- 
facturers having products valued at 
more than $5,000 annually, and 2,300 
manufacturers having products valued 
at less than $5,000 annually. This is a 
slight increase over the 1924 figures. 

TRENDS—During the past two years 
there has been a marked tendency 
among retailers to drift away from 
wholesalers and do business with man- 
ufacturers direct. The general business 
situation has tended to reduce inven- 
tories materially and we are now con- 
siderably below normal. 

The chief problems of the industry 
are substitution of merchandise, price- 


cutting, and competition of foreign 
manufacturers. 
Larger manufacturers are rapidly 


establishing branches in all parts of the 
world, particularly in South and Central 
America, and in Europe. 

SOURCES OF INFORMATION—The chief 
sources of trade information are the 
U. S. Dept. of Commerce, and the va- 
rious trade journals in the field. 

TRADE ASSOCIATIONS—Principal trade 
associations are the American Manu- 
facturers of Toilet Articles, Association 
of American Soap & Glycerine Pro- 
ducers, and the National Beauty and 
Barber Supply Dealers’ Association. 

OUTSTANDING Books or 1929—The most 
important books of 1929 include the 
third edition of “Perfumes, Cosmetics 
and Soaps,” by Poucher, and “Hand- 
buch der Gesamten Parfumerie und 
Kosmetik” (German) by Winter. 


* This survey based on information 
made available by the AMERICAN PER- 
FUMER AND ESSENTIAL O1L Review, New 
York. 
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VOLUME OF Business—There are no include consoles and built-in and Soc ket Power | Units.. .| $14,350,000 
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. — —— Other Accessories........... ,000, 
aumber of power plants installed. PYOb- | Raiic-Phonographs (Combinn ete: | 
ably the best way to get at the growth — tions). 238,000 67,068,000 
of the power plant industry is through | — a —- Parts (Direct to Consumer) ...| 7,500,000 
the erowth in generating capacity and | Tubes, all WP ease koe Rees 69, 000, 000 172, 500 000 ia sacmneniniaitin aes — paca Sees ros =o. 
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the increase in power generated. This | Reproducers (Exclusive of 3,- Sets, plus Combinations....| 592,068,000 
is available only for the electric utili- | 689,000 sold with sets and| PON sicwoies a3 0nd ahbagiel 7,500,000 
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Generating capacity, 1928—27,116,000 | 


By 1929—29,559,000 


Growth 2,443,000 | There are no strict ; fields to , 7 
Power generated during these two | which ‘the prontagencen Meri can turn RADIO INDUSTRY 
years was as follows: | for outlet of their products. There has, er 
1928, 80,453,498,000 kw.-hr. | however, been considerable extension of VOLUME OF BusINess—It is estimated 
1929, 89,944,428,000 kw.-hr. lines going into the country to serve hat between 5,000,000 and _ 5,300,000 
Growth, —8,490.930,000 kw.-hr. the agricultural growth and power com- _—‘Tadio receivers were made during 1929, 
For central stations the division is | panies have pushed the sale of electric  f Which 4,438,000 were sold at a retail 
made between power generated by fuel | service in the household for use in Value of $592,068,000. These figures in- 
and power generated by water. The | radio sets, electric refrigeration, and _ Clude 238,000 radio-phonograph combi- 


number of units in plants is not avail- | 
able, but the power generated which 
will give an idea of the distribution, is | 
as follows: | 
Generated by fuel: | 

1929—58,988,131,000 kw.-hr. | of our country. 
1928—49,446,510,000 kw.-hr. | 
Generated by water: 
1929—30,956,297,000 kw.-hr. | 


other electrical labor saving devices 
which are growing in popularity. There 
is also a growing use for power used for 
pumping gas and oil from the oil and 
gas fields in the Southwestern section 


SourRcES OF INFORMATION—The prin- 
cipal sources for information relative to 
1928—31,006,988,000 kw.-hr. | the power industry are the Bureau of 
Practically all power plants of today | Census, Department of Commerce, Geo- 


nations at a retail value of $67,068,000. 
800,000 separate loud speakers were 
made exclusive of the 3,689,000 sold 
with sets and combinations during 1929. 
The vast majority of these speakers 
were dynamic speakers, the magnetic 


speakers being limited for the most 


which generate power also furnish light | logical Survey, Dept. of Interior, and tube. 


part to portable and battery sets. There 
were 69,000,000 tubes of all types sold 
in 1929 for approximately $172,500,000 
gross, fiugred at an average of $2.50 per 


for factory purposes. In other words, | the National Electric Light Association. Propucts ImPportep—The American 
there are practically no factories that | Probably the best guide for adver- radio industry is a relatively self sup- 
are run by direct mechanical drive from | tisers planning a campaign in our field porting industry and is dependent upon 
an engine and in the very few plants is for them to keep in touch with the few foreign sources for supply. A very 
where this is the practice, the generator engineering developments cited in the small portion*of the radio equipment 
is usually supplied for furnishing lights. | editorial pages of the magazine. Sales used in America comes from other 


MercerS—There has been a decided | in our field are usually direct from the countries. 


tendency toward mergers in the power | manufacturer to the consumer except NUMBER OF MANUFACTURERS — There 
plant industry. It would be difficult to for supplies which can be had from were as of June 30, between 80 and 100 
state the exact extent to which these jobbers or retail dealers. These, how- manufacturers of radio sets, between 
mergers have taken place but it is ob- | ever, represent a very small percentage 40 and 50 manufacturers of radio tubes, 
served that there are very few indiv- of the business in the field. and several hundred makers of radio 
idual systems that are not connected in TRADE ASSOCIATIONS—The most im- accessories and parts. This represents 
with the net work of transmission lines portant associations in the field are the a distinct decrease in the number of 
to other systems. These mergers, aS a2 | National Electric Light Association, the radio and tube manufacturers since 
tule, have been quite successful both American Society of Mechanical En- 1925, as will be indicated by the ac- 
financially and from an engineering _ gineers and National Association of companying charts. 

standpoint. Power Engineers. MeErGERS—In the radio manufacturing 


_TRENDS—There have been no revolu- 
Uonary developments in the generation 
of power during the past year. The 
use of high pressure steam has been 


with the approval of engineers. The 
mercury vapor plant at Hartford, Conn., 
the only one of its kind, has proved 


successful in operation and results may | *This survey based on information 
lead to further developments along this | made available by POWER PLANT EN- 


line. GINEERING, Chicago. 


OUTSTANDING Books For 1929—Impor- 
tant books include “Electricity—What 
It is and How It Acts,” Kramer, “Diesel 
advancing quite rapidly and meeting | ee ee ; Phage ce «nee not been very successful. 


& V.E. Guide,” “Chemical Dictionary.” 


usually successful. 


industry there has_ been, 
enough, very little tendency toward 
mergers of companies. 
mergers that have taken place have 
There has 
been one merger of radio tube manu- 
facturers which has, however, been un- 


RETAIL OUTLETS—There are, 
estimated, close to 40,000 retail outlets 


curiously 


The one or two 


it is 


for radio receivers and accessories, of 
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Radio (Cont.) 


which between 20,000 to 25,000 are rated 
at $5,000 or more. These outlets are 
divided between exclusive radio dealers 
of whom there are between 5,000 and 
6,000 who feature radios as their prin- 
cipal line, dealers in home electric 
equipment, music stores, department 
and chain stores, and to a certain ex- 
tent even automobile dealers. These 
retail outlets are served*by several hun- 
dred jobbers or wholesalers, radio lines 
practically without exception being dis- 
tributed through that channel. 


Trenps—Perhaps the only new field 
that has been opened up to radio re- 
cently is the automobile-radio field. 
Since there are over 20,000,000 passenger 
cars in operation, it is evident that 
there is a tremendous potential market 
for the installation of radio sets in 
automobiles. Three important develop- 
ments in radio receivers that will effect 
the 1930-1931 radio achievements are 
(a) Tone Control, (b) Midget Sets, 
(c) Full Vision Dials. The outstanding 
development in radio accessories is the 
introduction of the new dry battery 
tubes which make possible far more 
efficient radio sets for farms, unwired 
homes and portable use. On May, 
1930, there were approximately 13,000,- 
000 homes in the United States with 
radio sets. 5,300,000 of these homes 
operated battery sets, while 7,7000,000 
used all-electric sets. 


SourcES OF INFORMATION—The best 
sources for statistical information in 
the radio field are The Electrical Di- 
vision of the Bureau of Foreign and 
Domestic Commerce, Department of 
Commerce, Washington, D. C., the 
Radio Manufacturers’ Association of 
New York and Chicago, and the Na- 
tional Electrical Manufacturers’ Asso- 
ciation, New York. 


OUTSTANDING BOOKS FoR 1929—The five 
important books for 1929 are ‘“Princi- 
ples of Radio Communication,” second 
edition, by Professor Morecroft, “Radio 
Receiving Tubes,” by Moyer and Wos- 
trell, “Principles of Radio,” by Keith 
Henney, “Theory of Thermionic Vacu- 
um Tube Circuit,” by Leo James Peters, 
“Radio Broadcasting,” by Orrin G. 
Dunlap, “Radio and Its Future,” edited 
by Martin Codel. 


TRADE ASSOCIATIONS—Important asso- 
ciations in the industry are The Radio 
Manufacturers’ Association, the Na- 
tional Electrical Manufacturers’ Asso- 
ciation—Radio Division, the National 
Federation of Radio Associations, the 
Radio Wholesalers’ Association, the In- 
stitute of Radio Engineers, and the 
National Association of Music Mer- 
chants. 


*This survey is based on information 
made available by RADIO RETAILING, 
New York. 


RADIO 


VOLUME OF BusINEssS—The volume of 
business handled by the radio industry 
during 1929, based on retail prices, 
amounted to approximately $825,000,000 
of which $500,000,000 represented the 
sales of radio receivers and combina- 
tions, $150,000,000 radio tubes and the 
balance loud speakers and various radio 
accessories. 


Exports — Export figures for radio 
products for the first six months of 
1930 showed a total of $10,134,994 as 
compared with $9,824.497 for the cor- 


responding period of 1929. Of the 1930 
six months’ total $3,896,611 represented 
radio receivers aS compared with $3,- 
015,552 for radio receivers in 1929. 

NUMBER OF MANUFACTURERS— There 
are approximately eighty manufactur- 
ers of radio receivers, twenty manufac- 
turers of radio tubes, fifteen makers of 
radio loud speakers, and several hun- 
dred manufacturers of accessories and 
parts. 

WHOLESALERS—There are at the pres- 
ent time approximately 1,400 whole- 
salers of radio products representing 
various lines, practically all receivers 
and other products being distributed to 
the retailer through the medium of the 
wholesaler or jobber. 

RETAIL OuTLETS—There are some 30,- 
000 retailers of radio receivers in the 
United States including those who 
handle radio as their principal line and 
the great number who handle that 
product in association with other mer- 
chandise. 

TRENDS—Price trends in the industry 
are slightly higher based on improved 
quality in product. The outstanding 
features of the new receiver include 
remote control, tone control, and auto- 
matic clock control. A number of 
distinctive cabinets have made their 
appearance and midgets sets have been 
introduced. Inventories are compara- 
tively low as a rule, particularly with 
wholesalers and jobbers. 

The principal problem of the indus- 
try is the necessity for greater co- 
operation between the dealer, jobber 
and manufacturer to the end that 
manufacturers may secure a fairly ac- 
curate picture of dealers and jobbers 
requirements well in advance of the 
fall buying season in order to eliminate 
the possibility of over-production. 

Sources OF INFORMATION—Principal 
sources of information include the 
Radio Manufacturers Association, U. S. 
Department of Commerce, and the 
various industrial publications in the 
field. 

TRADE ASSOCIATIONS — The principal 
national associations are the Radio 
Manufacturers Association, the Radio 
Wholesalers Association, and the Na- 
tional Federation of Radio Association. 

*'This survey based on information 
made available by Rapio Music MeEr- 
CHANT, New York. 


RAILROADS 


See Electric Railways, Transportation 


VOLUME OF BUSINESS—Revenue tons 
carried one mile by railroads in 1929 
amounted to 447,260,229,000 as compared 
with 388,415,312,335 in 1924. For the 
first four months of 1930 revenue tons 
carried amounted to 127,215,275,000. 

Revenue passengers carried one mile 
by railroads in 1929 amounted to 31,- 
078,008,000 as compared with 36,608,341,- 
000 in 1924. For the first four months 
of 1930 revenue passengers numbered 
8,861,134,000. 

Total operating revenues for the year 
1929 amounted to $6,352,354,833 as com- 
pared with $5,987,662,226 in 1924. Total 
operating revenues for the first six 
months of 1930 amounted to $2,691,464,- 
898. 

Propucts Sotp—Passenger and freight 
transportation. 

Propucts CONSUMED—(a) Classes: 
Locomotives; freight and passenger 
cars; automobiles; highway trucks, mo- 
tor coaches; industrial tractor; steam 
shovels and other contractors’ equip- 


—______. 


ment; machine tools; machinery; build- 
ing materials; coal; lumber; steel rail: 
fabricated steel and castings; forgings, 
wire and other iron and steel products: 
fuel oil and lubricants; telegraph, tele- 
phone and signal supplies; electrica) 
supplies; sand, gravel and cement; rub- 
ber and leather; chemicals; stationery 
— office supplies; hotel supplies and 
oods. ; 


(b) Expenditures— During 1929, the 
railroads spent over $70,000,000 for new 
locomotives, approximately $50,000,000 
passenger cars and over $190,000,000 for 
freight cars which does not include 
freight cars bought by private car lines, 
while over $20,000,000 was spent for 
other new train equipment. In addition 
to these expenditures for equipment, 
the railroads spent over one and one- 
third billion dollars in 1929 for materials 
and supplies, considering only the sup- 
plies bought directly by the Class 1 rail- 
ways of the United States and not 
counting large purchases made by con- 
tractors or builders of railway equip- 
ment and new construction, which were 
paid for under lump sum agreements. 


The railways purchased approximately 
23% of the bituminous coal output of 
the United States in 1921, 4% of the 
total production of anthracite coal and 
approximately 20% of the fuel oil. They 
bought directly 16% of the total lumber 
cut of the United States and used about 
20% of all the forest products produced 
in the United States, and they were the 
largest buyers of iron and steel produced 
in the United States, not excepting the 
automobile industry. These and other 
facts about railway purchases are 
brought out in the tables and charts on 
pages 1415, 1416 and 1417 of the June 
14th issue of the RatLway AGE, as well 
as the relation which the purchases for 
1929 bear to the purchases in other 
years. It is significant that railway 
purchases are not only very large, but 
are continuous from month to month 
and from year to year. 


(c) Sources of Supply — Distinguish- 
ing features of American railway pur- 
chases are (1) that in contact with 
railways in foreign countries, our rail- 
roads do very little manufacturing of 
their own, but instead buy the great bulk 
of all equipment and supplies required 
for their operations, maintenance and 
improvement inthe markets and (2) that 
the purchasing is done in this country. 
Importations of materials for American 
railways are restricted to a few com- 
modities such as creosote for timber 
preservation and which cannot all be 
secured in this country and even the 
importations are made through firms 
in this country. The United States is 
also the chief market for the importa- 
tions of strictly railway materials re- 
quired by the Canadian and Mexican 
lines, and a large market also for sup- 
plies purchased by many railway sys- 
tems in other countries which pattern 
their operations after American prac- 
tice. The general policy of the railroads 
is to buy directly from mills, manufac- 
turers and other producers of equipment 
and supplies, but the purchases are also 
made from wholesalers, retailers, manu- 
facturers’ agents and every other con- 
ceivable sales organization as the natural 
consequence of the infinite variety of 
materials consumed. 


The policy of securing these supplies 
in the country’s markets and the special 
character of much of the equipment, 
such as locomotives, cars, various shop 
machinery, etc., has resulted in the 
development of a railway supply indus- 
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Railroads (Cont.) 


try, so called which is almost entirely 
dependent upon railway purchasing and 
upon which the railroads have chiefly 
depended for the improvemetns in their 
materials and equipment. This great 
industry may be said to comprise ap- 
proximately 1,000 firms, ranging from 
small service organizations to such in- 
stitutions as the Baldwin Locomotive 
Works and the Pullman Car Company. 

It is impossible to give the total 
number of all the sources of the ma- 
terials and supplies consumed by rail- 
roads, but it is significant of the far- 
flung character of railway buying and 
its volume that the purchases for one 
large railroad in this country during a 
representative year were made from 
some 7,000 individuals, firms, and cor- 
porations, embracing 175,000 separate 
sizes and varieties of stock and calling 
for more than 250,000 ‘requisitions and 
500,000 sellers’ invoices. 


CaPpItaAL INvESTED—For the year 1928 
the capital invested in the industry was 
$25,234,162,651. 

TrENDS—In railway operation there is 
a trend toward more powerful and 
faster locomotives, larger freight cars, 
strengthening of tracks, installation of 
improved signalling systems, etc. 

Outside developments which are hav- 
ing a measured efiect on the industry 
include government subsidizing and en- 
couragement of competing means of 
transportation by highway and water, 
resulting in the diversion of a large 
amount of passenger and freight traffic 
from railways. Another problem of the 
industry is to render adequate service 
to public and preserve advantages of 
private ownership in the face of 
increasing government regulation, en- 


forced rate reductions, increasing taxes 
and loss of business to subsidized forms 
of transportation and private automo- 
biles. 

Full information concerning the in- 
ventories carried by the railroads of the 
United States during 1929 will be found 
in the RatiLway AGE’s annual analysis 
of unapplied material on railways, pub- 
lished June 14, pages 1423 to 1425 in- 
clusive. These figures, which may be 
reproduced, show that the inventories 
of Class 1 railways of the United States 
at the close of 1929 amornted to $471,- 
000,000 as compared with $755,000,000 in 
1920, representing a reduction of over 
$225,000,000 in 10 years, notwithstanding 
that the railway business as reflected 
by tonnage carried, greatly increased. 
Investigations of the RatLway AGE and 
reported in the June 14 issue, also show 
that the inventory for 1929 represented 
a 3.4 months’ stock. In other words, the 
railways at the present time are turning 
over their stock of materials and sup- 
plies three and one-half times a year. 


Sources OF INFORMATION—Sources of 
information on the railroad industry 
are the Interstate Commerce Commis- 
sion, American Railway Association, and 
RAILWay AGE. 


* This survey based on information 
made available by RatLway AcE, Chi- 
cago, Ill. 


RESTAURANTS 


See Food, Soda Fountain 


VOLUME OF BusINESS—The number of 
restaurants as of January 1, 1930, was 
approximately ten per cent over the 
year before, or 110,000, and of which 


| 


about ten per cent are of the cafeteria 
or self-service type. 


The number of restaurant chains has 
increased probaly fifteen per cent. 
While there have been some mergers of 
individuals with chains, most of this 
increase represents new restaurant 
units, hence, some independents have 
been affected adversely by the increased 
competition. This is offset by the 
chains’ tendency to raise the standards 
of operation thus helping to create new 
business. 

There has been some interruption of 
new restaurant openings. The normal 
annual expansion of the industry is 
approximately ten per cent. Indica- 
tions are now that expansion will be 
7.5 per cent for 1930. At present there 
is some disposition, on the part of 
chains particularly, to hold up expan- 
sion programs with the expectation of 
lower rentals. 


Big months for the restaurant busi- 
ness are those during the fall and win- 
ter. Business is off during the Lenten 
season and the hot summer months. 
Figured on a percentage basis, the fol- 
lowing tells the story: January, 100%; 
February, 100%; March, 100%; April, 
90%; May, 95%; June, 90%; July, 85%; 
August, 85%; September, 95%: Octo- 
ber, 100%; November, 100%; Decem- 
ber, 95% 

TRENDS—The tendency towards com- 
bining soda fountains with established 
restaurants such as that announced 
recently by Child’s, is probably the most 
outstanding development of the year. 

In planning a promotion campaign 
there are four definite trade trends 
that should be watched, namely, 
(1) trend toward lighter foods; (2) 
quicker service; (3) away from self- 
service and toward the coffee shop; 


PURCHASES OF MATERIAL AND SUPPLIES BY CLASS I ROADS OF THE UNITED STATES—1629 


tie Increase 1929 over 1928 Per Cent 
ai 1929 1928 Amount Percent of Total 
Fuel: 
on Ra ancora ates $287 ,999,000 $301 ,935,000 d $13,936,000 d 4.62 21.67 
Anihvacwte Coal... i. oes hice wae 8,372,000 10,261,000 d 1,889,000 4d1i8.41 0.63 
PRWMROB 6. ico 61! eke ee nae es ele He 62,132,000 67,051,000 d 4.919000 d 7.34 4.67 
PRD ORNOE <6 isc veo 38.6% 5,889,000 5,361,000 528,000 9.85 0.44 
Total fuel $364,392,000 $384,608,000 d $20,216,000 d 5.26 27.41 
Forest Products: 
Cross ties (treated and untreated) er $83,421,000 $95,684,000 d $12,263,000 d 12.82 6.27 
Switch and bridge ties (treated and unt reated) 10,642,000 9,376,000 1,266,000 13.5€ 0.80 
Timber and lumber. aS PN Oks Gel ATs SO EOE RO 55,002,000 49,598,000 5,404,000 10.90 4.14 
Oiihler treat CON ONS ora cls acinctos cated esis bane ea locos mwe amenuorar tm eines tars 8,486,000 6,136,006 2,350,000 38.30 0.64 
SP CHell LORGSEs ECMNIOUS 556 Fe cates porad sone wid edldg we wale eG MERE maemvine ere $157,551,000 $160,794,000 d $3,243,000 d 2.02 11.85 
Iron and Steel Products: 
Steel rail (new and second-hand, except —e. $94,195,000 $92,181,000 $2,014,000 2.18 7.08 
Wheels, axles and tires. ; ree eh wal ge We arene oa 41,269,000 39,727,000 1,542,000 3.88 3.11 
Fro switches, crossin 3, track fastenings and "boits, spikes, tie puates, rail 
ein etc.. g ihe se 70,971,000 67,376,900 3,595,000 5.34 5.34 
Iron bridges, turn ‘tables, structural ‘steel, ‘bar jron, ‘and steel, forgings. fabricated 2 
and unfabricated shapes and pressed ‘steel parts.. Ratend Vee Sawer 57,330,060 45,001,000 12,329,000 27.40 4,32 
Flues and tubes for locomotives and stationary (EOE Be nee ee 7,194,000 8,714,000 d 1,520,000 d 17.44 0.54 
Telegraph and telephone interlocking and signal material . 30,878,000 22,969,000 7,909,000 34.43 2.32 
Bolts, nuts, washers, rivets, springs, etc. . : 20,272,000 18,446,600 1,826,000 9.90 1.52 
Locomotive and car castings, beams, couplers, ‘frames and car roots. 65,086,000 59,647,000 5,439,000 9.12 4.90 
Machinery, boilers, repair parts and all other iron and steel product 50,645,000 43,483,000 7,162,000 16.47 3.81 
Total ifOeh Ghee Steel POUUEES <<. cess ites Kise oi cosa Ga Welds oe ee cere aes $437,840,000 "$397, 544, 0090 $40,296,000 10.14 32.94 
Miscellaneous: : . 
Cement.. PPO CT OR CE CL $7,628,000 $6,300,000 $1,328,C00 21.08 0.57 
Lubricating oils and gre: Ase; : ilumin: iting: oils, boiler compound: waste...... 24,328,000 23,968,000 360,000 1.50 1.83 
Metals and metal cele PR A NPP R Pe Cuoe SCT eer ree 57,497,000 49,826,000 7,671,000 15.40 4.32 
Ballast... . sueels 23,750,000 23,749,000 1000 * 1.79 
Air brake material and appliance for loc omotives 25,043,000 22,112,000 2,931,000 13.26 1.88 
All electrical materials. ppl Sen ee 17,641,000 18,400,000 d 759,000 d 4.12 1.33 
Stationery and printing. hed oe mxataars 25,567,000 25,638,000 d 71,000 d 0.28 1.92 
Commissary supplies for dining | cars and restaurants... 28,899,000 26,055,000 2,844,000 10.92 2.17 
Rubber and leather goods............. 9,657,000 9,521,000 136,000 1.43 0.73 
Painters’ supplies and chemic: ee 35,985,000 33,794,000 2,191,000 6.48 2.71 
Automotive equipment and supplies. Cee em re ice Cee ee 2,545,000 2,031,000 514,000 25,31 0.19 
Train and station supplies and all! other “miscellaneous purchases 111,212,000 87,001,000 24,211,000 27.83 8.36 
Total miscellaneous . $369,752, 000 $328, 395, 000 $41,357,000 12.59 27.80 
Grand Total..¢ 0:05 <<: $1, 329,535, 000 $1, 27 1,341, 000 $58, 104, 000 4.58 100.00 


*Less than one- -tenth of one per cent. 
Note: 
x Reprinted from Railway Age. 


d Dentoes decrease. 
All prices ir clude freight and handling charges. 
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(4) tendency to individualize equip- 
ment for cooking, baking, and so on. 

Prospective advertisers and agencies 
will be interested to know that so far 
the restaurant industry as a whole has 
shown a marked resistance to recent 
unfavorable business conditions. So 
much so, that the chains particularly 
have continued to report business in- 
creases over 1929. Chains are a good 
barometer of restaurant business as a 
whole. In times of business depression, 
the tendency is for the public to eat 
less and patronize more popular priced 
restaurants. 

Sources OF INFORMATION—Aside from 
trade publications such aS RESTAURANT 
MANAGEMENT the other three _ best 
sources for statistical information in 
the restaurant fields are, The Patter- 
son Publishing Company, Chicago, IIl.; 
National Restaurant Association, Chi- 
cago, Ill.; and Horwath & Horwath, 
accountants, New York City. 

TraDE AssociaTIONS—There is only 
one national association of restaurant 
men, the National Restaurant Associa- 
tion, of Chicago, Tl. 

OUTSTANDING Books or 1929—Of the 
important books published during the 
past year of interest to those in the 
restaurant management field, the fol- 
lowing are outstanding: “Soda Foun- 
tain and Luncheonette Management,” 
by J. O. Dahl, Merchandising Manager 
for RESTAURANT MANAGEMENT, Harper 
Bros.; “The Savarin Cook Book,” by 
B. Allevi, Harper Bros.; “Record Keep- 
ing Simplified for the Small Restaurant 
and Uniform Classification of Accounts 
for the Average Restaurant,” by Hor- 
wath & Horwath, published by the 
National Restaurant Association; “The 
Secret of Successful Restaurants,” by 
Alice Foote MacDougall, Harper Bros.; 
“Selling Public Hospitality,” by J. O. 
Dahl, Harper Bros. 


* This survey based on information made 
available by RESTAURANT MANAGEMENT, 
New York. 


ROCK PRODUCTS 


VOLUME OF BUSINESS—Production as 
of June 30, 1930 in the rock products 
industry is approximately as follows: 
Portland cement—practically the same 
as the first six months of 1929. Lime— 
15% to 20% off. Gypsum—about 20% 
off. Crushed stone and sand and gravel 
—about 10% off. In the minor rock 
products, such as silica, slate, etc., pro- 
duction, I imagine, is slightly off from 
last year, but not much. 

The building situation, of course, has 
a great deal to do with demand in the 
rock products industries, as a very large 
proportion of the products of these in- 
dustries is used in building or construc- 
tion. The demand for cement, sand 
and gravel, and crushed stone for public 
works and engineering construction has 
almost made up for the slackness in 
general building, but the slackness in 
general building has had a very pro- 
nounced effect on the demand for lime 
and gypsum. 

I believe that approximately 25% of 
the Portland cement produced is used 
for home and business building; ap- 
proximately 50% of the lime produced, 
and probably about 75% of the gypsum 
produced. In the case of sand and 
gravel and crushed stone, probably 80% 
of the production goes into public works 
and engineering construction, and for 
railroad ballast. 


\ 


There has been a very gradual reces- 
sion of prices, but no radical price 
changes thus far in 1930, and no radical 
price changes are anticipated. It is 
probable that prices are about as low 
as they will go. On the other hand, 
there is no immediate promise of in- 
creases. 


NUMBER OF PRODUCERS—The approxi- 
mate number of productive units in the 
rock products industry is in round 
numbers—5,000. This is approximately 
10% more than in 1925, but probably 
10% less than the high peak of 1928 
and 1929. The mortality of these in- 
dustries, particularly lime, crushed stone 
and sand and gravel, in the past three 
years has been considerable. 


Mercers—tThere is a distinct tendency 
towards mergers in nearly all of these 
industries, and apparently they have 
been successful in that there have been 
no failures of the larger concerns. These 
industries are nearly all local industries, 
and there is a distinct advantage to be 
gained through mergers in stabilizing 
conditions in local markets, but as soon 
as the price becomes profitable there is 
likely to be a new crop of producers, so 
that it is doubtful if mergers in indus- 
tries like ours will be permanently suc- 
cessful. 


Sources OF INFORMATION—Statistical 
information on rock products industries 
is collected by the United States Bureau 
of Mines on cement (monthly) and is 
to be collected on lime (quarterly) and 
is now collected (yearly) on all of the 
other rock products. We, ourselves, 
compile statistics on sand-lime brick 
production and shipments, and publish 
current statistical information on the 
current prices of rock products materi- 
als at several hundred points in the 
United States. 


TraDE ASSOCIATIONS—Each of the in- 
dustries—cement, lime, gypsum, crushed 
stone, and sand and gravel have na- 
tional trade associations. 


TRENDS—The trade trends which 
should be watched in planning a pro- 
motion campaign to reach our field, are 
the constant and consistent demand by 
users of these materials for more care- 
fully prepared high quality products. I 
have already mentioned the increased 
specifications for the strength of ce- 
ment, which have already been adopted 
by many state highway departments 
and which soon will undobtedly be 
adopted by the American Society of 
Testing Materials, which will require a 
great many more refinements in the 
manufacture of this material than 
heretofore, and the same holds true in 
the manufacture of other rock products. 
They are rapidly emerging from opera- 
tions of rather crude products to opera- 
tions requiring considerable refinement 
in control of manufacture. 


Also, such a campaign should be di- 
rected to bona fide tried and proved 
producers, as the ephemeral kind of 
producer is rapidly losing out under 
present conditions. In fact, as is prob- 
ably true in a great many industries, 
the present squeeze is not without its 
good advantages, because it is trying 
out both the executive and business 
ability of producers, as well as the qual- 
ity of their raw materials and the 
materials they are capable of manu- 
facturing. 


*This survey based on information 
made available by Rock Propucts, Chi- 
cago. 


RUBBER 
See Tires 


VOLUME OF BuUSINESS—The volume of 
sales in the rubber industry for igo 
were approximately $1,196,918.478 as 
compared with sales of $1,255,393,425 in 
1925. It is interesting to note that in 
1929 the Firestone, Goodyear, Goodrich. 
United States, Fisk, and General Tire 
and Rubber Companies had combined 
sales of $808,260,294. The quantity of 
rubber products sold in 1929 was greatly 
in excess of the quantity sold in 1995. 
the smaller dollar return being due to 
heavy falling off in the price of rubber 
itself. 

Sources oF SuppLy—The rubber itself 
is produced mainly on plantations in 
the Far East and by Dutch native 
planters in the Netherland East Indies, 
with a certain amount coming from 
Brazil. A wide variety of materials are 
used in rubber manufacturing and are 
from a variety of sources. The chem- 
icals coming from all parts of the world, 
the sulphur chiefly from Texas and the 
fabrics for bases from the Southern and 
New England textile districts. 

The chief substitutes for hard rubber 
are bakelite, shellac and bituminous 
products, but there are no real substi- 
tutes for crude or vulcanized rubbers. 
Rubber itself is used frequently as a 
substitute for leather. The principal 
divisions in rubber goods manufacture 
are tires, footwear, mechanical goods. 
clothing, druggists’ sundries. insulated 
wire, hard rubber, proofed goods, etc. 

Export TRADE—Export trade in rubber 
products in 1929 amounted to $76,963,- 
395 as compared with $52,633,127 in 1925, 
and imports of finished products in 1929 
amounted to $2,319,837 as compared 
with $1,858,105 for 1925. 


Exports to European and Eastern 
countries have shown a falling off due 
chiefly to an increase in the number of 
rubber factories being established in 
foreign countries. There has been how- 
ever, an increase in exports to South 
America and this is considered a prom- 
ising future market, the principal busi- 
ness being done with Brazil, Argentina, 
Chile, Cuba, Central America and Mex- 
ico. The principal markets of rubber 
products outside of the United States 
most of which are taken care of in a 
large measure by their own domestic 
factories, are in the order of their im- 
portance: England and Germany, Can- 
ada, France, Australia and Italy. 


INVESTED CapiTtaL—Invested capital in 
the rubber industry as of January 1, 
1930, amounted to approximately 
$1,250,000,000, representing a steady in- 
crease over the past five years. 

NUMBER OF MANUFACTURERS—At the 
present time it is estimated that there 
are approximately 600 manufacturers 
in the various divisions of the rubber 
industry as compared to 800 or so some 
five years ago. This decrease is due to 
some extent to the mergers of large and 
small companies, although small manu- 
facturers are entering the field at fre- 
quent intervals. The tendency is for 
the larger concern to eliminate the 
small one as a result of lower price 
offerings made possible by large pro- 
duction. 

The rubber manufacturing industry 
is chiefly centralized in and about 
Akron, O., the largest center, and Los 
Angeles which is next in importance, 
although small companies are scattered 
throughout the country. Only three or 
four of the larger companies maintain 
foreign factories, which for the most 
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part are located in Canada, England, 
France. Japan and Australia. 


OvTLETS—Rubber goods are marketed 
through dealers, department, chain and 
mail order houses and branch stores 
and jobbing houses. A number of man- 
ufacturers also maintain branch stores 
and in some cases distribute their prod- 
ucts to the retail trade through jobbing 
nouses. Sales of rubber products are 
fairly well balanced throughout the 
year, although the peak season for tires 
is in the Spring. Footwear demand is 
also strongest in the Spring and Winter. 
Clothing in the Spring and Fall, me- 
chanical goods and druggists’ sundries 
all year round. Hand to mouth 
buying is the general rule. There are 
approximately 250 wholesale and job- 
pers of rubber products in the United 
States serving the thousands of dealers 
in a great variety of fields. 


TrENDS—A recent development in the 
rubber industry of unusual interest and 
importance and which promises to have 
a distinct bearing on the future of the 
trade, is the growing use of reclaimed 
rubber in the manufacture of numerous 
products. Formerly regarded as a filler 
and cheapener and of little commercial 
value, reclaimed rubber during the past 
year or sO, has come to be considered 
an essential material for most com- 
pounds. Its importance is best illus- 
trated by the fact that in 1929, 212,700 
long tons of reclaimed rubber were con- 
sumed in the United States compared 
with a consumption of 467,400 long tons 
of crude rubber, or 45.5% of the crude 
rubber used. The commercial develop- 
ment of the aqueous dispersion of re- 
claimed rubber compounds is the most 
significant development in the industry 
in the past few years. 


In rubber chemistry there have also 
been a number of new developments 
within the year calculated to improve 
and facilitate production. These include 
more effective uses of various chemical 
ingredients such as anti-oxidants and 
carbon black, together with the use of 
low temperature accelerators and quick- 
curing methods. 


In the tire field, manufacturers are 
leaning more and more to weftless cord 
and the creel system, and the flat drum 
method of building is superseding the 
cord with the smaller companies. Con- 
tours are continually changing as there 
are not available as yet any standards 
for either contours or air pressures. 
The flat band method of building tires 
and moulding inner tubes has become 
“ma practice within the past year 
or two. 


New machinery for rubber manufac- 
ture are constantly being developed, 
although they are more of the labor 
Saving type rather than revolutionary. 


The tendency is to make old methods 
automatic and standardize present ma- 
chinery. Heavy duty tubing machines 
have been built for straining and break- 
ing down crude rubber more efficiently. 
In the matter of processes the growing 
us¢ of latex instead of rubber, and the 
electro-deposition of rubber on metal 
are coming forward. 


New markets for rubber products are 
Continually being opened and developed 
Particularly in connection with the 
automobile industry where more rubber 
is being used in automobile bodies than 
ever before. There is also a growing 


use of rubber in oil wells and refineries. 
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Various activities in the matter of 
developing sources for rubber in- 
clude Edison’s experiments in extracting 
rubber from various plants. Their im- 
portance lying in the development of 
processes for extracting rubber from 
plants containing less than fifteen per 
cent of the substance. 


There is also noted a growing use of 
rubber in the manufacture of floor cov- 
ering including rubber backed carpets 
and carpet underlays. There are also 
experiments being conducted in the 
manufacture of rubber floorings of the 
linoleum type that may be put down 
by the ordinary layman. The use of 
rubber in aircraft is still limited, even 
in the case of dirigibles, for up to the 
present, Goodyear is the only manu- 
facturer to use rubber in the man- 
ufacture of dirigibles and the United 
States Government the only customer. 


TraDE AssociaTIons—The principal 
trade organizations are the Rubber 
Manufacturers Association, New York; 
Rubber Trade Association, New York; 
Rubber Reclaimers Association, New 
York; Rubber Exchange, New York: 
Waste Material Dealers Association, 
New York; Rubber Growers Association 
in England. 


* This survey is based on information 
made available by INDIA RuBBER WORLD, 
New York. 


SHIP BUILDING 


_ VOLUME OF BusiInEss—During 1929, 
554 merchant vessels of all types were 
delivered with a total of 284,226 gross 
tons. The output in 1929 represented 
an increase of 22.3% as compared with 
that of 1928 while the tonnage under 
construction on January 1, 1930, showed 
an increase of 244% as compared with 
that on order at the beginning of 1929. 
Of the vessels delivered in 1929, 27.1% 
were propelled by steam machinery, 
15.7% were motor ships and the re- 
maining 57.2% were barges and other 
non-propelled craft. 


On July 1, 1930, nearly 490,000 tons 
of ships were being built or were under 
contract to be built. Of the 310 ships 
then under construction, 64 were motor 
ships, 42 were steamships while 204 
were barges and other non-propelled 
craft. Fifty-two of these ships were 
ordered prior to January 1, 1930 while 
the remaining 258 vessels were con- 
tracted for during the first six months 
of 1930. Of these, 41 were motor ships 
and 19 were steamships. About 198 
barges and other unpropelled craft 
were ordered. More than 250,000 gross 
tons of all types of vessels have been 
contracted for this year. 


In the United States, for vessels hav- 
ing powers of 1000 horsepower and 
under, the Diesel engine has proven 
effective and popular. Above this 
horsepower, steam engines seem to be 
preferred. In the steam-engine class, 
‘the trend seems to be about equally 
divided between geared turbine and 
turbo-electric propulsion. A number of 
tankers having about 3000 horsepower 
are equipped with Diesel engines. 
There has been no radical new devel- 
opment in ship and boat design or 
equipment during the past year. There 
has been, however, a trend towards 
higher speeds, greater safety; and the 
use of electric drive, either turbo-elec- 
tric or Diesel-electric, has greatly in- 
creased. In shipbuilding, there is no 
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seasonal peak. Orders for new ships 
are placed at such a time that they will 
be completed by the beginning of ship- 
owners’ traffic season. Ship repairs 
are greater during winter months due 
to weather conditions and due to the 
annual lay-up about that time. 


TRENDS OF THE INDUSTRY—Mail con- 
tracts awarded under the terms of the 
Jones-White act are responsible to a 
large degree for the increasing activity 
in shipbuilding yards. A large number 
of construction contracts have already 
been placed, yet substantial tonnage is 
still in prospect, about 600,000 tons re- 
maining to be built under the mail con- 
tract terms. The replacement demands 
for ships now in use, particularly the 
former Shipping Board tonnage, which 
is all ten or more years old, should 
soon begin to make itself felt, assuring 
activity in the shipyards not only in 
the next few years but in the longer 
term of time as well. 


Propucinc Unirs—There are approxi- 
mately 390 shipyards, drydocks and re- 
pair yards in the United States at 
present, representing an increase of 
about twenty-five since 1925. 


MeErGERS—There have been a number 
of mergers in the ship repair field. 
Notable among these are the Todd 
Shipyards Corp. in New York, and 
United Dry Docks, Inc. which joined 
seven yards in the New York harbor. 
The Bethlehem Shipbuilding Corp., 
Ltd., has purchased yards at Boston 
and Baltimore, and has built up re- 
pair facilities at those ports. Appar- 
ently these mergers have been success- 
ful. 


MATERIALS CONSUMED — Industrial 
products of all kinds are used in ship 
construction and outfitting. 


Export TRADE—Total export trade of 
the United States shows a decrease in 
1930 as the result of a world trade de- 
pression but the value of our exported 
manufactures and semi-manufactures 
has steadily increased until these prod- 
ucts have equalled in importance such 
staple exports as cotton and oils. The 
future possibilities in foreign markets 
are reported as good by governmental 
and private business observers. While 
the export trade in some lines has 
fallen off, other lines have been active. 
In view of the increased amounts of 
American investments abroad and our 
extended influence in foreign coun- 
tries, as well as the growing activity 
and efficiency of American export 
agencies, the expansion of our foreign 
trade is likely to be great in the next 
decade. 


In this expansion, the operation of 
high speed cargo and combination 
vessels will be an important factor. 
The use of modern American merchant 
ships will undoubtedly prove an im- 
petus to our foreign business in many 
trade areas; inversely, the increase in 
shipments of oil, manufactures and 
semi-manufactures and the increasing 
necessity for the more rapid trans- 
oceanic movement of goods will stimu- 
late the construction of more up-to-date 
vessels. 


Sources OF INFORMATION—Depart- 
ment of Commerce, Bureau of Naviga- 
tion; United States Shipping Board, 
Bureau of Research; National Council 
of American Shipbuilders. 


OUTSTANDING Books FoR 1929—‘“Prak- 
tischer Stahlshchiffbau,” by Dr. Ing. E. 
Foerster. “American Merchant Marine 
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Problem,” by the National Industrial 
Conference Board, Inc. “Principles of 
Transportation,” by Emory R. Johnson. 
“Steam, Air and Gas Power,” W. H. 
Severns and H. E. Degler. “Steam Tur- 
bines,” by James A. Moyer. 

TRADE ASSCCIATIONS — American Bu- 
reau of Shipping, National Council of 
American Shipbuilders, American So- 
ciety of Naval Engineers, Society of 
Naval Architects and Marine Engineers. 

In view of the substantial amounts 
of tonnage started this year and defi- 
nitely scheduled for future construc- 
tion, sales promotion in this field must 
not only seek to secure substantial 
orders on new ships but to early es- 
tablish a strong standing in this rapidly 
growing market. 

* This survey is based on information 
made available by “MARINE ENGINEER- 
INS AND SHIPPING AGE,’ New York. 


SODA FOUNTAIN 


See Foad, Ice Cream 

VOLUME OF BusINESS—It is estimated 
that approximately 12,000 soda foun- 
tains were manufactured and sold in 
the United States during 1929, as com- 
pared with some 10,000 made and sold 
during the previous year. ‘rhe average 
cost of the fountains was $1550 each 
and more than 10,000 of them or close 
to eighty-five per cent were accompan- 
ied by luncheonette equipment. The 
peak months for the sale of soda foun- 
tains and equipment are from Septem- 
ber to June progressively. 

Export TraDE—The export trade in 
soda fountains and equipment is show- 
ing a slight but steady increase, and it 
is probable that the foreign market will 
show greater possibilities in the future. 

NUMBER OF MANUFACTURERS—At this 
time there are ten major companies 
cngaged in the manufacture of soda 
fountains in the United States, the 
number having shown a marked de- 
crease during the past three years as a 
result of mergers, and there are rumors 
of further important mergers that will 
still further restrict the manufacturing 
field. In addition to soda fountain 
manufacturers there are some hundreds 
of manufacturers and wholesalers in a 
variety of fields engaged in catering to 
the soda fountain market, including 
manufacturers of ice cream, confection- 
ery, fruits and fruit juices, electrical 
equipment of various kinds, foods and 
furniture. 

RETAIL OuTLETS—There are over 100,- 
000 soda fountains of all sizes and types 
in over thirty different kinds of stores 
which handle a gross retail business of 
over $2,000,000,000 annually. Some sixty 
thousand of these fountains are located 
in well established stores and do ap- 
proximately 90% of the business, 67% 
of them serving meals. There are over 
7,000 soda shops with the fountain as 
the basis of the business, but which 
also serve meais and sell candy and 
other products. 


TrENDS—The introduction and stead- 
ily increasing use of the “dry ice’ 
process for the maintenance of low 
temperatures in various soda fountain 
products, both in the store and after 
delivered to the customer, has been 
among the important developments of 
the past year or so, electrical refrigera- 
tion having already been established on 
a large scale. 

In line with conditions in other fields 


association in the soda fountain indus- 
try is the American Association of Soda 
Fountain Manufacturers, and there are 
also various local associations of re- 
tailers in allied fields. 

OUTSTANDING BOOKS FoR 1929—Impor- 
tant books published during the past 
year include “The Dispenser’s Formu- 
lary,” published by Federated Business 
Publications, Inc., and “Soda Fountain 
and Lunch Management,” published by 
Harper & Bros. Co. 


this year, the sale of soda fountains 
has dropped off somewhat from 1929 
which was the peak year in volume of 
sales. Retail sales of soda fountain 
products, however, have kept up fairly 
well in most parts of the country be- 
cause of favorable weather, and the 
luncheon feature has kept in line with 
its regular development during the past 
-two or three years. In fact, it is be- 
lieved that the business depression has 
reacted favorably toward the fountain 
food service rather than otherwise be- 
cause of the fact that people accus- 
tomed to eat more expensively have | 
turned to lower priced service. | 

SOURCES OF INFORMATION—Sources of 
information include the American 
Association of Soda Fountain Manufac- 
turers and trade publications, such as, 
Soda Fountain, Drug Topics, and the 
American Druggist. 

TRADE ASSOCIATIONS—The principal 


* This survey is based on information 
made available by Sopa Fountain, New 
York. 
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VOLUME or BusInEss—Comprehensive 
figures in detail for all branches of the 
industry covering 1929 are not yet avail- 
able so far as production is concerned, 
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* The number of mills given in this column is not always the total of the different kinds of mills rouge 
the previous columns, because where a mill manufactures more than one kind of goods (for example, cotton ant 
silk fabrics), it would be reported in each of those columns separately, but would be counted as only one mill on 
the total column. The coiumn of ‘Mills with Dye Houses” is not included in the ‘‘Total"’ column because = 
mills in that column are already counted in the classified columns. Miscellaneous mills, such as Beaming anc 
Asbestos plants, not otherwise listed are included in the total. . a Site 

Ninety-five percent. of the total production of the industry is made by about 6,000 mills, whose average 
annual production ranges from $20,000 to over $1,000,000 in value. These mills form the backbone se go 
dustrv. They spend annually over $500,000,000 for new construction, machinery, equipment and supplies (no 
including raw materials). 

+ Mills with dye houses. Does not include Mills Dyeing for the Trade. (See column 3.) 

Misc.—Means Mills that handle Embroideries, Tinsels, Trimmings, Insulated Wire. a 

R Mfg. (Rayon and Other Synthetic Fiber manufacturers) not included in the Rayon count above. see 
page 749 for firms manufacturing ravon and other synthetic fibre. 

Z—is for Mattress Felts, Wadding, Batting, Waste. 
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Textiles (Cont.) 


though it unquestionably showed an 
increase as is evidenced by the increase 
in consumption of the various materials. 


Wool consumption, for instance, in- 
creased 8.9% in 1929 as against 1928. 
Cotton consumption increased 7.3%. 
Production of cotton textiles increased 
1%, silk consumption increased 8.5%, 
hosiery production increased 4.5%, and 
knit underwear production increased 
15%. A particularly interesting devel- 
opment was the marked increase in 
domestic rayon production which 
reached 26% over 1928, or from 97,701,- 
250 Ibs. in 1928 to 123,130,000 lbs. in 
1929, with sales amounting to 97% of 
the production. Throughout the early 
months of the year prices of textile raw 
materials showed a decline, but the 
June indexes showed a check to the 
downward trend and an indication of 
advances. 

MeERGERS—There is a tendency toward 
mergers particularly in the cotton goods 
group. These have been mainly of the 
horizontal type, but there is some ten- 
dency toward vertical combination. A 
number of these mergers has not been 
to such an extent to radically effect the 
situation thus far, but a continued 
trend in this direction is anticipated. 
The work of the institutes is tending 
toward a type of centralization quite 
apart from that reflected by mergers 
of individual mills. The industry has 
come to the realization that co-ordinated 
effort in the development of statistics 
and disseminating sound principles of 
manufacturing and merchandising is 
essential. 

Export TRADE—There is now the dis- 
position to concentrate more scientifi- 
cally upon export markets. One of the 
recent developments in this connection 
being the association of cotton textile 
firms interested in exporting to avail 
themselves of the provisions of the 
Webb-Pomerene Act. 

NUMBER OF MANUFACTURERS— There 
were On January 1st of this year 8,760 
mills engaged in the manufacture of 
textiles of various types. The location 
of the mills and the character of the 
products being indicated in the accom- 
panying table. 

TRENDS—While there was no one pro- 
cess or product developed in 1929 which 
marked a revolutionary step, there has 
been a very decided tendency toward 
improvement in existing types of equip- 
ment. This is noticeable throughout 
all branches of the industry and is ren- 
dering it necessary for manufacturers 
to keep constantly awake to new me- 
chanical developments if they are to 
compete. 

TRADE ASSOcIATIONS—The Cotton-Tex- 
tile Institute, National Association of 
Cotton Manufacturers, American Cotton 
Manufacturers Association, The Wool 
Institute, National Association of Wool 
Manufacturers, National Association of 
Hosiery & Underwear Manufacturers, 
Associated Knit Underwear Manufac- 
turers of America, Rayon & Synthetic 
Yarn Association, Carpet Institute of 
America, Durene Association of America. 


*This survey based on information 


— available by TEXTILE WorLD, New 
ork. 


TAXICABS 


See Automotive, Transportation 


VOLUME OF BuUSINESS—There were ap- 
proximately 22,000 taxicabs in New York 
City as of June 30, 1930, and it is 
estimated that there are 115,000 taxi- 
cabs in operation throughout the United 
States. The number in eleven of the 
larger cities is: Boston, 3,000; Washing- 
ton, 1,700; Detroit, 3,200; San Francisco, 
1,200; Chicago, 5,000; Minneapolis, 512; 
Philadelphia, 2,000; Buffalo, 400; Mil- 
waukee, 385; Baltimore, 500; Los An- 
geles, 600. 


NUMBER OF MANUFACTURERS—Manu- 
facturers engaged in taxicab production 
include, Bradfield Motors, Chicago, I11.; 
Checker Cab Manufacturing Co., Kala- 
mazoo, Mich.; Dodge Motor Car Co., 
Taxicab Division, Detroit, Mich.; El Fay 
Cab Co., New York City; General Mo- 
tors Truck Co., Taxicab Division, Pon- 
tiac, Mich.; New Yorker Cab Sales Co., 
New York City. 

MErRGERS—During the past year many 
important taxicab mergers have been 
effected, the majority of them being in 
cities where competitive operations have 
been on such a basis that friendly com- 
bines have been brought about in the 
interest of efficient and adequate ser- 
vice. In several cities, such as Phila- 
delphia, Grand Rapids and Kansas City, 
the local taxicab services have been 
absorbed by traction interests, and 
coordinated transportation systems 
evolved. The Parmelee Transportation 
Co. is the largest chain operation in 
the country, controlling services in New 
York, Pittsburgh, Cleveland and Chi- 
cago. 

The best months for taxicab service 
in the matter of gross income are the 
winter months. 

LEGISLATION—Of the legislation passed 
recently in many cities, the majority of 
municipal enactments cover rates, pub- 
lic liability, certificate of convenience 
and necessity, use of taximeters, licens- 
ing, safety requirements, provisions 
controlling stands, cab specifications 
and other necessary regulations. Some 
ordinances have included minimum and 
maximum rate requirements. Most of 
them make compulsory the use of taxi- 
meters, and a few of them designate 
built-for-the-purpose cab equipment. 

The National Association of Taxicab 
Owners at its convention held in Chi- 
cago during June, passed a resolution 
urging nationwide protective taxicab 
legislation, with the following five 
points to be emphasized: 


1. Place the taxicab under the con- 
trol of state or city utility com- 
missions. 


2. Require the showing of public 
convenience and necessity before 
additional cabs are permitted to 
operate. 


3. Require taxicabs and livery oper- 
ators to furnish the regulatory 
commission or body with evidence 
that they can indemnify the public 
against loss from accidents. 


4. Require all charges to be based on 
the taximeter. 


5. Designate minimum and maximum 
rates based on study of operation 
costs plus reasonable profit under 
special conditions in which com- 
pany is being operated. 

Five states have passed laws placing 
the taxicab under control of public 
utility commissions. These states are 
Pennsylvania, Rhode Island, Connecti- 


s 


cut, Montana and Arizona. Massachu- 
setts has a public utility bill pending. 

TreNDS—The taxicab industry is now 
entering a period of stabilization which 
is being brought about by the recogni- 
tion of the taxicab as a public utility 
and the consequent adoption of city 
and state laws protecting the business 
from irresponsible and ruinotis competi- 
tion. Like every other industry, taxi- 
cab operation has had its difficulties 
with cut-rate and financially irrespons- 
ible elements. They have tended to 
demoralize the business and bring about 
conditions that have threatened its 
profit-making opportunities. Public 
utility classification and control is the 
solution of most of the problems of the 
taxicab industry. 

The taxicab is a definite factor in 
mass transportation and is rapidly set- 
tling into its proper place as an essen- 
tial part of the nation’s transportation 
arrangements. With the elimination of 
doubt as to the status of the taxicab, 
the business, stabilized through legisla- 
tion, promises to be a highly lucrative 
one. 

SoOuRCES OF INFORMATION—Chief 
sources of information include: THE 
Taxi WEEKLY, taxicab statistics and 
information may be procured from the 
National Taxicab Research Bureau, Inc., 
54 West 74th Street, New York City, 
and the National Association of Taxi- 
cab Owners, 500 North Dearborn Street, 
Chicago. 

TraDE Assocrations—Associations in 
the industry are the National Associa- 
tion of Taxicab Owners, and its affil- 
iated group, the Dixie Association of 
Taxicab Owners, with headquarters in 
Nashville, Tenn. In New York City 
there are a number of taxicab associa- 
tions made up mostly of owner-drivers. 
These are: Amalgamated Taxi Asso- 
ciation, Broad Street Taxi Owners As- 
sociation, Columbus Circle Taxi Group, 
Five Borough Fleet Owners, Inc., Pio- 
neer Boys Taxi Association, and the 
United Auto League of Owners and 
Drivers. 


* This survey is based on information 
made available by THE Taxt WEEKLY, 
New York. 


TIRES 


See Automotive, Rubber 


VOLUME OF BUSINESS—There were ap- 
proximately 73,000,000 automobile tires 
manufactured in the United States in 
1929. Of this total, about 55,000,000 were 
of the balloon type and 18,000,000 of the 
high pressure type. In 1928, the Amer- 
ican tire manufacturers produced ap- 
proximately 78,000,000 tires of which 
52,000,000 were of the balloon type and 
26,000,000 of the high pressure type. 

Approximately 47,000,000 of the tires 
sold during 1929 were for replacement 
purposes, the balance representing new 
car equipment, etc. Gross sales, at re- 
tail prices, for the year were slightly 
in excess of $1,000,000,000. 

Pric—E CHaNGES—During the last year 
there has been but one change in tire 
prices. This change, while not drastic, 
was unexpected because of the current 
low prices asked for tires. It repre- 
sented a decline averaging five per cent 
and brought tire prices to a record low 
level. The announcement by the mail 
order houses recently of reductions of 
from ten to twenty-five per cent in the 
items listed in their 1930 Fall catalogs 
has caused some concern in the tire 
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Tires (Cont.) 


industry, because the most recent price 
reduction by tire manufacturers was 
preceded by similar action on the part 
of mail order concerns, which in recent 
years have become keen competitors 
with dealers in the retail tire field. 
Crude rubber at present is at the lowest 
price in years, and cotton, the other 
important raw material used in the 
manufacture of tires, is also at a low 
level. These positions were anticipated 
by the last tire price drop and there- 
fore from a purely economic standpoint 
there is little reason for further drops 
in tire prices in the near future. Mail 
order competition, and the keen rivalry 
for business existing between tire man- 
ufacturers, are likely to cause the un- 
expected when price changes are being 
considered. 


NUMBER OF MANUFACTURERS—There are 
approximately thirty-two active tire 
manufacturers in the industry at this 
time, as compared to close to one hun- 
dred active tire plants in 1925, not 
counting those which were operated by 
subsidiaries of the larger companies. 


CaPITAL INVESTED—Capital invested in 
the tire manufacturing industry is ap- 
proximately $1,000,000,000, at the pres- 
ent time, the six major companies hav- 
ing a combined capital of $840,912,909 
at the end of 1929 as compared with a 
combined capital for the same com- 
panies of $770,991,953 in 1927. 


RETAILERS—There were approximately 
75,000 retail tire outlets on January 1, 
1930, as compared with 126,000 in 1922, 
these outlets including automobile tire 
and accessories, garages, service sta- 
tions, mail order houses, etc. 


Export TRADE—Tire export trade has 
constantly shown an increase although 
this is not expected to continue as sev- 
eral of the manufacturers have estab- 
lished foreign plants outside of Can- 
ada, Goodyear and Goodrich going to 
the extent of starting manufacturing 
operations in Argentina. 


July and August are the peak months 
in the retail tire business. It is esti- 
mated that on a percentage basis, the 
retail business normally divided through 
the year is as follows: 


January ............ 5 UT cccovvivavnvese 12 
February .......... 5 AUIBUSE: svccsecicvess 12.5 
BABPORD  scssscsccscees 7.5 September ...... +) 
PCy | ne 9 OCTOBRE? ...ci000052 8 
DAO sina 10 November ......... 6 
RI sssssscccusuencbse 11 December ......... 5 


TRENDS IN THE INDUSTRY—Within the 
last few years there has been a decided 
tendency toward mergers of tire com- 
panies, but at this time it is impossible 
to gauge the advantages these consoli- 
dations have brought. It is the im- 


pression of those in touch with condi- 
tions in the industry that additional 


{ 


and more far-reaching mergers are 
likely to be effected in the near future 
due primarily to the fact that one 
banking concern now has a financial 
interest in at least three of the major 
manufacturing companies. 


Among tire manufacturers, at least 
the larger ones, there has been a ten- 
dency to establish branch factories so 
that the trade requirements in various 
sections of the country could be more 
conveniently and economically handled. 
Goodyear, Goodrich and Firestone have 
established manufacturing plants in 
Los Angeles, subsidiaries of their main 
plant at Akron, Ohio, and Goodyear 
has also in operation a tire building 
factory at Gadsden, Ala., a plant in 
which it produced over a million tires 
within the last year. On the other 
hand, the United States Rubber Co. 
has centralized its manufacturing ac- 
tivities, having abandoned factories at 
Hartford, Conn., and Indianapolis, Ind., 
so that all of its tire production could 
be concentrated at Detroit, with tubes 
and tire sundries being manufactured 
in Indianapolis. 


Outside of the automotive industry— 
automobiles, motor trucks, motorcycles, 
airplanes—there is no field in which a 
strictly tire manufacturer can enter. 
The tire retailer, however, for the last 
five years has been broadening his 
sphere of activities by engaging in what 
is known as diversified, super or master 
tire service, wherein the sale of gasoline 
and oil, batteries, and the rendering of 
such services as lubrication, battery 
charging, brake testing and relining, 
wheel alignment and car washing, have 
played a part. The early rush into 
these new fields of service has caused 
embarrassment to the former tire spe- 
cialists in some sections of the country 
because of the failure of the newcomers 
to analyze the potentials of the markets 
they were entering. For instance, in 
some cases four or five brake testing 
devices have: been installed by service 
station operators in localities where 
there was nothing approaching the 
number of motor vehicles requiring this 
form of service. The result has been 
that competition for trade has demor- 
alized the market and brake relining 
jobs are offered at the cost of the lining 
without charge for service. 


In considering the tire field, one must 
pay close attention to the further adop- 
tion by retailers of diversified service. 
From now on it will be only the better 
type of dealer, those more familiar with 
the sales possibilities in their fields and 
who have made a study of the situation 
from every angle, who will add other 
motor car services to those directly ap- 
plying to the tire business. There will 
be a marked increase in the number 
of retail tire and service outlets becausé 
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of the entrance in the tire 
petroleum organizations. This latter 
development may force the continuance 
or even aggravation of the present 
price competition problem in the busi- 
ness. Consideration must also be given 
to the factory-controlled retail outlets. 
particularly what becomes of those now 
in existence. They have proven an ex- 
pensive experiment and it is possible 
that drastic measures may be taken to 
continue them in operation or to dis- 
pose of them to independent operators. 
SOURCES OF INFORMATION—The Rubber 
Manufacturers’ Association, 250 West 
57th St., New York City, and the 
Rubber Division of the Department of 
Commerce, Washington, D. C. and 
TirES are sources for statistical infor- 
mation concerning the tire business. 
TRADE ASSOCIATIONS—The two associa- 
tions interested in the tire business are 
the Rubber Manufacturers’ Association, 
(manufacturers), and the National Tire 
Dealers’ Association, Akron, Ohio. 


field of 


* This survey is based largely on data 
made available by “Tires” New York. 


TRACTORS 


See Automotive 
This report shows an increase of 49,731 
in the number of tractors produced, an 
increase of 56,280 in the number sold in 
the United States, and 4,340 increase 
in the number of wheel tractors sold 
abroad: 


Wheel Type 1929 1928 
Number produced... 194,300 152,266 
BOI 12 Ui. By i ove ce ws 137,400 86,930 


pol @bproad.....2.... 49,700 45,360 
Value of product... .$140,204,000 $113,875,802 


i See 96,478,000 64,555,352 
Export sales ........ 36,821,000 35,477,129 
Track Type 
Number produced... 26,900 19,203 
co bt to 18,700 12,890 
Sold abroad ........ * . 
Value of product.... $53,120,000 $48,210,550 
Ca A ee 36,134,000 34,592,936 
Export sales ........ * 2 
Both Types 
Number produced... 221,200 171,469 
BO 1 UV. Bisse sess 156,10 99,820 
Value of product....$193,324,000 $162,086,352 
LOR Se eee 132,612,000 99,148,288 


*Figures not given in government report. 


In tractor production a new high rec- 
ord was set by the output of 1929. The 
largest previous annual production was 
203,207, made in 1920. 

From FarM IMPLEMENT NEWS, 
Chicago. 


TRANSPORTATION 


See Aviation, Automotive, Buses, 
Electric Railways, Taxicabs 
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ASSOCIATIONS 
AND THEIR FUNCTIONS 


Executives in the sales and advertising fields are naturally 
more or less familiar with the more prominent associations 
in those fields and their respective functions, but in many 
cases this knowledge is superficial and encompasses only 
from forty to eighty percent of the actual aims, functions 
and accomplishments of each specific organization. Occa- 
sions arise when hazy opinions must be clarified and even 
absolute convictions verified. It often happens, too, that 
business men fail to take full advantage of the associations’ 
facilities for the reason that they are unfamiliar with this or 


that phase which might serve capably in some special need. 

In the belief that business executives generally would 
welcome full information regarding the outstanding asso- 
ciations and their activities, SALES MANAGEMENT presents 
herewith information relative to the outstanding organiza- 
tions and their functions. The matter has been prepared 
by the principal executives of these associations, and may 
therefore be considered authoritative. In many instances 
these outlines will give business men a new conception of 
what the worth while associations can do for them. 


Advertising Federation of 
America 
By Ear.Le Pearson, General Manager 


Organized advertising as represented 
by the Advertising Federation of Am- 
erica, has passed its twenty-seventh 
anniversary. The Advertising Feder- 
ation of America, in name, is only in 
its second year, having been incorpor- 
ated in Chicago, in May 1929, to take 
over the activities and memberships of 
the American districts and national 
departmental groups of the old Inter- 
national Advertising Association, as a 
counterpart to the British and Conti- 
nental Advertising Associations. 

The functional objectives of the Fed- 

eration are to affiliate Advertising 
Clubs and organizations in North 
America into a central body; to co- 
ordinate their work; to further sound 
and eifective advertising practices; to 
conduct research work in advertising; 
and to lend aid to its federated groups 
in educational work. 
_ Membership in the Federation is lim- 
ited to duly organized local Advertising 
Clubs; national groups representing 
Special interests in advertising; Sus- 
taining Memberships, limited to firms 
and individuals whose business includes 
the buying, selling or creating of ad- 
Vertising; and chapters of college fra- 
ternities which are admitted without 
voting powers. 


Local Advertising Clubs may obtain 
affiliation by the payment of annual 
dues of $2.00 for each member of the 
club, with a fixed minimum of annual 
dues of $60.00. Admittance of local 
clubs is at the discretion of the Board 
of Directors of the Federation, upon 
payment of an initial fee of $150 for a 
charter. This sum includes the dues 
of 30 members for the first year. 

National groups representing special 
interests pay a minimum of annual 
dues of $100 for 50 members and $2 a 
year for each member of the group in 
excess of 50. 

The Federation’s support comes large- 
ly from Sustaining Memberships. The 
annual dues for Sustaining Members 
is at the option of the applicant and in 
accordance with his own estimate of 
the value of the membership to him. 

Through the Federation’s Bureau of 
Research and Education, Club Manage- 
ment Department, Speakers Bureau, 
and Editorial Department, approxi- 
mately twenty types of service are 
rendered to members. 

The Bureau of Research and Educa- 
tion, primarily, is engaged in collecting, 
co-ordinating and disseminating facts 
about advertising, marking new devel- 
opments in organized advertising and 
as a means of establishing higher stan- 
dards of practice and efficiency in 
advertising and sales promotion, which 
will make possibile wiser expenditures 


of advertising appropriations, and se- 
curing a better understanding of the 
economic and social values in adver- 
tising. 

In carrying out this program the 
Bureau has sponsored nationwide 
studies of advertising personnel; has 
brought together teachers and em- 
ployers of advertising personnel for a 
better understanding of the problems 
and requirements of each; and issues 
bulletins concerning new works on ad- 
vertising; standards of practice; and a 
research advisory service, among many 
qther miscellaneous topics. 


The Club Management Service is 
maintained to promote better Adver- 
tising Clubs through better club pro- 
grams in order that Advertising Clubs 
shall be more than mere luncheon or- 
ganizations. Working in close contact 
with this department is the Speakers 
Bureau, which keeps the clubs and 
allied groups in close contact with 
more than 1,000 business executives 
who have volunteered their services as 
speakers before Advertising Clubs pro- 
viding engagements can be arranged to 
conform to their business itineraries. 


The editorial department is main- 
tained as an information service for 
the press regarding the activities of the 
Federation. Through this department, 
a quarterly bulletin on the work of 
the Federation is published. This is 
sent to all members. The department 
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also assists the local clubs and groups 
in the publication of individual publi- 
cations, and publicizes the district and 
national conventions of the Federation. 

Under the present structure the fed- 
erated clubs are divided into twelve 
districts, which convene separately once 
a year. The national headquarters of 
the Federation co-operates in every 
way for the success of these conven- 
tions, and annually conducts a national 
convention, which brings together rep- 
resentatives of all Federation members, 
and arranges for detailed discussions 
of problems in every phase of adver- 
tising. 

The officers and directors of the 
Federation are: 

Gilbert T. Hodges, member Executive 
Board, The Sun, New York, president; 
Vice-presidents: Jeannette Carroll, 
Bryant-Stratton College, Providence, 
and William R. Ewald, Campbell-Ewald 
Co., Detroit; T. F. Driscoll, Armour & 
Co., Chicago, secretary; Joseph H. Ap- 
pel, John Wanamaker, New York, trea- 
surer; Walter A. Strong, publisher, The 
Chicago Daily News, Chicago, chairman 
of the Board. Members of the Board 
are: John Benson, president, American 
Assn. of Adv. Agencies, New York; 
Don U. Bridge, Advertising Director, 
Indianapolis News, Indianapolis; Lee 
H. Bristol, vice-president, Bristol-Myers 
Co., New York; Bennett Chapple, vice- 
president, American Rolling Mills Co., 
Middletown, Ohio; Don Francisco, vice- 
president, Lord & Thomas and Logan, 
Los Angeles; O. C. Harn, managing 
director, Audit Bureau of Circulations, 
Chicago; Robert L. Johnson, vice-pres- 
ident, Time, Inc., New York; Edgar 
Kobak, vice-president, McGraw-Hill 
Publishing Co., New York; John C. 
Martin, Curtis-Martin Newspapers, Inc., 
Philadelphia; Samuel R. McKelvie, 
Publisher, The Nebraska Farmer, Lin- 
coln; Major P. F. O’Keefe, president, 
P. F. O’Keefe Advertising Agency, Bos- 
ton; Mrs. Ogden Reid, vice-president, 
New York Herald Tribune, New York; 
Francis H. Sisson, vice-president, Guar- 
anty Trust Co., New York, and C. C. 
Younggreen, president, Dunham-Young- 
green-Lesan Co., Chicago. 


Agricultural Publishers 
Association 
(Also called “APA’’) 


By Victor F. HayDEN, 
Executive Secretary 


The Association is made up of farm 
papers in the United States and Can- 
ada. Membership is open to any farm 
paper thet is « member of the Audit 
Bureau of Circulation. 

The general objectives are thus de- 
scribed in the by-laws: 

“The object of this association is to 
develop the usefulness of farm papers, 
to promote a spirit of co-operation 
among them and to co-ordinate their 
efforts and to perform for its members 
such common services as otherwise 
would have to be duplicated by each 
member for his own particular use.” 

Specific interpretation of these ob- 
jectives largely take two forms. One 
is that of serving as a central bureau 
for the maintenance of agency rela- 
tions. The other is the gathering and 
disseminating of information on the 
farm market. 

The Association investigates adver- 
tising agencies and reports to members. 
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This is not only a service to the mem- 
bership but is a convenience to agencies 
as it saves them needless duplication 
of correspondence with individual pub- 
lishers. It also helps to establish a 
general standard of agency qualifica- 
tions. 

As the central point of its data 
service, the Association issues “Farm 
Conditions,” a quarterly that is mailed 
free to advertisers and advertising 
agencies. This publication discusses 
factors affecting the farm market. In 
addition it cooperates with its members 
and with agencies and advertisers in 
compiling special data in response to 
specific requests. 

The Agricultural Publishers Associa- 
tion is not a selling organization and 
has no interest in any individual farm 
paper. Its activity in this direction is 
confined to presenting facts about the 
far market as a whole, without empha- 
sis of any specific publication or ter- 
ritory. 

Considerable work has also been done 
by the organization in maintaining a 
high standard for the advertising col- 
umns of farm papers. Years ago the 
Association formulated its now well- 
known Fair Play Policy and from time 
to time has revised it to meet changing 
conditions. Agencies and advertisers 
generally speaking have warmly sup- 
ported the Association’s efforts to main- 
tain advertising ethics, as expressed in 
the Fair Play Policy. This cooperation 
has been of inestimable benefit. 

The Agricultural Publishers Assacia- 
tion maintains offices at 360 N. Michi- 
gan Ave., Chicago. The officers are: 
President, Fred Bohen, Meredith Pub- 
lishing Co.; Vice-President, W. C. Allen, 
Dakota Farmer; Secretary, Wm. G. 
Campbell, Indiana Farmer’s Guide; 
Treasurer, B. Morgan Shepherd, Sou- 
thern Planter. 


American Association of 
Advertising Agencies 
(Also called “Four As” and “AAAA”) 
By F. R. Benson. Executive Secretary 


Objectives of the A.A.A.A. 


The American Association of Adver- 
tising Agencies was formed in 1917 by 
the amalgamation of the New Engiland, 
New York, Philadelphia, Southern and 
Western Advertising Agency Associa- 
tions—to promote the interests and 
raise the standards of advertising and 
cf the advertising agency business. 

The Association does not seek to 
govern its members by dictatorial rules; 
rather it seeks to help them govern 
themselves with a viewpoint of good 
business and sound ethics for advertis- 
ing as a whole. 

The Association does not attempt to 
tell its members how they shall conduct 
their businesses, provided they are 
fair, capable and honest, nor to enforce 
through punitive measures adherence 
to the policies and practices which it 
deems to be in the best interest of ad- 
vertising. But it does expect its mem- 
bers loyally to support such principles 
and to use good sportsmanship and 
sound business sense in competing with 
one another. 


Qualifications for Memberships 
It welcomes to membership any ad- 
vertising agency qualified to aid in this 
purpose by reason of its ability to serve 
the cause of advertising, its financial 


integrity and its demonstrated desire 
to adhere to sound and ethical business 
practices. 

The size or volume of business of an 
agency seeking membership is not a 
factor in determining qualification for 
membership, excepting that very small 
agencies may not be deemed adequately 
equipped, financially or otherwise. The 
association operates in the interest of 
both large and small agencies to the 
end that advertising service shall be 
dependent, not upon size, but upon 
experience, character, ability, financial 
strength, business methods and agency 
practice. The geographical location of 
the applicant agency has no bearing 
upon its admission, but only determines 
the council in which the application 
shall be voted upon. The applicant 
must have its principal place of business 
within the United States. 

No applicant agency is considered 
worthy of election whose owners or 
executives are interested in or con- 
nected with any publishing, printing, 
engraving or other business supplying 
material to its clients, in any way or 
to any degree which might disqualify 
the agency from giving unbiased ad- 
vice and service to advertisers. 


No applicant is considered worthy of 
election where evidence indicates the 
agency has been established or is being 
maintained by one or more advertisers 
having direct or indirect financial in- 
terest in it. Such ownership would in- 
dicate a so-called house agency, or- 
ganized for the purpose of obtaining 
agency commissions for the advertiser, 
and thus obtaining an unfair advantage 
over his competitors. It is important 
that the principal owners of the appli- 
cant’s business be active in the work 
of the agency. 

In order to protect advertisers against 
inexperienced advertising agencies, the 
association elects to membership oniy 
agencies which are amply qualified by 
experience to study the advertiser’s 
business, his market and products, to 
form sound judgments, to give con- 
structive advice, and to render an 
adequate quantity and quality of serv- 
ice. 

The applicant agency must be able to 
furnish reliable references as to its 
business and advertising record, its 
policies and principles, its honesty and 
sincerity of purpose. 

The applicant agency is required to 
furnish reliable references as to its 
clients, indicating the nature of th? 
advertising handled for them, how long 
it has held each account, and the agen- 
cy which previously handled it; alco 
a list of all clients lost within the pre- 
ceding two years, indicating the nature 
of the advertising handled for them, 
how long it had held each account. 
and the agency handling it at present. 
It is a paramount aim of the associa- 
tion to protect the publisher and th? 
advertiser against credit losses through 
members. 

Therefore, credit responsibility, indi- 
cated by a properly prepared and 
analyzed financial statement, is impor- 
tant in determining the applicant's 
qualification. Such statement must 
either be verified by a Certified Public 
Accountant, or if this is not available. 
sworn to by applicant before a Notary. 

In addition, financial references are 
required. Although it is not essential 
that the applicant shall have obtained 
agency recognition from the four prin- 
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cipal publishing groups, such recogni- 
tion is extremely desirable and the lack 
of it must be satisfactorily explained. 

The association has consistently op- 
posed in every form the practice of 
rebating, and hence admits to member- 
ship only agencies which retain full 
compensation. 


Services to Members 


The association maintains a head- 
quarters in New York with a permanent 
staff of twenty-five people. John Ben- 
son, president, F. R. Gamble. executive 
secretary, and Mrs. L. W. MacKenzie. 
director of services. are in charge of 
general activities. The association has 
a Department of Research directed by 
Dr. Daniel Starch. and an Export In- 
formation Bureau under Carlos Ca- 
brera. 

We issue weekly confidential bulletins 
to our members covering news of de- 
velopments and projects of special in- 
terest to our agency members. 

We maintain an Agency Information 
Service, which is prepared to answer 
almost any question relating to adver- 
tising, with particular emphasis on 
agency practice and agency problems. 
Sources include a large advertising 
library. extensive files, results of previ- 
ous questionnaires. knowledge of its 
cfficers. and special questionnaires for 
new problems. 

The Research Department of the as- 
sociation has made extensive studies of 
circulation values in newspapers, maga- 
zines and farm papers, with special 
reference to buying power of readers 
and overlapping of circulations. Recent 
studies have been made with the fi- 
nancial cooperation of publishers. The 
association aims through its Research 
Department to lay a broad foundation 
of fact beneath the practice of adver- 
tising . Research Reports are regularly 
issued to members and to participat- 
ing publishers. 

The A.A.A.A. Export Information 
Bureau has in its files up-to-date in- 
formation regarding over 7,000 foreign 
publications, circulations, rates. char- 
acter of readers, and mechanical re- 
quirements. The department travels 
experts in foreign countries to study 
publications and markets on the spot 
and issues reports to members. It 
probably has more extensive informa- 
tion regarding foreign publications 
than any other known source. 

Other activities of the association 
are conducted by its national commit- 
tees on Agency Service, Agency Sys- 
tems & Forms, Mechanical Product:on, 
Magazines, Newspapers, Agricultural 
Press, Country Newspapers, Business 
Papers, Outdoor Advertising and Radio 
Broadcasting. 

During 1929 and 1930 the association 
published three booklets, pointing out 
to agencies and advertisers the eco- 
homie and other dangers in speculative 
agency solicitation. The A.A.A.A. has 
improved agency competition, effective- 
ly discouraged secret rebating, and elim- 
inated a lot of speculative copy solicita- 
tion. It has fostered a fraternal spirit 
among agencies. bringing about co- 
operation rather than destructive com- 
betition. 

The association devised and secured 
the general adoption of the Standard 
Rate Card and put into practice the 
Standard Order Blank. These forms 
have been of material advantage to 
both publishers and agencies. 

The Standard Ney yspaper Data Form, 


announced in March, 1930, is being 
adopted by an ever increasing number 
of publishers. It is designed to gear in 
with the Market Survey Form of the 
American Newspaper Publishers Asso- 
ciation and the Newspaper Report of 
the Audit Bureau of Circulations. 

The Standard Newspaper Invoice has 
recently been developed to facilitate 
newspaper billing and agency payment. 

The Analysis of Agency Costs, in use 
for the first time in 1930. provides a 
uniform method of breaking down 
agency costs for study and ready com- 
parison. 

Inks for color printing in magazines 
and plates and mats for use in news- 
papers have been standardized by the 
association working in conjunction with 
publisher groups. Costs have been re- 
duced and results improved. 

We have done much to improve th: 
credit standing of advertising agencies 
and also their financial operations, by 
an annual review of financial state- 
ments and profit and loss exhibits. 
This work has involved a lot of indiv- 
idual treatment, much to the benefit of 
the agency business and its standing 
with the publisher. 

We have done considerable in es- 
tablishing publication cash discounts, 
the lack of which endangers agency 
collections and credit. We were instru- 
mental in opening up the whole ques- 
tion of national and local rate differ- 
entials on a logical and meritorious 
basis, which is now coming to a head 
in the project of a newspaper commit- 
tee to study this evil. 

We are constantly dealing with such 
abuses in the newspaper field as forced 
circulation, forced combination rates, 
extravagant selling expense, and waste- 
ful solicitation methods, with the idea 
of making the newspaper medium more 
accessible and less expensive both to 
advertiser and agent. We are co- 
operating on a suitable code of practice 
for specials in contacting with our 
media departments. 

We are collaborating with the broad- 
casting companies in developing an 
adequate and more protective contract 
for all concerned. We give our mem- 
bers advice regarding the use of this 
medium and the abuse of it. We are 
projecting a Radio Bureau to gather and 
classify information regarding local sta- 
tions, and to assist our members in their 
spot broadcasting operations. We are 
steadily helping to bring order out of 
the confusion which exists in this field. 

We were instrumental in organizing 
the National Outdoor Advertising Bu- 
reau, which has secured for agencies a 
commission in the outdoor field and is 
now building up a placing and checking 
service indispensable to the medium. 

In the business paper field we are 
endeavoring to solve the problem of 
adequate agency compensation ard to 
establish better relations with publish- 
ers. We are encouraging them to make 
a proper charge for copy they prepare 
for clients, so that agencies will not 
have to compete with free service and 
advertisers will all be treated alike. 

We are working with the country 
press on certified audits of circulations, 
standardization of printing conditions, 
and equalizing of local and national 
rates. 

The association has a fixed policy of 
being as helpful as possible to other 
related interests, such as the Associa- 
tion of National Advertisers, the A.B.C., 
the Better Business Bureau and the 
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various publishing bodies. We do not 
seek our own ends excepting insofar as 
they benefit the whole industry. 

We were instrumental in launching 
the A.B.C. and have been ever since a 
steady influence in guiding its opera- 
tions. The five regional associations 
which were combined in 1917 to form 
the A.A.A.A. have become the 5 councils 
of the association: New York, Phila- 
delphia. New England, Western, and 
Southern. 

The councils are organized to deal 
with local and sectional problems and 
are represented on all regular national 
committees and the executive board of 
the asscciation. 

Monthly group meetings of media 
managers are held in New York, Chi- 
cago ané Boston to keep them up to 
date on developments in circulation, 
rates, and market studies, and to en- 
able them to exchange ideas and infor- 
mation. This is building a _ better 
grade of media men and keeping all 
well-informed regarding all features of 
their business. Similar group meetings 
for accounting, radio, and client con- 
tact executives are planned for early 
development. 

We have recently won our case in 
the Federal Trade Commission, in 
which we were charged jointly with 
the newspapers with conspiracy in re- 
straint of trade, preventing advertisers 
from getting net rates. This was a 
critical case and was fought for seven 
vears by us in conjunction with the 
newspapers,’ at a cost to us of $60,000 
and a cost to the newspapers of about 
$390,000. It was money well spent and 
our people stood ready to double it if 
necessary. The decision not only sup- 
pezts the agency commission, but en- 
ables us to take educational measures 
for supporting it ourselves, a right 
which the Federal Trade Commission 
complaint had questioned. 


Services to Non-Members 

Naturally, many of our services are 
restricted to our members who support 
the association, but we aim to serve the 
entire agency business for the good of 
advertising. We assist non-member 
agencies, especially the smaller and 
younger ones, along all lines which are 
fair to our dues-paying membership. 

Much of our work is necessarily of 
equal benefit to non-members. 

The Standard Rate Card—now in 
practically universal use by publishers 
—was designed and promoted by this 
association. It serves non members 
just as it serves members. 

Standard Order Blank. The Stand- 
dard Order Blank, on the back of which 
appears Standard Conditions adovted 
by this association and the publishers 
associations, is available in two forms: 
one for members marked “Member of 
American Association of Advertising 
Agencies”; another for non-members 

n tinted stock. 

The Standard Order Blank is in three 
types which vary in number and kind 
cf carbon copies retained by the agency. 

Use of the non-member Standard 
Order Blank is extended to ali agencies 
who meet certain minimum qualifica- 
tions. It must be a bona fide agency 
doing a national or sectional business. 

The Standard Newspaper Data Form, 
—criginated and promoted by this as- 
sociation, mecessarily benefits non- 
members aS much as members through 
widespread distribution by publishers. 
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The Standard Newspaper Invoice— 
devised by this association—will benefit 
non-members equally with members. 

The Standard form of Financial 
Statement—designed for the analysis 
of agency condition is available to non- 
members. 

This association is frequently called 
on to arbitrate problems arising be- 
tween agencies and publishers, agency 
and clients, two or more agencies, or 
other advertising organizations. No 
charge has ever been made for this 
service, which is available to non- 
members as readily as to members. 


American Management 
Association 
By W. J. DonaLp, Managing Director 


The subject of marketing takes a 
very important place in the activities 
of the American Management Associa- 
tion—partly from the general manage- 
ment point of view and partly from the 
point of view of the marketing special- 
ist. 'The purposes of the Association 
are to provide through publications, 
conferences and personal service of the 
staff to members, and through ac- 
quaintanceship, an interchange of ex- 
periences and knowledge in the field of 
business management, including mar- 
keting in all its phases. 

At the Association’s annual general 
management conference, marketing re- 
ceives special emphasis by reason of 
its relatively great importance in recent 
years. Such topics as: Marketing or 
Sales Budget; Discovery of Executive 
Talent; The Development of Executive 
Talent; Market and Statistical Research 
as an Aid to Budgeting; Style and Its 
Relation to Budgeting; Mergers, Con- 
solidations and Affiliations; Price Fluc- 
tuations in Relation to Budgeting; 
Fashion, Style and Art in Business, 
How the Manufacturer Copes With the 
Fashion, Style and Art Problem, etc., 
being emphasized. 

Until 1930, the Association had one 
marketing division in which all classes 
of marketing executives were expected 
to be interested. This year, however, 
the marketing division was divided into 
two divisions— Consumer Marketing 
Division and Industrial Marketing Div- 
ision. The Consumer Marketing Divi- 
sion, headed by Irwin D. Wolf, Secre- 
tary of Kaufmann Department Stores, 
is interested primarily in the marketing 
of consumer goods direct to the con- 
sumer or through the jobber and re- 
tailer. This division discusses such 
questions as: Training of Salesmen, 
Compensation of Salesmen, Selecting 
Retail Outiets, Place of the Jobber in 
Consumer Marketing, Place of the 
Wholesaler in Consumer Marketing, 
the Effect of Chain Stores on Consumer 
Marketing, the Relation of Advertising 
to Salesmen’s Efforts, Budgeting Sales 
Expense and Sales Quotas, Fixing the 
Salesman’s Task, Territorial Market 
Analysis, the Small Order Problem and 
How It is Being Met, Controlling Mar- 
keting Expenditures and Costs, Making 
the Retailer a Better Distributor, Mar- 
keting Policies and Sales Methods that 
Stabilize Business, Effect of Mergers on 
Marketing Consumer Goods, Fashion, 
Style and Art in Industry, Etc. . 

The Consumer Marketing Division 
meets at least once a year, usually for 
two days. 


Attached to the Consumer Marketing 
meeting is a meeting of the Sales 
Training Group which is especially 
interested in the training of salesmen 
who sell consumer goods, including re- 
tail sales people. 

In recent years the subject of fashion, 
style and art has received considerable 
attention, including, for instance, a 
Style Clinic at a prominent department 
store. 

The Industrial Marketing Division, 
formed under the leadership of C. R. 
Cary, Vice-president, The Leeds & Nor- 
thrup Company, was organized in 1930 
to deal with the type of marketing 
which in general has received very 
little organized attention. Before 1930, 
executives interested in the marketing 
of machine tools and other factory 
equipment, store equipment, raw ma- 
terials, services, etc., which are pur- 
chased by corporations either as tools 
of fabrication or as the raw materials 
of fabrication had few opportunities to 
discuss their own type of marketing 
problems. 

This step was taken because it was 
found that industrial marketing execu- 
tives have problems which, while simi- 
lar in some degree to consumer market- 
ing problems, are, nevertheless, different 
in many respects, particularly as regards 
the numbers of purchasers, the size of 
the order, advertising media, number 
of salesmen engaged, problems of ter- 
ritorial division, etc. 

As a rule industrial marketing execu- 
tives speak a different language and 
often reflect a quite different type of 
training. 

The response to the formation of the 
Industrial Marketing Division may be 
indicated by the fact that the 1930 con- 
ference was attended by more executives 
than had ever attended any other mar- 
keting conference of the Association. 

The Division discusses such questions 
as: Customer Relationships and Ser- 
vice, Compensation of Industrial Sales- 
men, Industrial Advertising Trends, 
Determining Media of Distribution, the 
Training of Industrial Salesmen, In- 
dustral Marketing Analysis, Forecasting 
Industrial Sales, Directing Industrial 
Salesmen’s Efforts, Etc. 

This Division meets at least once a 
year, usually followed by a meeting of 
the Sales Training Group devoted en- 
tirely to the discussion of the training 
of industrial salesmen. ; 

Certain other divisions of the Asso- 
ciation have a close relation to market- 
ing problems—particularly the Public 
Relations Division, and the Personnel 
Division. The Public Relations Division, 
formed in 1930, recognizes that the 
rapidly increasing size of many com- 
panies in industry and other lines of 
business is increasingly establishing a 
new condition of affairs in which all 
lines of busness will have to consider 
their relations.to the public. This divi- 
sion discusses such subjects as: Does 
Industry Need to Interpret Itself to the 
Public; What is the Scope of’ Public 
Relations; What is the Function and 
Place of a Public Relations Department, 
Can Public Relations Activities Be Put 
on a Professional Plan Similar to Ac- 
counting, Engineering, Etc.; Can Staff 
Public Relations Activities and Staff 
Personnel Relations Activities Be Com- 
bined in One Department, What Are 
the Purposes of Company Publicity, 
What Can Newspapers Reasonably Be 
Expected to Use, What Does the Trade 
Press Want and What Will It Use; 


What Are the Best Methods of Handl- 
ing News Releases for Different Kinds 
of Media. This Division meets at least 
yearly. 

The Personnel Division, formed in 
1930, deals primarily with personnel 
techniques as distinguished from major 
personnel problems. While both the 
Consumer Marketing and Industrial 
Marketing Divisions discuss sales per- 
sonnel problems, these divisions leave 
to the Personnel Division the more 
technical personnel questions such as: 
Tests for Salesmen, Essential Sales 
Personnel Records, Rating Scales for 
Salesmen, Ethics and Methods of Handl- 
ing References, Technique of Training 
Salesmen on the Job, Etc. 

In addition, the Association publishes 
its proceedings of conferences in a series 
of small pamphlets, easy to handle, to 
read and file for reference. The Mar- 
keting Series contains about 70 such 
documents, not including some 14 pub- 
lications of the recently established 
Industrial Marketing Division. Besides 
conference papers, the Association pub- 
lishes from time to time other docu- 
ments which, for one reason or another, 
it may not have been possible to have 
presented at conferences. 

THE MANAGEMENT REVIEW, published 
monthly by the Association, is essen- 
itally a time saver for the executive 
who wishes to keep in touch—without 
too much reading—with the important 
magazine articles and other publica- 
tions appearing month by month. About 
two-thirds of the REvIEw is devoted to 
abstracts of current management liter- 
ature, including an extended section on 
marketing management. Most of the 
balance of the Review is devoted to 
signed book reviews, the REvIEW being 
a guide to every business book currently 
published. 

PERSONNEL, published quarterly, con- 
tains frequent articles on sales person- 
nel, problems, particularly the selection, 
compensation, and training of salesmen. 

BUSINESS CONDITIONS AND FORECASTS is 
a tabular analysis of current business 
conditions as drawn from the leading 
forecasts published by the commercial 
services and banks. 

In addition to the conference and 
publications service of the Association 
to members, the rapidly growing staff 
of specialists provides a research and 
information service to members, the 
policy of the Association being twofold 
—first, that with a little ingenuity some 
information can be discovered on any 
business or marketing subject; second- 
ly, that the information is valuable 
which is provided promptly, and a great 
deal of information is valueless if it is 
provided too late for use. Thousands 
of such inquiries are answered yearly, 
the wide acquaintanceship of the Asso- 
ciation staff and extensive files of in- 
formation providing unusual sources of 
data. ; 

Membership in the Association 1s 
available to all reputable American 
companies on the basis of company 
membership and to individuals on the 
basis of individual membership. Com- 
pany membership includes about 700 of 
the corporations best known in the 
world from which may be secured the 
most up-to-date, authoritative, and 
worth-while practices of the leading 
companies of America, much of which 
information appears in the Association's 
publications, as well as through the 
research and information service of the 
organization. 
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ASSOCIATIONS AND THEIR FUNCTIONS (Continued) 


Bureau of Advertising, 
American Newspaper Publish- 
ers Association 
(Also called “ANPA”) 


By WitLt1am A. THOmpsoN, Director 


The Bureau of Advertising, American 
Newspaper Publishers Association, was 
organized in 1918 as a research and 
promotional bureau, having as its ob- 
jective the further development of 
newspaper advertising as a national 
medium. An important part of its 
function has been the compilation of 
data for advertisers and advertising 
agencies, bearing on the successful and 
economical uses of newspaper adver- 
tising. 

All daily newspapers in the United 
States and Canada are eligible for 
membership upon the payment of dues 
consisting of two ($2.00) dollars per 
month for each cent of the published 
minimum daily national advertising 
line rate in the case of United States 
newspapers, and one ($1.00) dollar per 
month for each cent of the same ad- 
vertising rate for Canada newspapers. 

The Bureau conducts its work in 
behalf of all newspapers, whether mem- 
bers or not, in that it makes no effort 
to influence advertising for any list or 
group of newspapers in competition 
with others. 

The services rendered by the Bureau 
include information and advice on 
practically every phase of newspaper 
advertising from market data to forms 
of copy and illustration. Having estab- 
lished itself as a headquarters for in- 
formation, the Bureau is constantly 
responding to requests for help from 
all factors in the field, that may be 
interested in the medium of newspaper 
advertising. 

The members of the Bureau receive 
weekly and monthly bulletins concern- 
ing matters of interest in the industry, 
briefs and investigations prepared for 
advertisers, and the trend of newspaper 
advertising. Booklets dealing with the 
successful employment of newspaper 
advertising and briefs covering prob- 
lems submitted by advertisers, are 
among the many avenues of informa- 
tion open to all inquirers. 

The Bureau is governed by a Com- 
mittee in Charge, appointed by the 
President of the American Newspaper 
Publishers Association. This Committee 
for 1930 is as follows: 


Committee in Charge 

W. E. Macfarlane, Chairman, The 
Chicago Tribune; Edwin S. Friendly, 
Vice-Chairman, The New York Sun; 
Chas. D. Atkinson, The Atlanta Journal; 
Don U. Bridge, The Indianapolis News; 
Frank H. Burgess, The La Crosse Trib- 
une; Harry Chandler, The Los Angeles 
Times; William J. Hofmann, The Port- 
land Oregonian; F. I. Ker, The Hamilton 
Spectator; Col. Frank Knox, The Hearst 
Newspapers; Fleming Newbold, The 
Washington Star; David B. Plum, The 
Troy Record; William F. Rogers, The 
Boston Transcript; James N. Shryock, 
The Chicago Daily News; A. L. Shuman, 
The Fort Worth Star-Telegram; S. E. 
Thomason, The Tampa Tribune; Frank 
E. Tripp, The Gannett Newspapers; 
Louis Wiley, The New York Times. 


Advisory 
George A. Riley, The Six Point League 
of New York; P. L. Henriquez, The 


Newspaper Representatives Association 
of Chicago. 


Execu‘ives 

William A. Thomson, Director; Thom- 
as H. Moore, Associate Director; H. W. 
Blakeslee, Western Manager; Walter P. 
Burn, Pacific Coast Manager. 

Among the valuable material, gath- 
ered or organized by the Bureau, may 
be mentioned the following: 

The Standard Market Survey Form, 
consisting of a highly condensed outline 
of information commonly needed by 
advertisers and advertising agencies. 
This form, evolved after some years of 
study by the Bureau, serves as a guide 
to newspapers in making surveys of the 
markets they cover. Up to August Ist, 
1930, two hundred fifty-six (256) news- 
papers had adopted this Survey. The 
survey form is available for all news- 
papers whether members of the Bureau 
or not. 

A collection of experiences by adver- 
tisers in many lines, with newspaper 
advertising as a builder of sales. 

Analysis of the expenditures in news- 
papers, over a period of years, by in- 
a" advertisers and various indus- 

ries. 


Associated Business Papers, Inc. 
(Also called “ABP”) 


By FREDERICK M. FEIKER, 
Managing Director 

President Herbert Hoover, writing 
for the anniversary number of a mem- 
ber publication of The Associated 
Business Papers, said: “While we give 
proper place to the inventor and the 
courageous industrial leader in all this 
progress, one element is too often over- 
looked —the enormous’ contribution 
which the business and technical press 
has made to the development and dif- 
fusion of ideas. Without it no such 
era of progress would have been pos- 
sible.” : 

Twenty-four years ago a group of 
publishers of business journals, con- 
ceiving a common opportunity for the 
advancement of the place and purpose 
of the business press, formed the Fed- 
eration of Trade Press Associations, 
which eleven years later became by 
vote of its members The Associated 
Business Papers. Eleven years ago the 
National Conference of Business Paper 
Editors was organized to provide a 
forum for the common discussion of 
trade and industrial problems. The 
organizations are now affiliated. Both 
organizations are non-profit associa- 
tions devoted to the upbuilding of the 
trades, professions and industries and 
the publications that serve them. 

In the very beginning the founders 
and charter members of The Associated 
Business Papers recognized the need of 
establishing standards of practice for 
member publications. This conception 
of the responsibilities of the members 
later was embodied in what is now 
known in the publishing and advertis- 
ing world as the Standards of Practice 
of The Associated Business Papers. 

There are many publishing associa- 
tions. None has set up a standard of 
membership higher than that of the 
business paper publishers. 

Membership in the Association is 
composed of business, trade, class and 
technical publications entered for trans- 
mission through the mails as second- 
class matter, and the publishers of 
which agree to conform to the follow- 
ing requirements and who in good faith 
subscribe to and endeavor to realize 


the following Standards of Practice 
for Business Papers adopted by the 
Federation of Trade Press Associations 
on September 8, 1915: 


A. The advertising columns of such 
publications must be open to all 
reputable advertisers in their field 
furnishing copy acceptable to the 
publisher. 

B. They must not be owned directly 
or indirectly by any trade, class 
or professional association. 

Cc. They must not be organs or 
mouthpieces of any house or 
combination of houses to further 
its or their special interest as 
against the joint interest of the 
trade or class. 


The Standards of Practice for Busi- 
ness Papers, referred to herein, are as 
follows: 

The publisher of a business paper 
should dedicate his best efforts to the 
cause of business and social service, 
and to this end should pledge him- 
self: 

1. To consider, first, the interests of 
the subscriber. 

2. To subscribe to and work for 
truth and honesty in all depart- 
ments. 

3. To eliminate, in so far as possible, 
his personal opinions from his 
news columns, but to be a leader 
of thought in his editorial col- 
umns, and to make his criticisms 
constructive. 

4. To refuse to publish “puffs,” free 
reading notices or paid “write- 
ups”; to keep his reading columns 
independent of advertising con- 
siderations, and to measure all 
news by this standard: “Is it real 
news?” 

5. To decline any advertisement 
which has a tendency to mislead 
or which does not conform to 

» business integrity. 

6. To solicit subscriptions and ad- 
vertising solely upon the merits 
of the publication. j 

7. To supply advertisers with full 
information regarding character 
and extent of circulation, includ- 
ing detailed circulation state- 
ments, subject to proper and 
authentic verification. 

8. To cooperate with all organiza- 
tions and individuals engaged in 
creative advertising work. 

9. To avoid unfair competition. 

10. To determine what is the highest 
and largest function of the field 
which he serves, and then to 
strive in every legitimate way to: 
promote that function. 


The Associated Business Papers ac- 
cepts as its basis for authentic circula- 
tion statements required in Article 10 
of the Standards of Practice the A.B.C. 
audit and therefore membership in The 
Associated Business Papers is limited 
to A.B.C. publications. 

The annual revenue from members 
is figured on the basis of gross income 
from advertising and subscriptions and 
ranges from dues of $62.50 a year for 
gross business of $20,000 and under, to 
$800. a year on gross business of $390,- 
000 and over. 

One of the greatest responsibilities 
of the day, shared in mutually by the 
publisher, the reader and the advertiser, 
is to set up fundamental principles and 
purposes of a sound and independent 
business journalism. In this spirit The 
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Associated Business Papers was estab- 
lished. 

It is variously estimated that there 
are some eighteen hundred business 
publications. Of these eighteen hun- 
dred publications in the United States 
and Canada, two hundred sixty-two 
are members of the Audit Bureau of 
Circulations and have thus taken the 
first step required to fulfill the obliga- 
tions of membership in The Associated 
Business Papers. 

Of the two hundred sixty-two, two 
hundred fifty-two are independent and 
privately owned, as required by the 
constitution of The Associated Busi- 
ness Papers. One hundred thirty- 
seven outlined above of these privately 
owned A.B.C. publications have sub- 
scribed to the Standards of Practice. 

These publications comprise three 
broad groups; those serving directly 
subscribers in the technical and indus- 
trial fields of production; those publi- 
cations which reach the merchant and 
the field of distribution; and those 
journals reaching the great group of 
services, both institutional and profes- 
sional. 

These one hundred thirty-seven pub- 
lications, classified into many buying 
groups covering some sixty professions, 
trades and industries, have a combined 
circulation of one million four hundred 
and twenty-four thousand. During the 
year 1929, advertisers invested more 
than thirty millions of dollars to reach 
these specialized markets. 

There are two broad programs of 
work carried out through the medium 
of staff and member committee activi- 
ties for making effective the broad pur- 
poses of the Association. 

The first program has to do with the 
improvement of the standards of prac- 
tice of business journalism through the 
interchange of ideas and experience 
between members on what may be 
called the technique of publishing, that 
is, the problems of printing and costs, 
editorial service, advertising sales, cir- 
culation sales and publishing policy. 
This class of activities is coordinated 
through a group of committees includ- 
ing committees on costs, on rate prac- 
tices, on circulation sales practices. 
The results of these committees’ ac- 
tivities are presented in two annual 
meetings, one held in the spring which 
constitutes an executive session of 
member publishers where committee 
reports are presented from the view- 
point of policy action of the Associa- 
tion, and in a second meeting held dur- 
ing the fall months, to which are in- 
vited the staff members of the publi- 
cations and the representatives of the 
advertiser and the agency. 

The second division of the work in- 
cludes a program of promotion for the 
fundamental values of the business 
press again undertaken through staff 
and committee activities. Committees 
include Agency Relations, Advertising 
and Promotion, Trade Relations and 
representation in affiliated advertising 
bodies and affiliated commercial organi- 
zations. 

The fiscal year of the Association is 
from April Ist to March 31st and the 
officers of the organization for 1930 and 
1931 are as follows: 

Warren C. Platt, President, National 
Petroleum News. 


James H. McGraw, Jr., Vice-Presi- 
dent, McGraw-Hill Pub. Co. 

Edward H. Ahrens, Treasurer, Ahrens 
Publishing Co. ° 
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Executive Committee 


Frederick M. Feiker, Managing Di- 


rector. 

C. A. Musselman, Chilton Class Jour- 
nal Co. 

Paul I. Aldrich, The National Provi- 
sioner. 

E. T. Howson, Simmons-Boardman 
Publishing Co. 

Stanley A.: Dennis, Electrical Instal- 
lation Record. 

J. D. Pease, Penton Publishing Co. 

Chauncey L. Williams, F. W. Dodge 


orp. 

G. D. Crain, Jr., President, Class & 
Industrial Marketing. 

Norman G. Shidle, Vice Pres., Chilton 
Class Journal Co. 

E. L. Shaner, Treas., Steel. 

Thomas H. Ormsbee, Secretary, The 
Associated Business Papers, Inc. 


Association of National 
Advertisers 
(Also called “APA”) 


By A. E. Haase, Managing Director and 
Secretary-Treasurer 


The Association of National Adver- 
tisers, Inc., is a non-profit making 
membership organization composed of 
over 300 of the leading advertisers in 
the United States. 

Its objectives is to eliminate experi- 
ment as much as possible, to reduce 
advertising principles to something re- 
sembling a science, to gather fresh and 
accurate sales and advertising infor- 
mation, to fight unjust legislation and 
unfair competition, and to do away 
with unscrupulous claims for media. 

Membership in the A. N. A. is by 
companies. Each member company 
designates one man in its organization 
to act as its representative in the Asso- 
ciation. This representative may be 
the president, the vice-president, or the 
advertising director. Service is, of 
course, not restricted to this one man, 
but is given to any executive or depart- 
ment of the member company. None 
but advertisers are admitted to mem- 
bership. Firms in the agency, publish- 
ing or other allied businésses are not 
eligible. 

The services to members of the Asso- 
ciation are manifold. Certain studies 
have been and are constantly being 
made for circulation to the membership. 
A few of these done in the last year or 
so are: a comparison of national versus 
local newspaper rates, a survey of win- 
dow display installation services, an 
analysis of $5,000,000 spent in farm paper 
advertising, a study of known facts on 
radio advertising, together with the cre- 
ation of a bureau for the cooperative 
checking of broadcast programs, etc. 
At the present time, extensive re- 
searches are being made into magazine, 
street car card, and outdoor adver- 
tising. 

Besides these researches, the Head- 
quarters office of the A. N. A. is con- 
stantly furnishing answers to, and data 
on, specific sales or advertising ques- 
tions asked by individual members. 
Certain members have saved thousands 
of dollars by securing data from the 
Association’s files before embarking on 
some campaign. Such is the spirit of 
cooperation and helpfulness among the 
members that a frank and full state- 
ment of one’s experience with a me- 
dium or a selling plan will be promptly 
and cheerfully passed on to another. 


Twice each year the Association holds 
a meeting to which all members are 
invited. These are not purely social 
gatherings replete with entertainment; 
they are business and business only. 
Here the sales or advertising manager 
sits down with men who are engaged in 
work similar to his own. Partly from 
the formal proceedings, partly from the 
group meetings, and partly from in- 
formal contact with other members, he 
broadens his knowledge, gleans new 
ideas, and gathers suggestions of the 
greatest value to his work. Strangely 
enough, he often gets the most valuable 
suggestions from men whose work dif- 
fers most radically from his own. 

A natural and necessary part of the 
regular service from Headquarters is 
the publication of a weekly News Bulle- 
tin. It is not circulated outside the 
membership. In it are recorded facts 
of pertinent interest concerning the 
work of the A. N. A. as well as other 
items covering a wide and varied range 
of subjects presented in the form of 
short, pithy paragraphs relating to dis- 
tribution, legislation affecting adver- 
tising or sales, export, publishing, mar- 
kets, etc. In it are listed reports made 
available to members. No attempt is 
made to supplant the advertising trade 
papers. The News Bulletin is not an 
advertising magazine, does not carry 
advertising itself, and does not have 
long articles on any subject. 

As has already been indicated, a great 
deal of original research in the way of 
reports is done by the A. N. A. itself. 
However, about a year ago, the Re- 
search Council of the Association, find- 
ing that there was an enormous waste 
in distribution research, due principally 
to duplication, conceived the idea of 
forming what is known as the Central 
Bureau for Distribution Research. The 
service of this bureau is not confined 
to members, the Association acting 
merely in the role of sponsors. Con- 
tributions—now numbering over 1,300— 
have been made to it by agencies, pub- 
lishers, economists, advertisers, etc., and 
its files are open to all those who have 
contributed thereto. 

Headquarters also maintains a library 
to which are continually being added 
new books on advertising and sales. 
These books are briefly reviewed in the 
News Bulletin. There are now over 600 
books available on loan to members. 

Because of the fact that a large ma- 
jority of members of the Association 
are engaged in export, questions on 
advertising and selling abroad are com- 
ing more and more to the fore. The 
A. N. A. is now affiliated with similar 
associations of buyers of advertising in 
nine foreign countries—Canada, Eng- 
land, France, Germany, Holland, Swe- 
den, Austria, Mexico and Australia. 


Audit Bureau of Circulations 
(Also called “ABC”) 
By D. C. Harn, Managing Director 


The Audit Bureau of Circulations is a 
co-operative corporation not for profit, 
made up of 2,000 advertisers, advertising 
agents and publishers of newspapers 
and periodicals, the purpose of which is 
thus stated in its by-laws: 

“The objects of the Audit Bureau of 
Circulations shall be to issue standard- 
ized statements of the circulation 
publisher members; to verify the figures 
shown in these statements by auditors’ 
examinations of any and all records 
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eonsidered by the Bureau to be neces- 
sary; and to disseminate circulation 
data only for the benefit of advertisers, 
advertising agents and publishers.” 

Any advertiser, advertising agent, 
publisher of a publication with paid 
circulation in accordance with the 
rules of the Bureau or any other 
individual, firm or corporation legiti- 
mately requiring circulation, informa- 
tion may be admitted to membership 
on approval by the Board of Directors. 

There are seven classes of members 
who pay dues as follows: 

Class A—Advertisers, $240 per year. 

Class B—Associate Advertisers, $60.00 

to $180 per year according 
to service taken. 

Class C—-Local Advertisers, $5.00 to 

$15.00. 

Class D—Advertis%ag Agents, $360 per 

year. 

Class E—Associate Advertising Agents, 

$90.00 to $270 per year. 

Class F—Publishers, $52.00 to $624, 

according to circulation. 

Class G—Miscellaneous members, 

$5.00 to $240 according to 
service. 

Advertiser and Advertising Agent 
members receive a Publisher’s State- 
ment on @ach member publication every 
six months and an Audit Report on the 
same once a year. Associate members 


receive the same service on such mem- : 


ber publications as are included in the 
fractional service subscribed for. 

The government of the Bureau is in 
the hands of a board of directors com- 
posed of twenty-five members, thirteen 
of which must be advertisers, two ad- 
vertising agents and ten publishers. 
These members are chosen by the an- 
nual convention on nomination by the 
various divisions. 

Thus, besides the thirteen advertisers 
and two agency members, there are 
four newspaper publishers, two maga- 
zine publishers, two farm paper pub- 
lishers and two business paper publish- 
ers on the board. 

The service rendered members is 
specifically restricted to that described 
in the by-law quoted at the beginning— 
namely, to circulation data. The head- 
quarters of the Bureau are in Chicago 
at 165 West Wacker Drive. A New 
York office is maintained at 40 West 
40th Street. A staff of sixty traveling 
auditors makes audits of the 1,600 pub- 
lications each year and a staff of house 
auditors in Chicago checks and stan- 
dardizes the audit reports. 


Direct Mail Advertising 
Association, Inc. 
By Wruiam A. BIpbLe, President 


This is an eleven year old incorpo- 
rated organization of nearly twelve 
hundred members in about one hundred 
different lines of business, most of whom 
are in the United States and Canada, 
but with others in Australia, New Zea- 
land, Hawaii, England, France, Ger- 
many, Ecuador, Sweden. 

These members are more than sixty 
Percent users of direct mail advertising 
rather than producers. 

The purpose of the Direct Mail Ad- 
vertising Association is to help folks 
who are using or want to use direct 
mail either alone, or to supplement 
other forms of advertising. 

It acts as a clearing house for infor- 
mation regarding the various forms of 


direct advertising, postal regulations, 
and the multitude of other problems 
that sometimes puzzle the direct mail 
user or producer. 

The services it renders its members 
are as follows: 

First of all, the Association sends out 
to its members each week a Bulletin 
covering the entire range of direct mail 
activity. It brings them definite point- 
ers for sales letters; reports on tests of 
various selling plans now operative; 
and digests on the application of direct 
mail to specific sales promotion prob- 
lems. 

Through the Bulletin, the members 
get the only complete verbatim reports 
of Direct Mail Conventions, and the 
direct mail sessions of the American 
Federation of Advertising. 

It keeps them in touch, too, with 
current magazine articles of interest 
in direct mail work. 

Then there is the Research Depart- 
ment backed by files and files filled 
with specimens of direct mail in every 
form, and information as to methods 
and results. <All of this material is 
available to members on loan without 
extra expense. 

The Advisory and Consulting Ser- 
vice, given also to members without extra 
charge, enables them to submit speci- 
mens of their own for constructive 
criticism; it acts as intermediary in 
differences of opinion between members 
and the post office department, and 
helps in numerous less important de- 
tails. 

These services cannot be duplicated 
in other advertising organizations for 
the $25.00 fee charged for D.M.A.A. 
membership, but in addition to these 
services, the Association is constantly 
assisting individual members to make 
new connections, and firms to get addi- 
tional help. It is working continually 
for lower postal rates and better mail- 
ing conditions. 

The Association conducts an Annual 
Convention, and in conjunction with it 
an Advertising Business Show in which 
are displayed products, services and 
devices that enter into all phases of 
advertising, merchandising and sales 
promotion work. This is the only Ad- 
vertising Business Show held regularly 
in America and gives exhibitors an op- 
portunity to display their services to 
approximately twenty-five thousand 
business executives each year. The 
Convention itself is attended annually 
by 1800 to 2000 advertising and sales 
executives. 


Envelope Manufacturers Asso- 
ciation of America 


By CHARLES R. STEVENSON, Secretary- 
Treasurer 


The Envelope Manufacturers Asso- 
ciation of America, which is, as to 
name, successor to the Bureau of En- 
velope Manufacturers of America and 
the American Envelope Manufacturers 
Association, is an unincorporated asso- 
ciation of commercial envelope manu- 
facturers. Its fundamental purposes 
are educational, directed toward im- 
provement in the management methods 
of the companies within its membership 
and carried out by the collection and 
exchange of information such as would 
not be available from any other source 
to the individual manufacturer. 

There is only one class of member- 
ship. This is open to any bona fide 


manufacturer of commercial envelopes, 
subject to the approval of the appli- 
cant and his company by the existing 
membership and to assumption of re- 
sponsibility for payment of dues as 
regularly assessed. A member of the 
Association incurs no binding obliga- 
tion beyond payment of his dues and 
the pledge to be honest and truthful in 
all business transactions with other 
members. Participation in any one or 
more of the specific services and ac- 
tivities of the Association is optional 
with the individual member. 

The Association collects, tabulates 
and distributes on a semi-monthly basis 
statistics covering unit volume of or- 
ders booked, production, shipments, un- 
filled orders on hand and finished stock 
on hand. These statistical reports set 
forth the relation of current volume of 
business to a fixed capacity rating for 
the group and to the volume for cor- 
responding periods for past years. 
Each member participating in the com- 
pilation of these statistics is provided 
with figures showing the relation of his 
own capacity to that of the industry 
and the relation of his own volume of 
business to that of the industry. 

A uniform system of cost accounting 
is sponsored by the Association. A 
standard procedure and standard forms 
for operation of the uniform cost sys- 
tem are made available to all members. 
Each member is also entitled, without 
extra charge beyond the payment of 
his regular dues, to the services of an 
experienced cost accountant employed 
by the Association for supervising a 
complete installation of the uniform 
cost system. 

The Association compiles and pub- 
lishes annually for the exclusive in- 
formation of its members, composite 
belance sheets, profit and loss state- 
ments and composite operating and 
management ratios, all based on the 
actual annual statements of its mem- 
bers. Such composites furnish to the 
individual company a reliable guide to 
the normal balance sheet and operating 
ratios characteristic of their own in- 
dustry. 

The Association has carried on for 
three years a national advertising cam- 
paign to promote the sale of better 
business envelopes and to educate cer- 
tin classes of business envelope users 
to profitable possibilities along the lines 
of envelope designed to tie in effectively 
with direct mail advertising enclosures 
and other business messages. The ad- 
vertising has been directed as well 
toward the education and stimulation 
of the envelope manufacturers them- 
selves, to capitalize in their sales ef- 
forts the latent possibilities of the 
envelope as an advertising medium and 
as an integral part of direct mail ad- 
vertising material. 

The Association has acted in the in- 
terest of the envelope manufacturing 
industry in combating the encroach- 
ment of Government monopoly as rep- 
resented by the procurement, distribu- 
tion and retail sale of printed stamped 
envelopes through the medium of the 
thousands of post offices and postal 
employes of the United States. Bills 
for the limitation of this form of Gov- 
ernment competition with private en- 
terprise have been kept continuously 
before Congress for a number of years 
and simultaneously educational pub- 
licity has brought about considerable 
reduction in the use of the Government 
product by business establishments and 
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@ corresponding increase in the pat- 
ronage of private manufacturers. 

The Association has sponsored and 
aids in enforcement of uniform trade 
customs, trade practices and a liberal 
code of ethics. 

Through the medium of the Associa- 
tion the industry cooperates with the 
Post Office Department in fostering 
adherence to those postal laws and 
regulations which affect the size, shape, 
design, color and printing on envelopes 
and in turn receives the cooperation 
of the Post Office Department in the 
modification of postal regulations which 
are burdensome or injurious to busi- 
ness patrons of the post office. 


Miscellaneous— 


The Association headquarters serves 
as a clearing house for frequent special 
surveys and investigations. Regular 
services include employment exchange, 
machinery exchange, information ser- 
vice on sources of material. 

As a general rule, non-members do 
not participate in the.activities or ser- 
vices of the Association. Casual re- 
quests, however, for information are 
always honored and to some extent 
non-member companies participate in 
employment and machinery exchanges. 
Regular meetings of the Association 
are always open to attendance by any 
bona fide envelope manufacturer. 


Export Managers Club 
of New York 
By Oren O. GALLup, Secretary 


The slogan of the Club, “Helping 
Each Other In Foreign Trade” defines 
very clearly the object of this organi- 
zation. It is a clearing house for in- 
formation on every phase of exporting. 
This means that the experience of the 
organization as a whole is available 
to every member. This experience in- 
cludes export technique, selling, adver- 
tising and management. 

Through this interchange, the Club 
has been very active in ascertaining, 
analyzing and co-ordinating those 
methods which have been found most 
successful in extending American ex- 
port trade. Its members include men 
who have travelled in every part of 
the globe and who, consequently, are 
familiar with almost all products. 
There are members who have special- 
ized in specific markets or goods. Cer- 
tain members are authorities on adver- 
tising, credits, packing, etc. Others 
have been successful in organizing or 
management, either in the home office 
or abroad. Still others have won fame 
for successfully. establishing or con- 
ducting foreign agencies, branch houses 
or assembling plants. Obviously, with 
such sources of information, available, 
and freely used, the interchange is of 
great value to its members. 

From its inception, the Club has 
striven to place the export business of 
the United States on the highest plane 
of efficiency. Its officers have always 
realized that this would be accomplished 
only by attracting to the profession of 
export management the most competent 
men and women. They have also real- 
ized that in aiding the individual 
member, foreign trade practice of the 
United States has benefited. Experi- 
ence has proven that this policy has 
reacted favorably upon the entire pro- 
fession of export management. 


Membership in the Export Managers 
Club of New York is definitely limited 
to export executives of American man- 
ufacturing concerns actively engaged 
in export trade. Active members are 
those engaged in business within a 
radius of sixty miles of New York City. 
Only one officer or employee of each 
manufacturer or group of allied or sub- 
sidiary companies represented shall be 
eligible for active membership at one 
time. 

Associate members are officers or 
employees of American manufacturers 
who are already represented by an 
active member. Non-resident members 
are those engaged in business at a 
greater distance than sixty miles from 
New York. 

The advantages of membership in- 
clude the privilege of attending the 
semi-monthly luncheons of the Club 
and other special meetings including 
the Annual Get-Together at which 
export executives from all over the 
country are in attendance. At these 
meetings there is open discussion of 
problems or markets covered by the 
addresses. There is also the opportun- 
ity of friendly intercourse with many 
of the leading executives in the export 
fraternity of the United States. 

Membership also makes it possible to 
obtain personal advice and counsel 
regarding specific export problems. 
Members receive a report of the pro- 
ceedings of each meeting. These in- 
clude the verbatim accounts of the 
addresses, speeches and discussions. 

The Club conducts a bulletin service 
which deals with a variety of topics. 
It includes answers to questionnaires, 
items regarding applications for posi- 
tions, data regarding export problems, 
trade leads and opportunities. 

As it is through membership that 
one gets the privilege of contributing 
to, and utilizing the general fund of 
American export knowledge, technique 
and practice, it is obviously necessary 
to limit the service of the Club to the 
members and no service is given nen- 
members except as a matter of courtesy 
under special conditions. 


Lithographers National Asso- 
ciation 
By Maurice Saunvers, Secretary 


The Lithographers National Asso- 
ciation, Inc., was organized in 1906 
under the title of National Association 
of Employing Lithographers, the cor- 
porate name being changed to the 
present title in August, 1926. 

The functional objectives of the Lith- 
ographers National Association, Inc., 
are set forth in their Certificate of 
Incoporation as follows: “To foster the 
business of lithographers, to reform 
abuses therein, to secure for ourselves 
and for our business, freedom from un- 
just and unlawful exactions, to produce 
uniformity and certainty in the cus- 
toms and usages of the business, to 
settle differences among the members 
of the corporation, to promote a more 
enlarged and friendly intercourse be- 
tween the members, to maintain 
amicable relations between the mem- 
bers and their employes. to prevent 
unjust and unreasonable discrimination 
against any person or persons by any 
combination, person or conspiracy in 
any matter relating to the business of 
the members of the corporation, and 


in general to foster and advance the 
industrial progress of the lithographic 
trade.” 

Principally, the Association was or- 
ganized to protect its members against 
unfair and ill-advised abuse from labor 
unions. The open shop principal of 
operation was established and has been 
strongly maintained since 1906, with 
great benefit to the industry. Because 
lithographers have been largely free 
from the domination of arrogant labor 
union officers, they ave been able to 
develop their business along construc- 
tive lines, introducing much used labor- 
saving machinery, establish economic 
factory conditions and maintain reason- 
able work-week hours. Whether or not 
lithographers are members of the As- 
sociation, they have largely benefited 
from the conditions established and 
maintained by the Association. 

Any employing lithographer owning 
or operating lithographic power presses 
or employing lithographic labor who 
operates an open shop is eligible for 
membership. The Association does in- 
sist that superintendents and foremen 
be non-union. Men in sub-executive 
positions cannot carry water on both 
shoulders. If they live up to their 
oath that they took when they joined 
the union, they cannot be loyal to their 
employers, and if foremen are not loyal 
to their employers, sound open shops 
cannot be maintained. 

The specific type of services supplied 
to members would entail a long enume- 
ration, but principally, the Association 
operates employing bureaus, located in 
New York, Chicago and San Francisco, 
through which they supply skilled men 
that are needed by their members and 
find jobs for men needing work. In 
highly skilled trades, it is important 
to know every man’s history. The As- 
sociation keeps its records of individual 
workmen up to the minute and has 
accumulated thousands of such rec- 
ords so that they know the character 
and skill of the individual workmen 
and keep out of their shops the trouble 
makers, union agitators, slackers, and 
poor mechanics. Largely through the 
work of the employment bureaus, the 
shops of members are manned with 
highly skilled artisans and enjoy a 
relatively small turnover. 

To insure a supply of skilled labor, 
the Association insists upon its mem- 
bers training apprentices, laying down 
specific rules covering the period of 
time which apprentices must serve, 
and upon completion of their term, the 
Association issues a proper certificate. 

Because of the confidence which the 
workmen have in the employment bu- 
reaus, many, many misunderstandings 
are adjusted. Dissatisfied employes 
confide to employment managers their 
difficulties and get them straightened 
out. Wage inequalities are adjusted 
without friction. The compilation of 
accurate information regarding wages 
enables employers to make intelligent 
adjustments. Every wage change 3s 
promptly reported to the employment 
bureaus and there is always available 
to members complete information re- 
garding wages in all parts of the United 
States for all types of men. 

Regular news bulletins of the litho- 
graphic industry are sent to members, 
and a supplementary bulletin is issued 
several times a year, listing all used 
machinery and supplies that are for 
sale. Through the medium of this 
bulletin, hundreds of thousands of dol- 
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lars of used machinery have been dis- 
posed of without brokerage or selling 
cost. 

The Association is active in legislative 
and other matters of interest to the in- 
dustry. It has been responsible for 
securing just and proper tariff rates, 
not for the purpose of completely shut- 
ting out foreign lithography, but with 
the view of getting proper protection 
for lithographers in the United States. 
It joined in the “Simplification of 
size and elimination of waste” program 
promoted by the Department of Com- 
merce, and it has cooperated in secur- 
ing fair and just postal rates. In co- 
operation with the Outdoor Advertising 
Assoication it has simplified and stand- 
ardized the outdoor posters with great 
benefit to all concerned. It established 
a uniform plan covering group, life and 
disability insurance for the benefit of 
employes. 

It cooperates with the folding box 
and label manufacturers in developing 
and extending accurate and uniform 
cost accounting. The establishment 
an denforcement of reasonable trade 
customs is one of the most important 
services that can be rendered by an 
Association to the industry it represents. 
Many abuses have been eliminated and 
customs established that are generally 
recognized by both sellers and buyers. 


The Association is responsible for 
bringing about the advertising of lith- 
ography and developing a more favor- 
able attitude toward lithography in the 
minds of advertisers and important 
buyers, and it has cooperated with the 
Association of National Advertisers to 
eliminate waste in the preparation of 
speculative sketches. 

The Asosciation is responsible for 

organizing the Lithographic Technical 
Foundation, whose members contrib- 
uted a larger part of the fund approxi- 
mating $650,000, the income from which 
maintains the Foundation. The value 
of the Foundation work to the industry 
cannot be estimated in terms of dollars. 
The greatest benefits from the Founda- 
tion research and educational work are 
ahead of us. 
. Quite outside of the services above 
mentioned, the general office of the 
Association undertakes to secure any 
information needed and to answer any 
questions that are asked. All types of 
questions come into the Association 
office, and during the past ten years, 
not a single question has remained 
unanswered. This service is peculiarly 
valuable to the smaller shops which 
cannot economically maintain employ- 
ment offices, research and welfare de- 
partments. The larger shops main- 
taining such departments constantly 
check their information through the 
Association offices. 

An Association is no better and no 
worse than its members make it. The 
fact that the membership of the Lith- 
ographers National Association is made 
up largely of houses that have been 
continuously its members since it was 
organized in 1906 testifies to its value 
to the industry much more effectively 
than words can picture. It is recog- 
nized as the only association having 
influence in the industry and is more 
or less constantly consulted by gov- 
ernment departments, foreign govern- 
ments, and other trade associations in 
the United States and foreign countries. 


New problems are constantly facing 
the industry and rapidly changing con- 


ditions will bring forward other prob- 
lems which must be intelligently han- 
dled. There are many common problems 
which cannot be successfully dealt with 
by individual employers. Through an 
association these problems are dealt 
with in fairness to all and with special 
favor to none. The Association has 
continually operated for the benefit of 
its members and is entitled to the sup- 
port of every employing lithographer 
who is operating an open shop. 


Marketing Executives’ 
Society 
By Joun A. STEVENSON, President 


The Marketing Executives’ Society 
was organized three years ago in recog- 
nition of the need for an organization 
in which leading marketing executives 
might discuss marketing problems 
under confidential circumstances in 
which they may benefit each other. 
The Society works quietly, without 
publicity through press notices or other- 
wise. The attendance at meetings is 
limited to members who are drawn 
from non-competing companies. There 
are no publications. The Society has 
no invited speakers. There is no en- 
tertainment. The Society does no 
research work, but it does provide 
unrestricted Round Table discussion of 
marketing problems in the proper at- 
mosphere for the frankest interchange 
of experience, facts, and opinions. The 
job of the Society is through fraternal 
cooperation and systematic interchange 
of ideas and opinions to secure for 
members the benefits of the best and 
most efficient and most economical 
methods of sales, marketing and dis- 
tribution of merchandise. The number 
of members of the Society is limited to 
50 marketing executives of non-compet- 
ing companies which are members of 
be American Management Associa- 

on. 


The Society has three meetings a 
year, each meeting being held Friday 
evening, Saturday morning, and Satur- 
day evening—Saturday afternoon being 
devoted to recreation. Members may 
bring their associates but may not send 
associates as alternates. Thus, the per- 
sonal acquaintanceship of the members 
of the Society facilitates the most inti- 
mate discussion and criticism of poli- 
cies and practices of members. 

Members of the Executive Committee 
are: 


John A. Stevenson, Manager, Home 
Office Agency, Penn Mutual Life In- 
surance Company. 

L. R. Boulware, General Sales Man- 
ager, Syracuse Washing Machine Com- 
pany. 

Victor Bowman, Sales Manager, Pa- 
cific Mills. 

M. J. Beirn, Vice President, General 
Manager of Sales, American Radiator 
Company. 

E. S. Sanderson, Sales Manager, 
Scovill Manufacturing Company. 

Walter C. Hill, Vice President, Retail 
Credit Company. 

Laurence J. Conger, Vice President, 
L. C. Smith & Corona Typewriters, Inc. 

The Secretary is W. J. Donald, 20 
Vesey Street, New York, N. Y. 


Market Research Council 
By Pau. T. CHertncton, President 


This organization was formed in 1926 
for the purpose of conducting periodic 
discussions of problems concerning 
market analysis. 

The principal purpose was to increase 
acquaintance among those working in 
the market research field and to facil- 
itate the interchange of ideas between 
market research workers. 

Membership is on an invitation basis, 
names being submitted to a member- 
ship committee by nomination of mem- 
bers. The membership committee acts 
largely on the basis of scientific achieve- 
ment in the field of market research. 
The membership is confined to a total 
of 50 and at the present time the quota 
is practically complete. 

The principal activities are meetings 
which are held once a month at the 
luncheon hour during all except the 
midsummer months. These .meetings 
are devoted to discussion of papers or 
reports presented to the members by 
other members or invited guests. 

Other activities are carried on by the 
Association by their standing or special 
committees. ‘These activities are all 
concerned with attempts to improve 
market research operations and per- 
sonnel. 


National Better Business 
Bureau 
By Epwarp L. GREENE, General Manager 


(1. The Functional Objectives of the 
National Better Business Bureau.) 

Starting as a Vigilance Committee of 
the A.A.C. of W. eighteen years ago, 
the National Better Business Bureau 
has through a process of evolution be- 
come the appointed agency of a very 
substantial portion of the national ad- 
vertising industry to provide and pro- 
mote ethical standards in advertising. 
The Bureau is an agency of business, 
created and maintained by those who 
believe in the importance of business 
taking constructive and determined ac- 
tion 

—to defend itself against unfair sel!- 
ing practices and, 

—to curb those evils in advertising 
and selling which destroy consumer 
confidence. 

This impartial, non-profit agency 
enables business to challenge and rec- 
tify its own destructive tendencics 
through a practical system of self reg- 
ulation rather than leave them to law 
and legislation. 

(2. Who is Eligible for Membership, 
and on What Basis.) 

Any individual, firm or association of 
good repute interested in promoting 
fair competition is eligible for member- 
ship. There is no fixed membership 
fee—this being a matter for individual 
subscribers to determine in accordance 
with their interest in the Bureau’s 
work. Subscriptions range from a 
nominal sum of $100 to $1000 and more. 

Where a distinctive program of ser- 
vice is undertaken for a specific indus- 
try, it is financed by a fund subscribed 
by that industry. The amount of the 
fund required would depend upon the 
scope of the work to be done. 

(3. Specific Type of Service Supplied 
to Members.) 

The National Better Business Bu- 
reau’s service to its members may be 
grouped as follows: 

Fraud—Investigation of products 
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by type, publicizing the fraud, 
reporting of facts to publishers 
and law enforcing agencies. 

Fraud—Investigation of products by 
individual case, publicity, report- 
ing of facts to publishers and 
law enforcing agencies. 

Legitimate Business — Investigation 
of unfair advertising of legitimate 
products by type and the promo- 
tion of ethical standards for the 
entire group. 

Legitimate Business — Investigation 
of unfair advertising of legitimate 
products by case and the exercise 
of corrective influence through 
negotiation, publicity or law en- 
forcement. 

In addition, the Bureau maintains 
a Financial Department which is con- 
cerned primarily with the fringe of 
fraud and unhealthy promotion which 
seems to lure the uninitiated with “get 
rich quick” claims. Through widely 
distributed bulletins and booklets of an 
educational character and through the 
dislay of posters in industrial plants, 
the Bureau encourages inexperienced 
investors to “Investigate—Before You 
Invest.” 

The National Better Business Bureau 
is affiliated with 49 local Better Busi- 
ness Bureaus in principal cities. 

Local Bureaus are agencies of local 
business. Each Bureau functions in 
behalf of its local business interests in 
the same manner as the National Bu- 
reau serves national advertisers and 
distributors. 

Every Better Business Bureau is a 
separate corporate entity. Local Bu- 
reaus are financed independently 
through subscriptions from firms whose 
activities and business interests are 
confined to their respective metropoli- 
tan communities. 

The National Bureau devotes its 
efforts to serving those companies 
whose business is broader than a local 
community and termed as national or 
semi-national in extent. Companies of 
this character are the subscribers to 
the National Better Business Bureau. 

The National Bureau enjoys close 
cooperation with local Bureaus, and is 
the clearing-house through which local 
Bureaus seek information outside their 
own territories. 

Since the National Better Business 
Bureau is the recognized agency of 
national distributors, it is the policy of 
the Affiliated Better Business Bureaus 
to refer all inquiries or complaints, in 
connection with advertising that is not 
purely local, to the National Bureau for 
investigation and action. 

(4. Service to Non-Members.) 

The Bureau will investigate and take 
such action as may be indicated, any 
complaint involving unfair competition 
regardless of the source of the com- 
plaint. The Bureau will also furnish 
any inquirer with such information as 
it may have, or may be able to develop 
through investigation, on any request 
for information coming within the 
Bureau’s scope of work. 


National Industrial Advertiser's 
Association 
(Also called “NIA”’) 
By Wm. A. HEMMING, 
Executive Secretary-Treasurer 


The National Industrial Advertisers 
Association is an organization of ap- 


i 


proximately 800 men, located through- 
out the industrial areas of the United 
States, who are primarily interested in 
solving the problems peculiar to indus- 
trial advertising and selling. At pres- 
ent, the Association has eight chapters, 
all of which maintain definite contacts 
with a National Headquarters office 
located in New York City. The chap- 
ters are located in New York, Philadel- 
phia, Buffalo, Cleveland, Cincinnati, St. 
Louis, Chicago and Milwaukee. In 
addition, there are a large number of 
Members-at-Large located in smaller 
cities inaccessible to the chapter cities. 


Objectives 


The object of the National Industrial 
Advertisers Association is: to affiliate 
industrial advertising associations into 
a central body for the purpose of fur- 
thering the best interests of industrial 
advertising and marketing; to provide 
a means through which industrial ad- 
vertisers may assist each other in the 
exchange of ideas to produce more 
effective work; to aid in the elimination 
of waste in distribution; to encourage 
the study and better understanding of 
industrial advertising among other ad- 
vertising associations; to promote the 
study of industrial advertising in the 
advertising courses of schools and 
colleges; to correct any abuses in in- 
dustrial advertising that may arise; to 
promote good fellowship among indus- 
trial advertising men. 


Qualifications of Membership 


Applicants for membership in any 
class must subscribe to the standards 
of practice of the National Industrial 
Advertisers Association, and may be 
required at any time to give satisfac- 
tory evidence of adherence to these 
standards. 

Any applicant for membership, either 
active or associate, who shall be elected 
by the Board of Directors and who 
shall qualify by payment of membership 
dues, shall become a member. The 
affirmative vote of the majority of the 
Board of Directors shall be sufficient 
to elect members. 


AcTIVE MEMBERSHIP—Active members 
of the corporation shall be unlimited 
in number. Employees of concerns and 
organizations that have _ industrial 
marketing problems and who are af- 
filiated with advertising associations or 
advertising clubs whose primary pur- 
pose is the advancement of the stan- 
dards of industrial advertising shall 
be eligible for active membership. 


Active members only shall have the 
right to vote and hold office and enjoy 
all the other privileges which may be 
included in this class. 

ASSOCIATE MEMBERSHIP—The associate 
members of the corporation shall be 
unlimited in number. Employees of 
industrial publications, or agencies, and 
service organizations engaged in indus- 
trial advertising, and who are affiliated 
with advertising associations or adver- 
tising clubs whose primary purpose is 
the advancement of the standards of 
industrial advertising shall be eligible 
for associate membership. 

MEMBERS-AT-LARGE — Members - at - 
Large in the corporation shall be un- 
limited in number. All natural persons 
who qualify either as an active member 
or an associate member, but who are 
not affiliated with an advertising asso- 
ciation or an advertising club shall 
be eligible for membership-at-large. 
CHAPTER MEMBERSHIP—Chapters mak- 


ing application for membership in the 
National Industrial Advertisers Asso- 
ciation shall submit their credentials 
to the Board of Directors, who shali 
exercise the right of accepting or re- 
jecting the application. 

A chapter, upon being notified of the 
acceptance of its. application, shall 
immediately make payment of a char- 
ter fee to the sum of $25 to the nationa! 
secretary. This fee shall be separate 
and distinct from membership dues. 
In return for this fee they shall receive 
a Charter of membership in the Na- 
tional Industrial Advertisers Associa- 
tion. 

Annual Dues 


The annual dues are divided into 
five classes, in accordance with the 
following schedules. These dues are 
separate and distinct from local chapter 
dues. 


Crass A—LIFE MEMBERSHIP—$5000— 


Any individual contributing the above 
amount shall become a life member 
and shall be exempt from payment of 
all dues thereafter. ‘This class shall 
receive all the services of the Head- 
quarters Office free of charge, including 
Case Studies, Market Surveys, Statis- 
tical Work, Monthly Bulletin, Informa- 
tion Service, etc., and shall be given 
proper recognition for their support 
in the annual N.I.A.A. Book of Pro- 
ceedings. This class shall also receive 
free registration and tickets to all con- 
vention activities. 

CLass B—CONTRIBUTING MEMBERSHIP 
—$500 Up—This class shall receive all 
the services of the Headquarters Office 
free of charge including Case Studies. 
Market Surveys. Statistical Work. 
Monthly Bulletin, Information Service. 
etc., and shall be given proper recogni- 
tion for their support in the annual 
N.I.A.A. Book of Proceedings. This 
class shall also receive free registration 
and tickets to all convention activities. 

Crass C—SUSTAINING MEMBERSHIP— 
$100 Ur To, BUT NOT INCLUDING, $500— 
This class shall receive the services of 
the Headquarters Office free of charge 
including Case Studies, Market Surveys. 
Statistical Work and Monthly Bulletin 
and shall be given proper recognition 
for their support in the annual N.IAA. 
Book of Proceedings. 

Ciass D—PARTICIPATING MEMBERSHI? 
—$25 UP TO, BUT NOT INCLUDING, $100— 
This class shall receive the services of 
the Headquarters Office free of charge 
including Case Studies, Market Surveys. 
Statistical Work and Monthly Bulletin 
and shall be given proper recognition 
for their support in the annual N.IAA. 
Book of Proceedings. 

Citass E—REGULAR MEMBERSHIP—$3 

FOR ACTIVE AND ASSOCIATE MEMBERS—$5 
FOR MEMBERS-AT-LaRGE—This class Ol 
membership shall receive the Bulletin 
service only, and the privilege of at- 
tending Conventions. All other serv- 
ices, such as Case Studies, Market Sur- 
veys, Statistical Work, shall be chargec 
for at a rate to be determined by the 
Board of Directors. 
NOTE—The above annual dues for 
classes A, B, C & D are separate and in 
addition to local dues and are payable 
by check to the National Treasurer 
same as Members-at-Large. Either 
Active, Associate or Members-at-Large 
may subscribe to one of the above 
classes. 


Type of Services Supplied to Members 
The Association maintains a Head- 
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quarters Office in Room 413 Graybar 
Building, New York City, with a small 
but growing staff in charge of an Exec- 
utive Secretary and Director of Re- 
search. The officers, directors and 
committeemen serve voluntarily and 
devote much of their time to activities 
designed to improve the processes. of 
industrial distribution. There are 16 
standing committees in the Associa- 
tion. The activities of some of these 
committees are given herewith: 

TECHNICAL PUBLICITY BupGETS—This 
Committee is making an exhaustive 
study of the advertising budgets of 
several hundred industrial advertisers 
for the purpose of determining what 
different channels absorb the industrial 
advertising dollar, with the percentage 
of the total devoted to each. 


ReESEARCH—Qualitative Analysis of the 
trade and industrial press—A study is 
under way whereby it is hoped to give 
the industrial advertisers a more ac- 
curate yardstick to measure relative 
qualities of publications in the various 
trade and industrial groups. This 
Committee already has issued five Case 
Studies, the title of the first being 
“A Method of Marketing Turpentine 
That Begins With The Consumer’s 
Point of View.” The Committee in 
collaboration with the Director of Re- 
search, is building up a comprehensive 
industrial marketing data file. It is 
now prepared to undertake to answer 
almost any question regarding indus- 
trial marketing, or to indicate where 
the answer can be located. 

DoMESTIC MARKETING PROBLEMS—This 
Committee organized two years ago has 
been instrumental in securing improve- 
ments in the Biennial Census of Manu- 
factures, and in the Industrial Census 
to be taken simultaneously with the 
general Census of Distribution in 1930. 
It is constantly working to locate, or 
develop market data useful to the 
manufacturer of industrial products. 


ExpoRT MARKETING PROBLEMS—This 
Committee function as its name implies. 
Industrial marketing executives with 
export problems have been able to se- 
cure invaluable assistance through the 
activities of this committee. 


MonTHLY News BuLLETIN—The Asso- 
ciation issues a monthly news bulletin 
to keep all members informed, not only 
of the activities of the Association, but 
more particularly of what is going on 
in industrial marketing. 


In addition, the Association is co- 
operating with teachers of marketing 


and advertising, supplying them with’ 


useful material for use in teaching 
industrial marketing and advertising in 
the schools and colleges of the country. 
It is undertaking a comprehensive sur- 
vey of Industrial Advertising Depart- 
ment Procedure and Organization, 
which survey will show how representa- 
tive industrial advertising departments 
are, or should be, organized. 


National Industrial Conference 
Board, Inc. 
By PavuL KELLOGG 


The objects of the Board are: 

To make impartial investigations in 
the field of industrial economics, and 
to cooperate to this end with individ- 
uals, institutions, associations and 
agencies of Government; 

To aid in securing, on the basis of 


established economic facts underlying 
and affecting industrial conditions, 
joint deliberation of manufacturers 
and associations of manufacturers in 
the United States; 

To secure, analyze and. disseminate 
information concerning industrial prob- 
lems and experience in the United 
States and other countries; 

To promote good understanding and 
friendly relations between employees 
and employers for the benefit of both, 
and between those engaged in industry 
and the public for the general good of 
the community; 

To make the results of its research 
and collective experience available to 
Governmental agencies when industrial 
and economic legislation and policies 
are being formulated, in an endeavor 
to secure sympathetic consideration of 
its views and opinions, and 

In general, to encourage and promote 
the sound development of American 
Industry by all proper and legitimate 
means. 


Membership 

The Board is supported by voluntary 
contributions. These are received from: 
a. Contributors—individuals, partner- 
ships, business corporations or associa- 
tions who contribute from $100 to $500 
annually. 

b. Patrons — individuals, partner- 
ships, business corporations or as- 
sociations who contribute $500 
annually. 

ce. Affiliated Organizations—national, 
interstate or state industrial as- 
sociations and any department or 
bureau of the U. S. Government, 
engaged in or identified with in- 
dustrial production. 

The Membership of the Board com- 
prises two representatives from each 
of the affiliated organizations (except 
state associations which designate only 
one representative) and such designates 
of the patrons of the Board which it 
may elect upon recommendation of its 
executive committee. 


Services 
The results of all activities listed in 
enclosed leaflet are available without 
charge to all contributors, patrons and 
affiliated organizations. 


Services to Non-members 


The publications of the Board are 
available to non-members at an ad- 
vertised price sufficient to cover cost 
of publication. 


Periodical Publishers’ Associa- 
tion of America 
(Also called “PPA”) 

The Association consists of a small 
number of the largest publishers of 
magazines of general circulation and 
acts exclusively in matters relating to 
advertising, including relationship of 
advertising agencies. 


Photographers’ Association of 
America, international 
By Joun Muiuican, Publicity Manager 


The Photographers’ Association of 
America, International, is one of the 
oldest trade organizations in the coun- 
try, having been founded in 1880. It 
is this year celebrating its golden an- 
niversary. 


ASSOCIATIONS AND THEIR FUNCTIONS (Continued) 


The Association is the official trade 
representative of professional photog- 
raphy in the United States and Canada. 
Its total membership represents nearly 
one-half of the active professional 
photographers. The scope of the or- 
ganization may be judged from the fact 
that, not counting various firms with 
chain studios, over $236,000,000 worth of 
business was done in 1929 by profes- 
sional photographers in the United 
States alone. 

The objectives of the Association are: 
1. To provide closer contact and co- 
operation between all classes of photog- 
raphers in all sections of the United 
States and Canada; 2. To assist the 
profession as a whole and the individual 
photographers in building up the busi- 
ness and artistic sides of photography; 
3. To educate the public to the value 
of all types of photography; and 4. To 
represent photography in such matters 
as national legislation, contacts with 
other professions, etc. 

For the past three years the Pho- 
tographers’ Association of America, 
International, has been conducting an 
international advertising campaign on 
portrait and commercial photography, 
the two main branches of the profes- 
sion. In 1929 this advertising amounted 
in national magazines alone to $115,- 
880. Among the sixty trade associa- 
tions which advertise more than $20,000 
a year, the Photographers’ Association 
of America, International, ranks twen- 
tieth. 

Various classes of membership in the 
Association are held by portrait, com- 
mercial, and industrial photographers, 
as well as representatives of the many 
photographic supply firms. The ser- 
vices supplied to members are many, 
including the national advertising, 
yearly conventions, a free thirty-two 
page monthly magazine, a free bulletin 
service dealing with various phases of 
the profession, material for all sorts of 
advertising including direct mail, prose- 
cution of unfair trade practices, many 
free items such as window display 
cards, suggestions for all tYpes of ex- 
ploitation, authoritative advice and 
help on all phases of photography, and 
an international field service now in 
process of construction whereby a 
trained representative will contact each 
individual photographer at least once 
a month for the purpose of assisting 
him in his business, his technique, etc. 

The Association maintains interna- 
tional headquarters at 2258 Euclid 
Avenue, Cleveland, Ohio, where the 
various executive departments of the 
Association, such as the secretary’s of- 
fice, a membership manager, a publicity 
manager, etc., are maintained. From 
this office any sort of information re- 
garding photography may be obtained 
by the public or business men. 


Screen Advertisers Association 
By WILLIAM JOHNSON, President 


This Association is a department of 
the Advertising Federation of America, 
having for its purpose the extension 
into the newer field of motion picture 
advertising, the stabilizing principles 
governing other great branches of the 
science. It has aimed to establish 
standards of practice for the guidance 
of its members and the protection of 
the buyer of screen advertising. By 
gathering together into its membership 
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many of the foremost producers 
throughout the country, the Associa- 
tion acts as a sponsor of the integrity 
of its member companies and sets up 
for the buying public standards by 
which reliability may be judged. 

All producers and users of motion 
pictures or other forms of screen ad- 
vertising, as well as manufacturers of 
equipment incident to the production 
and display of the product, are eligible 
to membership. An applicant must be 


ASSOCIATIONS AND THEIR FUNCTIONS (Continued) 


sponsored by a member, and accepted 
by the Executive Committee of the 
Association. There is a nominal mem- 
bership fee, and annual dues in the 
Association. 

The Screen Advertisers Association 
holds an annual meeting, acts as a 
clearing house for discussion on ques- 
tions pertaining to the industry, con- 
ducts exhibitions of equipment and 
materials, new productions, processes, 
etc. The offices of the Secretary and 


the resources of the Association are 
always available for service and infor- 
mation regarding personnel, equipment, 
productions and technical data. Non- 
members are at liberty to avail them- 
selves of the information supplied 
through the office of the Association 
Secretary. 

Recently the Association published 
a handbook entitled, “Advertising, 
Educational and Industrial Motion 
Pictures.” 


A, income-producing building project germi- 
nates in an owner willing to put up about 40 per cent 
of the cost against the chance of perhaps 20 per cent 
net return on his investment. A financing institution 
is then found ready to lend 60 per cent of the cost as 
a mortgage loan. The money to build now in hand, 
architects, engineers, contractors, and rental agents 
are employed; and jobbers, dealers, and manufac- 
turers given a chance to sell merchandise. 


The building is planned and specifications drawn up 
in conference with the owner—who encourages the 
inclusion of features on which he is sold and discour- 
ages others not worth the money in his opinion. The 


financing institution lifts its voice along the same 
lines. 


Bids are obtained ... And now the grief! ... The total 
cost is far in excess of the somewhat optimistic 
earlier estimates. This is the stage of the game at 
which the manufacturer is blessed indeed whose 
merchandise is worth the money in the owner’s 
opinion. The bank also scrutinizes changes closely to 
prevent impairment of the quality of its collateral. 


MORAL. To sell your merchandise, sell “‘the money.”’ 
Resort heavily to advertising in your sales approach 
to owners, bankers, and mortgage loaning institu- 
tions—since “‘the money” is generally quite inacces- 
sible to salesmen. 


BUILDING INVESTMENT 


The National Authority With the Money Interests 


420 LEXINGTON AVE. 


NEW YORK CITY 
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ADVERTISING 
APPROPRIATIONS 


HOW THEY ARE DIVIDED AMONG MEDIA 


Lineage of All National Advertisers in Newspapers and Magazines, 
with Largest Advertisers in Other Media 


an actual count of the newspaper lineage used in 

1928 by 2364 national products in the 366 newspapers 
of the 77 largest cities. This feature was so popular and 
so widely used by both advertisers and agencies in planning 
new campaigns and in checking the activities of competitors 
that it is again a feature of this year’s book and a similar 
count has been made for magazines. 

The newspaper count for 1929 shows increases both in 
volume of advertising and in number of advertisers. In the 
following pages appear the actual lineage used for 2548 
products in 369 daily and Sunday newspapers in 79 of the 
largest cities. The count was made from the compilations 
of Media Records, Inc. 

The magazine count covers the 1929 expenditures of all 
advertisers using $1000 or more in the 91 leading monthly 
and weekly magazines, checked by National Advertising 
Records, published by the Denney Publishing Company. 
This includes class and women’s magazines, but not farm 
Magazines. Following the count (in dollars) of magazine 
advertisers, is a list of the largest users of farm papers and 
national chain broadcasting, with their expenditures. Ac- 
curate figures for industrial, trade and business papers by 
amounts is not available. 

Classified by sixty divisions in the newspaper field and 
by twenty-three major divisions of magazine advertising, 
these records tell many stories of hot competition in the 
large markets among close rivals in their own lines and 
teveal vividly the competition for popular favor among 
industries themselves. But their value is more practical 
than it is dramatic. By means of the facts here presented 
every manager of sales and director of advertising can 
gauge the efforts he is making in sales promotion by the 
Tecord of the efforts of others in his own or kindred lines. 


O*: of the features of last year’s Reference Number was 


Provided with this information boards of directors and 
executive heads can make their appropriations for adver- 
tising with enlarged understanding of the problems before 
them. To no small extent, indeed, these records remove 
the element of guesswork from business—from the business 
of publishers as well as from the business of their customers 
—for they help to chart regions of the seas of advertising 
that have hitherto been obscure or but incompletely charted. 


Dollar expenditures are given for magazine advertising, 
but only lineage measurements are available for newspaper 
advertising. Those who prefer dollar expenditures to lineage 
measurements will have but little difficulty in making an 
approximate conversion of lineage into money. All they 
have to do is to reckon the average national rate of the 
newspapers in 79 largest cities, whose rates are given in 
the media section of this book, and multiply it by volume. 


There are no complete figures of the sum of advertising 
expenditures in all media. Estimates run all the way from 
1% to 2 billion dollars. Professor Neil H. Borden of the 
Harvard Graduate School of Business Administration offers 
these estimates for 1927 in the Hoover Committee Report of 
Recent Economic Changes: Newspapers, $690,000,000; maga- 
zines, $210,000,000; business papers, $75,000,000; direct adver- 
tising, $400,000,000; outdoor advertising, $75,000,000; street 
car cards, $20,000,000; radio broadcast, $7,000,000; premium, 
program, and directory advertising, $25,000,000; total, 
$1,502,000. 

It is believed that 1929 expenditures increased approxi- 
mately 10% over the figures quoted above with a much 
greater increase in radio broadcast advertising. Figures for 
direct advertising and for premium, program and directory 
advertising can never be better than estimates, since there 
is no method of accurately checking these expenditures. 
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NEWSPAPER LINEAGE OF 2548 NATIONAL ADVERTISERS 


Classified By Industries—Compiled From 369 Daily and Sunday P 


i 


Newspapers in 79 Largest Cities of the United States 


] 
] 
( 
This list includes all national advertisers using three or States, as counted by Media Records and compiled by it 
more newspapers in the 79 largest cities of the United for this book. ( 
( 
aceon 
Advertisers 1929 Advertisers 1929 Advertisers 1929 ¢ 
By Industries Lineage _By Industries Lineage By Industries Lineage 
I 
AUTOMOTIVE AUTOMOTIVE---(Continued) AUTOMOTIVE—(Continued) : 
Aviation Parts and Accessories—(Continued) Tires and ql eaaaaaaaaaaa : 
Bendix Aviation Corp. . Sie ritiize 47,826 Stewart-Warner Auto Products..... 4,119 Dunlop Tires.. ‘ Dhateeete 192,720 F 
Coastal Airways, Inc.. Sipvetcetein 15,477 DUTANEKY VaPoriZer......-s occ. ceceves 27,962 Federal Tires.. Rhea Fad Pit ica eat hile $5,748 ; 
Continental Air Express. . pists 26,037 Stromberg Carburetor............. 1,621 Firestone Tires . ae p Ne oar oes Wastin 1,478,378 P 
Michigan State Aviation School.. ... 765 Timken Roller Bearings............ 19,187 tg Tires.. SOS aa Toke 327,835 F 
Pickwick Airways.. Beis 58,560 Trico Windshield Wiper............ 12,062 G. & J. Cord Tires. Yet aretriay 3,517. F 
Transcontinental Air ‘Transit. sect 248,765 ea Safety Glass. .2.....- 33,446 General Tires... Rf ieee action 1,077,203 P 
Western Air Express... Late emecasens 19,722 L. Storage meee ee TT 1,149 Gillette Tires.. ere igen ie eae 17,008 G 
—_——- Vesta Batteries .. MEtGN ae sre 2,892 Goodrich Tires................... 1,29 024 6 
PAGE ce cticae a Ssencids ments 416,152 Watson Stabilators. . ha cok: 2,396 KSOOU VEGAS TIFGS: a5. 5.3 be ke vee eens 2,148,093 G 
Weed Chains. . me 127,054 cw nf nade aan a 279,679 6 
Gasolines and Oils Westinghouse Auto Products. 5 12,547 India Tires... ne ote eet ot aioe 43,858 6 
Alemite Lubricator... Som 439,078 Whirlwind Vaporizer. .............. 30,219 Inland Tires. Te ae 20,961 6 
American Oil Co.—Products.. J aiiies 2,095,042 Willard oe. 398,670 Kelly Springfield Rires., 2. ees 640,297 ms 
Aromax Gasoline.. aan 30,481 Willy, W. M. (Anti Glare Devices) .. 35,860 WRERVOOIN EE LILES) or, e ise v5 o0 6 513 ya si5:5 1,869 Je 
Associated Oil Co. — Products. eon 570,238 Wonderlite.. : 510 Lee Tires . RR RPE 265,640 1 
Atlantic Gasoline & Oil. piiadene 1,467,679 Zenith Carburetors................ 1,519 Mansfield Tires.. .. . ert Sra 6,335 k 
Barnsdall Gas & Oil.. Ss. 46,713 ae Marathon Tires & Tubes........... 4,792 K 
Betholine Gasoline.. By ches 27,101 27) ater eaeak Pree 2,830,566 Mason Tires....:... Be) eee 6,367 K 
Cities Service Oil & Gasoline. ...... 836,838 McClaren Tires. . ialomarater ta ees 21,805 L 
Colonial Gas and ne ON s.sc6k 1,217,793 | Passenger Cars I CE A ee ern 170,664 L 
Conoco Oil....... Rrra 956,664 lle le a a 975,811 eee 59,214 L 
Crown Gasoline. . ae he alak Be ret 58,904 Austin.. Bice Eid cgne atin ayers 2,492 1 TEST SRI eer eect cer 512,422 v 
Derby Lubricator. . Lane wee 3,512 Buick. Be ene ee 5,774,538 DOODEMRGANTCN  Soccie vos sie dk sie's a casei 37,408 ry 
Esso Gasoline.. re ee 420,773 Buick- Marquette... iste crassa esters hoes 191,677 Pennsylvania Tires................ 23,974 u 
Ethyl Gas Co ie 245,760 Cadillac Perse ee 37,585 POWON Super Tubes... 5... ..0 <0. cess 24,61 v 
Freedom Oil orks Co. —Products.. 41,461 Cadillac- La Sail. veel eee 2,500,937 OES 0 i 300,254 Vv 
General Gasoline... ae 242,690 Chandler.. pasta nebinioee ns 208,634 Seiberling ciao. te ek ee 122,898 M 
Gulf Refining Co. Products. gee 2,701,185 Chevrolet. . SR en ne enn tns 5,479,110 Standard ea cha ieee te rag 25,789 N 
Havoline Oil.. S sigie 123,192 Chrysler .. a eet 7,380,773 U. S. Tires. . RE ee ee eee 741,874 N 
Hyvis Motor Oils. eno eg ate 27,849 Chrysler-Plymouth .. bis 18,528 Vogue RRR RSS cae ahaa 3,218 5 
Kendall Oil & Gasoline . scctati ve 60,885 Chrysler mene ~ Gast.) .. ‘ 63,066 pene: x 
Magnolia Petroleum Co.. ore 841,478 Cord. nsaierae 222,092 PROCAE sci smu acws eases. ROSIOI0 : 
Marland Oil & eens Nee 126,604 De Soto.. en ee eee Pe Pen nae 4,404,277 N 
Mobiloil . ne cece SaCone 1,064,249 Dodge.. ee ae 6,930,060 a 0 
Monogram Oils. . ee 6,961 NRO ie Rene Seti 8,098 aaah ta Macaie Mittin Coats 94,306 P. 
Pan-Am Motor Oil, ‘& Gasoline. ee 372,502 BERG or aseoteaecrnatnel eon aaleele 2,343,201 pornos wa nce Kepublic Lrucks pr P 
Parco Gasoline . ws sue 177,582 LENA RRA eyed 27,644 a akens ae ha het P 
Pennsylvania Oil.. Oe wer ree 152,359 NIB ince) Slosbed Aa Roi bidee Ka OS AOR 149,530 Cass Threshing Machine. tebe eine ; 
Pennzoil .. sbiesieeeits-s 774,974 erin ce Seer 4,664,027 Cotillion Tractor. soee 62'502 P 
Pure Oil Co. Products .. Bee 1,184,394 ee pee teccaasasedehediea 7,641,761 Chevccint Tracks tebe eee $7'140 P, 
Quaker State Oil.. 222,080 Franklin. . bore enc op ater nGeaiane 2,083,362 Tees Tease peer ee cece 3°460 R 
Refiners Oil Co. Products. 118,750 Gardner. Patehs 273,775 D Tract aba ebalieaeaa ae aaie 11138 Q 
Richfield Gasoline & ~. ee 1,497,103 General Motors Corp. Gnst).. , 3,172,153 — =e pons» igh. n. steerer sie oees ae z 
Shell Gasoline. RP Ne 2,623,853 Graham. rete e 4,349,493 oe ene he la ALI eL Bods EO 1 700.478 3} 
Sinclair Gasoline & Oil... ceage © 1,989,009 Hudson.. ee Meer eee 4,927,997 Pa noe ag UCKS. rete eeee viata 3 
Socony Gas & Motor Oils. . te 1,733,809 “soe ey ENTE Ram 1,123,380 Fel 362°389 & 
Sohio Gas and Oil pict 991,951 Meee NINE oe sce chi sicivic ose) vs scaverecnieccs 3,366,272 Federal a Sree eee eres ryt 5 
Standard Gasoline and Oils.. ie 757,585 BE Pen ene retin ee 317,123 Ford Trucks & T: tees 31404 3 
Standard Oil Co. of California. .... . 764,088 RSS eee ehe te er tern ey it 33,004 GM. C te se ractors . tenes 1.166°231 3 
Standard Oil Co. of Indiana........ 1,672,317 ert ee te 65,339 Harle oak stant ae Trcic . aa St 
Standard Oil Co. of Kentucky... ... 29,749 RRHE, o5 oo cose ae ors eet 784,453 to vith Ti : sg ck : 610'865 r 
Standard Oil Co. of Louisiana . ms 376,045 Locomobile. . 17,409 M oe Truce arvester LTUCKS..... 11°300 T 
Standard Oil Co. of New Jersey.. Fe 688,420 Marmon. . 724,970 Mor i 1 T S. moet eee 81'547 T, 
Standard Oil of Pa.........- ae 417,173 Marmon-Roosevelt .. es TR 214,380 ene Tr aa Reon coe O08 0 
Sunoco Gasoline and Oil........... 1,527,715 Marquette. i SRA Apene aoe 1,755,916 Res rd Wa eee e eee eens 943°751 a 
Texaco Oil & Gasoline..........-.. 1,461,585 Mercedes-Benz. shiaioe amc tar ne ote 4,683 Sctaet Prciae tees ee ee eee 9460 Vv 
Tydol and Veedol............-.+.. 2,384,376 a icich ep Nee ewe kee 12,672 Soman Teenie. ee eee 118,941 Vi 
Union Gasoline... ......cccccceseee 613,699 Nas BPN Narang eer rca te 6,588,072 Reodiiaies Tiabe we ee sere ereas 94'418 W 
ee Oo Le ae ee 12,512 se ickom eine obtate ears 3,532,294 Vaughan Ves T at K tee 1'053 W 
oe Oakland-Pontiac.. Reps Pcie 816,331 Whit TY ex Tred Trucks. sees 247°580 Ww 
Se Ste is EAI AY 3.190.980 ite Trucks.. reoeees = ON W 
Idsmobile-Vi oul een f mama ep © 
Parts and Accessories Packard . ; Meare er eee ua 3,204,132 PREM 86-7. e acer es ee ace 5,831,500 W 
Pe meemermer vrs 8 422 82)0 or 2st 7,303 OST Ms Bs sree or 821,904 
A. C. Products. cibiesieneaiseeas 28,222 Pierce-Arrow .. 00-00... se cece cess 2,535,932 | Miscellaneous 
A. C. Spark Plug. stebtenis 122,814 6g th a gees 4,256,474 Eveready Prestone..........ee0005 888,300 
All Traffic Brake Lining... iaistteie 26,941 Pontiac... Seca nie Be icmuea San at 4,514,818 Fandango Seat Covers...... She 16,269 
Bosch Auto Parts. . Bones wea 9,987 Reo.. ERR re 2,527,993 Glycerine Producers Association... 648,781 E 
Champion Spark Plugs. . aeiba tee 267,365 Rolls ‘Royce. . Sea peck ceteris 122,497 Harley-Davidson Motorcycles. ..... 17,389 
Continental Red — Motors. seeeic 45,070 Roosevelt. ein aig ia aec Nerd 1,792,348 Indian Motorcycles. . ait 10,303 
Cooper Batteries... .....--++++++-- 36,290 Stearns- Knight. . Sa rey 118,504 Industrial Alcohol Institute, Inc... . 679,581 Refi 
Critchlow, Walter... pie Sites 7,618 Studebaker.. 5 a alarone dea let mudewsy 6,372,589 Neverleak.. er Piel 3,902 ‘Al 
Maths MAMNNTIAS. . ...c00eeecssoss.. 208,045 Stutz... esses esse eeeeee esses ees 624,687 Quality Auto Seat Covers... Fees Petes 1,439 C 
Sol plead la 31,449 ae iC niviaeiaetos miateletrore OC 1,022,057 Rall Out.. ..... ae 1,459 C 
Fisher Bodies... rE eae 800,200 Whipp , Sig Aen 3,441,145 cea ets Seat Covers......... 799 : 
Gabriel Snubbers. . ee 63,091 Willve. <a 2,195,290 Whiz Auto Specialties............. 753,256 E 
Ha-Dees Heater & Ventilator. ek ee 29,419 Willys-Knight and Overland ‘Whippet 404,331 Sei P 
Houdaille Shock veuneee pains oes 66,916 Windsor-White Prince. . 111,081 SR TARE ei crwit coe 2,521,484 C. 
eae P Shock Absorbe EIN "5324 Total 116,833,739 H 
ovejoy Shoc gorbers .......00- : WEAR owieacerescsslssakareiae 5 ,833,7: 
Nelson same PN wan access 12,000 | _ BUILDING MATERIALS x 
Pilot-R Sa ae 24,851 | Tires and Tubes 59 9 
Pine's | GReddy 19,534 Ajax Tires. SA he PRO aE 474,125 POMS POR ion kee eckecedrns pif ad x 
Presto-O-Lite Auto Batteries 8,735 Badger Tires. ... Bote 702 Aladdin Houses. . ere > re 
Pyrene Tire Chains. es edie 32,935 Brown's Puncture Proof Tubes . 6,788 Anaconda Copper & Brass. Lae aa6 Ze 
Raybestos Brake Lining - att renetss 8,474 Brunswick Tires. ‘ 2,545 Austin —- A piped 
Rusco Brake Lining. . Scisbuas a 31,854 Central Tires.. Aeisices 70,625 Balsam Wool.. Sasa clot ateki anivien ett 
Schebler Carburetors.........---.- 2,745 Cupples — and Tubes. . Kea 4,370 Barreled Sunlight .. eaneieaws 165 37 
Simplex Piston Rings.............- 4,663 AOR BIOOE  6s504/65.64 one kA Ais 3K 96,133 ee a teenreweer 261 a5 
Splitdorf Spark Plugs.............. 146,324 Gilneas THUS. . vse sc os een ones 11,808 Berry Bros. Paints.......-...+++++ e 
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NEWSPAPER ADVERTISING OF 2,548 NATIONAL ADVERTISERS—(Continued) 


Advertisers 
By Industries 


Lineage 


Advertisers 1929 
By Industries Lineage 


Advertisers 
By Industries 


1929 
Lineage 


BUILDING MATERIALS—(Continued) 


Black Diamond Files. . 

Butler Self Adjusting Ventilators. 

Calcutta Rubber-Namel. a 

Carey Insulated Shingles. 

Carmote Paints.. Sudadeesias 

Celotex. . 

Certain-Teed "Products. 

Chamberlin W eatherstrips. . 

Copper and Brass Research Assoe.. 

Cowles Bird Houses. . # 

Cyclone Fences. 

Dennis W eatherstrips. . 

Devoe Lead & Paints . 

Driwood.. 

Du Pont Duco Paint Products. . 
Duralith. . bacaves 

Dutch Boy. White Lead.. oree 

Edgewood Shingles... aes 

Eifel Flash Plierwrench Kit: 

Parm and Home Paints.. 

Felton moe © ws & Varnishes. 

Flex Paints.. iC 

Puller Paints.. yee eke 

Genasco Asphalt Shingles . oe 

Georgia Marble.. Sines 

Gerdes Ventilators . 

Glidden’s Paints.. 

Gordon Van Tine ‘Plan Cut Homes.. 

Grinnell Automatic Sprinklers.. 

Jersey Copper Screen Cloth. ; 

Johns-Manville Asbestos Shingles.. 

Johnson's Paints.. ai 

Kaiser Products, Frederick.. aa 

Keystone nen Lacquer. . 7 

Kyanize.. wuKecve 

Liberty Homes. 

Lucas Paints. yer re 

Lupton’s Steel Equipment... gaad 

Malthaid eee. - are - 

Mimax. : 

Monarch Paints . 

Monolith Cement. . 

Moore’s Paints..... 

Murphy’s Enamels.. 

Natco Tile.. peawslan 

National Council for Better 
Plastering.. aes 

National Retail Lumber L Dealers 


Assn.. evece aides 30,862 


Nicholson Files .. padre 
Overhead Doors. Vewaccawaee se 


Pabco Paints. . 

Patton's Sunproof Paints. 
Pee-Gee-Paints. a eaccees 
Pittsburgh Plate Glass.. aus 
Portland —— Assoc. EP eere 
Powderpaint... Saeeneaade 
Rogers Paints... Sarcimareiweaaee ee 
Ru-Ber-Oid . Soveeutawe wees 
Sapolin Products. . Ria eAS Ee ee 
Sheet Rock.. 

Sherwin- Williams Paints. . 

Solidon. 


Southern Clay Prods. Assn.. as 
Sprayo- 7 a wires Rae 


Steelcote.. 

Stormtight. . Mithownnene 
Thibaut Wail Paper.. euaces 
Trinity Portland 1 Cement. : 
Truscon Steel. . oe 

U.S. Gypsum... cpeeweledew aa 
Utilac. poke uiteda ceucneea tes 
BNR rapwaaas wustiinen wn aes 
WE CRINGE 6. 4o. 55. va Swiwe Re eae eees 
Bt het skes care de meen te 
Wall-Tex. eee ere Tee 
Waterspar.. 


Wilbar Co., The. 
Winthrop Tapered “Asphalt Shingles. 


NORA vccccccaccennves see 6,091,659 


ELECTRICAL APPLIANCES AND SUPPLIES 


Refrigerators 
Abso-Pure p+ in soeraononghl 
Copeland c= emanate ee wele 
Riley Icyball . Pe OCCT 


se ee wn ewe 


oC) ae 


9,574,187 


ELECTRICAL APPLIANCES AND SUPPLIES— 


(Continued) 
Vacuum Cleaners 
Electrolux Air Purifier & Cleaner.... 650 
Eureka Vacuum Cleaner. . ‘ F 370,081 
General Electric Vacuum Cleaner .. 10,214 
Hamilton Beach Vacuum ne 45,981 
Hoover Vacuum Cleaner.. a 382,616 
Premier Duplex Vacuum Cleaner. . $5,897 
WG) ree 865,439 
Washing Machines 
A. B. C. Electric Washer.. eee 50,008 
Apex Washer.. aews 86,084 
Automatic Electric Washer. . wtuewe 150,960 
Cass Washer. asases 25,130 
Conover Electrie Dishwasher. inated 62,760 
Dexter Washer. Perro rene 8,332 
Easy Washer. . nee 328,541 
Frederick Washer. . aceeescs 17,033 
Gainday Electric Washer. . ween’ $8,503 
Graybar Washing Machine......... 10,814 
Haag Vortex Washing Machine. 29,431 
Kohler Washing Machine.. 15,058 
Maytag Washing Machine. 1,248,218 
Meadows Electric wt Machine. 10.333 
1900 Whirlpool Washers. 178,605 
One Minute Washer.. Prrrcreee 19,924 
Queen Washer.. “ 86,803 
Savage Washing "Machine. 2,777 
Thor Washing Machine.. aaees 197,521 
Walker Electric Dishwasher. . seuatna 8,649 
Whirldry Electric Washer...... 34,226 
OUR et bawecaccewsuuescee 2,629,710 
Miscellaneous 
American Beauty Iron.. 33,175 
Atomister.. 3,164 
Bond Flashlights and Batteries. . 478,970 
Bright Star Flashlights & Batteries. . 40.509 
Burgess Flashlights & omni 4,485 
Century Fans...... aaa ieee 26,262 
Corozone.. dene 24,852 
Day Fan Electric Products... eee 1,184 
Delco Light .. denenaeses 20,925 
Edicraft Speed Toaster . Kabewe 74,118 
Edison Hot Point Electric | 
Appliances.. siducdddescteuds 126,578 
Emeralite. . aareataewueacs 48,455 
Emerson Fans. . 78,254 
Everead Flashlights ‘and Batteries. 89.677 
Face-A-Lite. * 7,029 
General Elec. Misc. Products. eseewe 187,016 
Graybar Misc. Products. .......... 809,340 
Hankscraft Egg CRANERics ceencede 12,924 
Johnson's Floor Polisher........... 121,710 
Majestic Electric Appliances...... ° 21,360 
National Food venom 
Campaign.. wimeceuddede 376,288 
Neon Lights... Mere rcrercee cece 128,036 
Rainbow Lights....... pandinnwkees 84,570 
ee rr teen eas emanates 2,483 
Sprayit .. Per rrerre eC r re Cerne 3,818 
Thor Iron.. jadwaenaaduns 99,399 
Universal Products. . onees 21,906 
Westinghouse Misc. Products... 1,814,902 
Total... 4,741,389 
FOOTWEAR 
Acrobat Shoes. . amawemeasan 16,658 
Alox Shoe Laces. Kcaxewaue 7,859 
Ault-Williamson Shoe Co.. Bvucaedeca 5,346 
Endicott Johnson Shoes.. Pere 195,502 
Bone Jettick Shoes......<.cccceuccee 88,524 
Firestone Footwear........eeeeeeee 65,026 
Gosdtien POOkWeas ....:ccsccasiessee 135,136 
Goodyear Footwear. ... Kents 379,297 
International Shoe Co.......... 901.373 
cg SA Oa obs setece ce 29.064 
Las-Stick Half Soles.. i 1,165 
Matrix Shoes.. aéenatuee 95,424 
Sinn Orthopedic Shoes.. aceawea 510 
Star Brand Shoes. dietewe deans 3,419 
Tanner's Shoes..-.-.+.-.+.- wee 970 
BIOGGROEG SOEs 6 00a ccccwececeeae 21,056 
SOLAN iia enantaedewnsees 1,946,329 


FURNITURE AND HOUSEHOLD 


Armstrong ae. Meueanwhe 627.018 
Atlas Jars.. Scareqsuads 10.885 
Betty Bright Mop 1S . eatndewne 7.542 
Bissell Carpet _ Sweeper Mehiwees 19.068 
Blue Ribbon Beds... ... cccgescccee 56.263 
Cannon Towels. . Wudeaes 64,564 
Certain-Teed Linoleum. eanuewee 33,124 
Chase oe sbkecacwacasectutes 19,219 
Congoleum....... Salea ke kode des 256,594 
Delphos Mops sauna 640 
Footsure Bath ‘Tub Mat.. wdawe 1,372 


FURNITURE AND HOUSEHOLD—(Continued) 


Foster Ideal Springs.. Perrier te 89,237 
DIGMES COORG COMBiss desde cecccscxe 745 
peer Curtain NOd@...26.60 2000060 21,792 
auffman Radiator Shields......... 3,296 
Kristee Household Rubber Goods. . 868 
Lifetime Cooking Utensils.......... 3,908 
Mullins Radiator Enclosures........ 7,776 
Nachmann Mattresses........ecees 395,005 
North Star Blankets.. sueeadan 34,521 
Olson Rugs.. 04660 se eeudeene 21,361 
Radkover Enclosures. . ateeatddcade 5.704 
Red Cross — err er er re re 51,488 
Royal Easy es tiwadeaude 33,923 
Royal Mattress... edueesacedes 10,613 
Rubon Mop.. een duaseudeuse 2.258 
Sealy Mattress. . ona 59,050 
Sellers Kitchen Furniture... ‘ 54,343 
Simmons’ Beds & Mattresses. . eee 1,658,858 

Singer Sewing Machine............ 3,11 
Slyker Radiator Enclosures......... 3,479 
Trico Radiator Covers..........4.- 5,554 

Tuttle & Bailey Radiator 
Feu sth setetens xa eenein< 4,546 
U.S. Jar Rubbers.. athewdae 11,212 
Victor Clothes Drier. . dene 1,079 
Wearever Cooking Utensils........ 500,733 
White King Ironing Pad........... 2.676 
White Sewing nereanengie oeae 1,884 
Wiss Cutlery... ideavadanecee 71,125 
DOUMN inna chundodeseveees 4,156,438 
GROCERIES 
Baking Products 
Alber’s Flapjack Flour............. 23,040 
ED ee ee are oe 80,409 
Bamby Bread. sadeseadndeaeees 37,518 
I cn ccsakdcuntavussend 21,374 
Me ee ne 41,618 
GnGe Wie MIGIE s. ss ccsvedeaanace 101,641 
Bison's PIOGuct@.<ccccccccusesdes 65,859 
Bread. . nendedaudace 1,102,865 
Calumet Baking Powder. sdeewedeua 77,642 
CONGSAA PICU ais va de cnddacsocas 22,617 
Countess Cake.. 37,663 
Dad’ sOriginal Scotch Oatmeal Cookies 7.743 
Dolly Madison Cakes.......cccceee 45,132 
Downey Flake Doughnuts. : 1,695 
Drakes Cakes. . 164.667 
Dutch Tea Rusk Biscuits....... 30.520 
Edgemont Crackers....... awancaeue 18.075 
Educator —-. canweansadaves 159,324 
Flako Pie Crust.. sede deecenees 16,400 
Freihofer Bread... wwaimuaas 170,555 
Globe Flour. . dddauwindcandes 78,751 
Gold Medal Flour. . adieu 684.460 
Grandma's Pancake Flour... woadeauas 14,394 
Cetin © CANON so dvsadsanwcudese 30.865 
Hathaway bis ci catimamatsety 277,314 
De ee a ere 86,992 
MECMEON © PIQUE i 5s ceddcedawaeaada $6,372 
Holsom th dete guniacede $25,077 
Hostess Cake.. dhteddinaces 600.512 
Hubig’s Pies... Per 153,582 
jenay Wren Flour..... 7,323 
K. C. Baking Powder.. 372,318 
Lagendorff Baking Company daddcene 55.463 
Loose-Wiles Sunshine Products. .... 929,197 
EMG SOMES sidadcsdadddiwereducia 9,167 
Merita Bread.. eeeenaed 291,439 
Mothers Bread & Cake... ... adatad 19.034 
National Biscuit Co.........ceccee 672,489 
CRE PROS ce es av acdbewad cadaies 167,591 
CMIONE: PIOUR is ces dcdansecacesus 14.205 
CIEE CONC eccidcdwccdacadcaus 16,097 
WMG © FMA a dead sd enasawdawe 724,162 
PO NOG ccaaadedkacdedelnnees 78,421 
Pupey Dang CO. sv csddcccusadede 51.512 
Royal Baking Powder. .......ecece 55.630 
Rumford Baking Powder........... 332.341 
Schilling’s Baking Powder.......... 24,104 
Schulze Bread & Cake.......cceee. 29,566 
Smith's White Lily Flour......... 31,928 
Snow Flake Crackers. ...c.cccccccce 215,827 
Southern Bread & Cake............ 26,565 
Sperry i snag dedveundedaswaas 19,978 
Tasty-Kake.. edged duqueodees 62,427 
Taystee Bread... PPrrrer ter 265.751 
Torch Cup Cah Colla cccaceaes 7,108 
Towa Crier Pines... cvecccecccvees 6,104 
Tru-Blu Biscuit Co.. aadads 70,875 
Vegetized Whole Wheat Wafers.. wae 7,485 
Virginia Sweet Pancake Flour...... 6.290 
Ward's Bread & Cake. .....ccecece 231,883 
Weston’s English Biscuits.......... 346.234 
Wheatsworth Products. ....e.sseee 49.860 
WHOM HINO is da cd de'desncdeedas 2,300,686 
BAGEsicccccssvesscccseosn SAIS 
Beverages 

Appolinaris Water... ..ccccccsccce 19,226 
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Advertisers 1929 Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage By Industries Lineage 
GROCERIES—(Continued) GROCERIES—(Continued) GROCERIES— (Continued) 
Beverages—(Continued) Cereals and Breakfast inaiguliainnpeeaia Dairy Products—(Continued) 
Bakers Cocoa....... pipiens sem a ai 264,396 H-O Oats...... — eee 119,334 yy Prod Condensed Milks......... 191,677 
PIE AOD on nbn wb eke soe bias.ce 81,546 Hecker's Cream Farina .. ears ,099 Borden's Farm Products. .......... 2,448 
Beech-Nut Coffee. . haw eeiaaa on 340,958 Heinz Breakfast Wheat.. 139,603 TOPO YOE 6108 CLGAI 6 o:0si0. s0.00.50:00' 00% 239,185 
Billy Baxter Ginger Ale.. 7 Heinz Rice —- Sie 1,330,669 BEOOKheld Butter .oc.cccccccsceces 154,460 
Bosco Chocolate Malt Syrup... 86,736 Kellogg's All Bran. 826,812 CATHATION WAU 56.6 600.6 seee ns oe ess 284,909 
Boscul Tea & Cotfee....... 207,697 Kellogg's Cereals. . 38,565 Chateau Cheese.. Depa ale ele 121,855 
C. & C. Ginger i. 186,643 Kellogg's Corn Flakes. 1,381,336 Churngold Butterine. 26,279 
Canada Dry Ginger Ale. 2,072,102 Kellogg’s Pep.. BS Nictesen Nee $80,262 Clearbrook Butter. 36,969 
Canova Coffee.. 69,294 Kellogg's Rice Krispies i horprttattalla she 831,446 Cloverbloom Butter. . She 97,004 
Cascade Ginger ‘Ale. 40,895 Malt Breakfast weer: 47,826 BEND cavarcclie a ccs K642 08s 00% 55,181 
Caswell Cottee we cece eeees 127,854 —— Be 7,066 Fairmont Products... 20,377 
Chelmsford Ginger “Aiea ey 234,382 Muffet 310,385 Saag Ice Cream.. 1,042,896 
Church’s Grape Juice. eaters te 6,391 Pillsbury’ s Health Bran. 70,651 ig hy Margarine. . 35,395 
Clicquot Club Ginger Ale. Eee eg ae 1,338,794 Post Bran Flakes. 125,209 Bone s Dairy Products. 86,671 
“ere 28,544 Post Corn Flakes. 136,407 Jelke Seok Lock Margarine. 419,121 
Cocomalt. 227,341 Post Toasties.. 596,956 = Ice Cream. OP are 48,727 
Country Club Ginger Ale. 134,120 Quaker Oats Cereals. 482,589 aft-Phenix Cheese.............. 663,139 
Dacosta Bottled Coffee .. 185,284 Quick Quaker Oats.. 19,899 Mellowest. 5,739 
Esslinger Lager. 80,673 isin-Bran. . 13,447 Morning Glory Butter. 54,522 
Florida Gold Grape Fruit Juice. . 111,651 Ralston Whole Wheat Cereal. 772,226 Nucoa Butter. oe 81955 
Folgers Golden Gate soa 471,990 Shredded Wheat. ss Yi fein stan 1,424,098 Pabst-ette Cheese... 40,698 
Formosa Oolong Tea . oan 64,936 Sims Malt-O-Wheat .. sis 12,511 Red Rock Cottage ‘Cheese . . $4,222 
G. Washington Coffee . 15,253 Top-O-The-Morning Cereals... ‘ 13,811 Reid Ice Cream.. 32,751 
Ghirardelli on and Cocoa. 73,418 Wheatsworth Whole = Cereal. 43 ,369 Southern Dairies Products. 296,533 
Grape-Ola. aA 34,348 White House Rice Flakes. , 32,484 Standard Margarine.. 27,350 
Green River.. 10,123 Sunfreeze Ice Cream 294,452 
omy tags Five Fruit .. Ry MUSE ios necceoe Ae aes 9,902,176 as a Dairy Products. 213,477 
e No Tea. ; am. BOs siisi snare ‘ 
High Rock Beverages. . 50,460 | Condiments = + 
— Bros. Red Can Coffee... 1,314,287 Airline Honey. . 39,870 CBOE ki cts cce ie KEM ne 5,379,809 
433,752 Alaga Syrup.. iodine 71,079 
amewood “Dry “Ginger Ate.. 66,624 Baker's Flavoring Extracts......... 78,775 | Disinfectants and veneered 
Horlick’s Malted a 28,391 Bell Condiments. . Sem seas 18,249 Antrol. Piructs 4,005 
India Tea.. - 480,662 Blue Label Ketchup. 108,216 Apex Moth Cake. 83,173 
Isuan Ginger “Ale... 8,357 Bonita Syrup.. 5,7 Bee aes wens Pow der. a 144,707 
Kaffee Hag.. 33,899 Boyden's Honey 6,78 Black wh Br aUN reales areca Sane Os 447,390 
eneee" s Special. . ewes 39,653 Brer Rabbit Molastes. 11,253 poral gy sa oaeaees 145,082 
La Touraine Coffee and 1 Tea. es 192,993 Burnett's Extracts. ESE 60,285 Expello. . 68,638 
Lipton’s Tea. seis Seaoas 276,599 Cain's Mayonnaise... . Si eT ee 25,908 F. A.G. Moth Preventive... erate 8,935 
_s Calvert Coffee. . ‘esta 85,627 California Home Brand.. 50,877 Flit. Bierce sgn Dy ake ener ste 891,832 
M. J. B. Coffee and Tree * ee 755,470 Diamond Crystal! Salt. .. me 32,454 Fly-Tox.. 466,517 
Manitou Beverages. . ooeee 14,392 SIOINING UROL 559.0 Sa69\05. 8s sieesine we 368,024 Gator Roach Exterminator. . 11,211 
Mavis Chocolate Drink.. 399,863 Duke's Mayonnaise. oc. . cc cs cess 73,724 ee re 12,989 
Maxwell House Coffee and Tea. . 1,687,527 Durkee’s Condiments.............. 11,744 Kill-Ko.. 67,246 
Mission Orange, nee — Grape Easton’s Mayonnaise............-. 117,143 Knock-Em Stiff Pica Soap. . 4,258 
Fruit Juices .. Gratipareiee 82,997 Foss Flavoring Extracts. 111,791 Komo venannnean 6,970 
Monarch Coffee... 46,164 Franklin Sugar. 76,126 Larvex. 152.620 
Morning Joy Coffee .. 14,844 French's Mustard & Spices... 142,372 Li-Lac-Ko Spray.. ‘ene 10,238 
Morning Sip Coffee. 14,386 Fuji Sauces. 13,922 Number Nine Exterminators. yeas 13,795 
Mountain —" Water. 304,254 Gebhardt’s Condiments.. 19,914 Oronite Fly Spray.. 3 71,058 
Moxie.. 172,471 Gelfand’s Condiments. 42,624 Peterman’s Exterminators. 55,612 
Nash's Coffee. . 98,722 Gold Medal May: onnaise. 202,140 Roach Doom.. Penna woe Menuet 18,262 
Nehi Bev erages 56,103 Golden Crown Table Syrup. 27,029 Mieueh O8 WARE... <. o. 000005 ss 000: 1,547 
Nu-Grape.. 28,264 Grandma's Molasses. : 18,937 MOMORON Ola c:s- celee mein susierns wa su.cenees 866 
Nu-Icy. 83,544 Guasti Flavoring Extracts.. 28,577 oo Aca feces Oe 8,066 
Olde Keg ese. 10,924 Gulden's Mustard.. Pe ee a oe 173,832 Snail Foil.. Pes 1,738 
Orange Crush. 228,521 Brae ER ANNII ox, aii es pa ee a bvomeiw aiwio%s 28,769 narol. . 7,240 
Pabst Blue Ribbon Beverage. 36,896 Heinz Condiments. ............+6. 942,147 Stearn’s Electric Paste. . 33,371 
Pale Moon Ginger Ale.... 4,893 Hellman’s Condiments...........6. 797,359 Tanglefoot Spray and Fly Paper. 109,697 
Peters Milk Cocoa. 30,334 I-Car-De Mayonnaise............. 6,864 Tempto Rat Killer. . 
Pickwick Ale & Stout.. 7.070 BOVIDOSIN MARSA S65. ais -n dacs 0 np eieic bn oe 122.670 Terro a vengsie aguas 12,079 
Poland Water. 17,730 International Salt..... sae saueles 253.792 Venom. . Rae s atlas 150,282 
Postum.. ed eas Salie 507,111 Ivanhoe a s- Sy oatuie wictie anaes 166,132 er a tS 
Rainier Beverages... Snare Ries Ree 24,612 Jack Frost Sugar.. 930,706 SCHR g 3 Dio ila atest Nah Ie 3,009,507 
Ridgeway’s Tea.. ere re 83,738 Karo Syrup 7,778 
Round’s Cocoa. .....0. see cece ces 3,340 La Choy Chinese Sattce . 10.268 | Malt and Hops 
Runkel’s cae. 13,523 Lea & Perrin's —- 213.564 American Beauty Malt Syrup. 86.447 
Runko.. . 103,182 Libby’s Condiments.. 71,278 Ballantine Zone Brand — Syrup. % 93,088 
Salada Tea... 799,464 Log Cabin saps 127,294 Blatz Malt.. Beer eee ee 135.512 
Sanka Coffee .. 314,461 Mapleine. . 5,980 Blue Label Malt “Syrup. ticle 100.281 
Schilling Coffee & Tea 127,754 Morton’s Salt . 80.598 Blue Ribbon Malt Extract .. 1,354,454 
Seal Brand ede & Tea a (Chase & & Mulkey’s Salt. eisiv avealarnwaisieucets 36,946 Buckeye Malt Syrup. 57,504 
Sanborn).. 3 1,154,194 Myles Salt... Sceii iaks > a sews we at 7,767 Budweiser Barley Malt Syrup... 828,623 
Shasta Water.. 1838 Nalley’s Mayonnaise . Peres re 16,688 Double Dutch Malt Extract.. 1,716 
Silver King Fizz. siasraioi, 18,975 Old Monk Products.. 9,490 Gesundheit — niente 6,428 
Simpson Spring Beverages. Bae 20,453 Oriental Sauce. 3.080 Hazel Malt iain 9,668 
Temmor Derngood........+.-+-++: 18,053 Paramount Salad Dressing. 22.027 Homa Malt. 14,706 
Tetley'’s Tea 231,886 Peacock Syrup. 17,928 Home Rule Malt.. 15,664 
Thompson's Malted b Milk. 73,230 Pompeian Olive ‘Oil. 55.750 Ideal Malt. . 5,554 
Toddy ‘ pease en 128,017 Price’s Extracts.. er Coe 145,169 Pabst Malt Syrup. 94.658 
Tom Collins... oe eee ate 45,922 Ritter Condiments......-. s,s. 00+. 14,591 Puritan Malt.. 301,550 
Try-Me Beverages . paca kas wee 17,808 Sar-A-Lee Mayonnaise............. 3,386 Rainier Malt...... 14,560 
Utica Club Beverages. os 91,234 Sauer’s Flavoring Extracts......... 19,519 Red Top Malt.. 470,962 
Valley Forge _ Beverages. 51,543 Schlorer’s Products, Mrs 52,892 Schlitz Malt Syrup 294,249 
Welch-Ade. . com 18,980 Snider’s Catsup......... 55.114 Utica Club Malt Syrup. 14,966 
Welch Grape ‘Juice. o08 $23,613 Snowflake Sugar........ 10,068 Wennersten’s Malthop.. 30,063 
Whistle.. ex 11, Spreckles Sugar...... 25,518 
White House ‘Coffee and ‘Tea. : 152,110 Staley’s Syrups.. 87,126 MOAN ose csierrd kas ce neeeeee 3,930,647 
White Rock Ginger Ale & Mineral Sugar Institute, The. ‘ 1,468,649 
Water.. Seek 197,561 Swansdown Powdered Sugar. 38,432 | Meats and Fish 
White Rose Tea & Coffee. 148,896 Vermont Maid Syrup. ; 41213 Anglo Corned Beef.. 30,496 
Williams Root Beer Extract.. 8,225 Virginia Dare Extracts... ae 540 Armour’s Meats & Meat Products . 351,472 
Yermat.. ‘sak bans benenas 40,249 Walker's Chile Seasoning. ois 40,190 Arpeako Meat Products. ; 45,879 
see Wesson Oil.. : 194,215 Associated Salmon Packers. . 262,221 
Total.. ere 18,889,283 Worcester Salt... 34,724 B. Fish Cakes.. 21,080 
Wright's Salad Dressing. . 50.578 Cudahv Meats & Meat Products.. 39,448 
Cereals and Breakfast mand —__——. Davis Fish Products.. 2,638 
Carnation Cereals. . Baeiosaw 9,076 Totaliaccce? : 8,184,072 Deckers Town Club Ham’& Bacon.. 75,628 
Comet Rice Flakes... Speen oles 29,894 : Fanecv Crab Meat aed Rs Ate ee 17.604 
EGRENE WU UROS 6:50:56 5:06:00 dxcewin's's 54,920 | Dairy Products Forty Fathom Fish............e05- 30.288 
STI oes oct. & ogists s eames arate 34,754 Abbott’s Milk & Ice Cream........ 162.929 Frve’s Meats. . PAR ovate gt 69.497 
SS ee 321,220 Aristocrat Ice Cream. ..... 24.0000 93,792 Geisha Crab Meat. 29,736 
BEAD: AOREBRIG cis SiN uc eseeunnan 54,252 BOLUS MUU CMROBE) 6 os. o:s 541s. Sisiviaee.oe 58,775 Gorton's Fish Products .. 443,826 


— 
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1929 Advertisers 1929 Advertisers 1929 Advertisers 1929 

neage By Industries Lineage By Industries Lineage By Industries Lineage 

—— — 

GROCERIES— (Continued) GROCERIES—(Continued) HEATING AND PLUMBING—(Continued) 
Meats and gene Miscellaneous Heaters and a heap ermal 

11,677 Hormel's Meats.. 312,275 American Beauty naan ween 103,088 Thatcher Boilers & panies 6,276 

12448 Kingan's Meat Products. . 26,599 Atwood Gagetes. wales 40,220 Weil-Mc Lain Boilers... 203,178 

9°185 Nordic Fish Products.. 284,534 B. & M. Products... aon carweaaee 45,343 ———$$__—— 

54°460. Pioneer Minced Clams. 95,930 Bean Hole Beans. Shh aunsaeeae 460,087 (RRS sa cio anareceawue 1,316,452 

34'009 Prudence Corned Beef Hash... 89,319 Beech-Nut Products... : 161,511 ; 

1855 Sperry & Barnes Meats.. 34,790 Best Foods.. 27,018 | Oil Burners 

6279 Squire’ s Meat Products.. 59,646 Bred-Spred (jam). 19,342 Peele Cy, CR PSTD ons cas case utiwe 5,448 

6.969 Swift’s Meats & Meat Products... 448,855 California Fruit Growers “Exchange. . 445.983 Electrol Oil Burners............... 64,294 

7'004 Underwood’s Deviled Hams. . 109,102 California Lima Bean pita Assn. 2,080 Hardinge Oil Burner. 13,749 

5181 Vogt’s Meat Products. 71,884 California a a AE 2,915 Hart Oil Burner. 848 

0'377 White Star Tuna Fish.. 128,672 Campbell Soups............- 171,548 Kleen Heet Oil Burner . 88,869 

:2'206 Wilson's Meat Products . 140,855 Chalmer's Gelatine. . 18,925 Nokol . 109,451 

35,305 _— Citru-Jel.. 24,507 Nu- Way Automatic Oil Burner .. 5.550 

36.671 TRUE os sos os eh en 3,222,274 College Inn Food Products.. 7,160 Petro Oil Burner. . P aes 139,547 

19/124 Cotton Seed Public _—- 22,193 Silent Automatic Oil Burner... 240,747 

18'727 Soaps and iy: onl Crisco 451,958 Silent Glow Oil Burner. woods 73,121 

53.139 Absorene Cleaner. 22,038 Delicia Sandwich Spread. 18,440 Super Automatic ~ Burner........ 20.498 
5739 Ammo.. 39,786 Del Maiz Corn 35,589 Timken Oil Burner.. sweat 558,374 

54'522 Angel Dainty Dy es. cece 3,963 Del Rey Products... FAS 83,077 Wayne Oil Burner. 17,672 
8'955 Annette Cleanser. . see 17,527 Don Amaizo.. rite aa Gersien as 242,490 Williams Oil-O-Matic. . 63,614 

40,698 Assosiation of American Soap & Sp agp eeeepereernrre 35,566 

54.229 ag vmneee avec 271,615 Eatmor Cranberries..............-- 212,432 RGMMES siden wasceeoe ees 1,403,782 

32°75] Bab-O ; 345,997 Ezeway —* er teas ace a et Saye ate 444 : 

96°53 Bell's Cleaning Fluid. 2,189 Florida Fruits. 318,199 | Miscellaneous _ . 

27'350 Bon Ami.. 256,916 Piatto Lard. «cs. 11,779 erican Radiator & Standard Sani- 

94.452 Bo-Peep Ammonia . 8,927 Fontana’s Products. 3,566 tary Prod.. 187,401 

13'477 Bowlene. 77,448 Fould’s Macaroni & Noodles . 27,981 Associated Oil- Burnbright | Kerosene. 12,685 

09'324 Beiltiant Shine.. 11,080 Frank's Kraus........ 22,234 Atlantic Furnace Oil. 53,206 

Brillo. ne 2,251 Friend’s Beans.. a de 25,435 Burns Bros. Coal . 8,868 

79,809 Carbona.. P 5% 78,685 Fuji Oriental Foods. 45,592 Certifide Anthracite. . 357,809 

. Cheerio Cleanser. . ae cee taeas 17,7 Gebhardt's Food Products. 22,183 Crane Plumbing Supplies. . 87,098 
Chic-Chic _— Dyes. ia Ke eeue eee 17,182 General Foods Corp. ee 23,299 D. W. Anthracite Coal.. 39,974 
4.005 nga ea $12,322 Gerber’s Strained V egetables. Ae 16,873 Diavolio Coal . : 3,487 

83'173 Clorox.. 468,429 Gooch s Macaroni .....c.00c.sae-s+- 9,186 Duro Automatic Water Softener. wy 40,050 

44'707 Colorite.. 4,716 Good Luck Desserts... eae 70.473 Electric Furnace Man. Sala 148,927 

47'390 Cynkro. . 556 Heinz Miscellaneous Products. . ie 696,863 Elk River Coal & Lumber... res 83,547 

45082 Dazzle Polish. . 15,007 Jack & Jill Gelatine.. Sokal 3,726 Famous Reading Anthracite... Ruoaers 327,195 

68'638 Diamond Dyes. 203,281 jain aa Wael Kole e wid aeae ue ee east 210,141 Ford Coke. cae 108,668 
8/935 Dic-A-Doo Cleaner. 53,312 CE OTe EIOMNOL Ge nice on cst sec snes 234,421 Gas Industry (Inst. bi 202,758 

91'832 Dytint...... 33,780 = ee ce 4,730 Hoffman Valves.. 8,264 

66.517 Energine ‘Cleanser... 44,073 nox’s Gelatine. 43,477 own Anthracite Coal.. 7,526 

11.211 Fels-Naphtha Soap.. 135,652 Kosto. 32,207 oppers Coke.. 1,015,195 

12.989 a Polish.. 39,550 Kre-Mel Dessert .. 114,944 Minneapolis- Honeywell. Heat Regu- 

67 246 H Cleaner. 16,684 La Choy Chop Suey Products. 20.947 lator. 35,868 
4'258 Hilex.. ‘ 39,401 Libby Food Products.. ‘ 748,850 Old Company’: s Lehigh A Anthracite 4 365.900 
6.970 Ivory Soap. 650,269 Lippincott Apple Butter .. 450,360 Pyrofax.. ee 41,604 

52.620 ——, s Wax. 162,985 Lukutato... ee 3,847 Semet-Solvay Coke. 104,203 

10.238 ansas Household Cleanser 116,860 Mandarin Chop Suey Products. nae 6.078 Standard eee & Furnace Oil.. 33,825 

13.795 Kirkman's Soa a 54,040 Marshmallow Fluff. . 7 8,766 White Oak Coal . res 6.568 

71,058 Kirk's Flake C sai 21,699 Mason Co., Perry G.... 2,069 cece 

55.612 Kirk’s Soap . i 61,924 Mazola.. 136,956 Total.. 3,280,626 

18.262 Kitchen -sepemuiad 167,336 Monarch Food Products... ace 34,782 
1547 Kwiksolv . 30,164 Mor-Juice Oranges & Grapefruit. Ra, 20.739 INSURANCE 

866 La France Magi 1,205 Mueller’s Products. ....... : 30.443 Aetna Life Insurance Co.. 45,607 
8.066 Las-Stik Polishing ( Cloth. . 2,634 None Such Mince Meat. ae 14,226 American Benefit Casualty Ins. Co. 1,759 
1,738 EASED: 06s 38,495 Ocean Spray Cranberry Sauce... .... 15.943 American Credit-Indemnity Co. . 57,613 
7'240 Liquid Veneer 17,481 Oriental Food Products.. 7,249 American Life Ins. Co. . 8,069 

33,371 Little por Blue Blue’ Products. . 9,986 Pappy’s Products. eeasinas 17.861 American Mutual Liability Ins. Co. . 78.966 

09,697 Lux Flakes. 2,049,463 Pocahontas Canned Foods. ........ 6,568 Bankers Health & Life Ins. Co.. 24.177 

83 McAleers Polish & Cleanser. 95,873 Reichardt’s Chocolate arco ais 6,250 Commonwealth Casualty Co.. 10.272 

12,079 Melo Water Softener .. . 103,174 Ritter Canned Products. 45,001 Continental American Life Ins. Co.. 15.052 

50.282 Merlin Cleaner. 234,745 Royal Gelatin. 46,297 Employer’s Casualty Co............ 37.429 

ae Mobo Soap & Polish. 52,319 Sealdsweet Oranges & Gra pefrait. 155,728 mplover’s Mutual Ins. Co......... 15.152 

19,507 Murphy's Oil ‘pes 50,213 Silver Floss Kraut. nes 5.420 Equitable Casualty Ins. Co.. 9.685 

O-Cedar Polish. 453,273 Skookum Apples.. 32,046 Equitable Life Assurance Soc. ‘of fUs S. 83,774 
QOakite. .... 22,919 Snowdrift. eter Pers 636.286 Federal Life Ins. Co. . 59,294 

36.447 Octagon Soap Products. 291,107 Standard Parawax................ 21,380 Fidelity & Deposit Co... ... 4,052 

93.088 Old Dutch Cleanser... 447,175 Sunlite Jell. ante 2.136 General Ins. Co. of America.. 14,479 

35'512 Old English Wax... . 223,062 Sun Maid Raisins.. 95.759 Guardian Fire —— Co.. 34,142 

10.281 Old Witch.. se 107,282 Temtor Preserves... 31,510 Hartford Fire Ins. Co. 3,900 

54.454 101 Cleanser. 81,774 Tidewater Products... 3,209 Hartford Steam Boiler Inspection & 

57,504 Oronite Cleanser. 154,952 Unifruit Bananas. 36,590 Ins. Co. caesaac 5,673 

28.623 Oxol.. 320,296 Van Camp's Misc. Food Produets.. 50.057 Home Life Ins. Co. of N. Y......... 6,775 
1,710 Patricks Glass Cleaner.. 2,269 Wilson’s Food Products... eee 38,673 aan (noe a a, mm Co. 4.430 
6.428 Perfection Paint Cleaner... 3,578 Wood's Mince Meat. ae Sekt 11,646 {ohn Hancock Life Ins. . . 49,208 
9,668 Putnam Dyes & oe Cleaner. 19,694 Yakima Elberta Peaches........... 17,215 iberty Mutual Ins. Co.. 105.994 

14,706 Red Cap omg . 18,413 —_—_—- Life Ins. Co. of Virginia. 23.570 

15.664 Red Seal Lye 10,947 | AR eT ee ere 7,335,312 Manufacturers Life Ins. Co.. 9,909 
51554 —* ‘ tae Massachusetts Mutual Life Ins. Co.. 27.853 

94.658 Rit ° 17°748 HEATING AND PLUMBING a seas & Manufacturers Fire Ins. aan 

14,560 S. 0. S. Cleanser &! Pads.. 15.795 Merchants Mutual Casualty Co.. 24,953 

70,962 Sapolio . . 22,424 | Heaters and Stoves Metropolitan Life ~~ 3 ae 226.313 

94,249 Silverfill . 5,321 Bulldog Furnaces. 14,894 Missouri State Life. . 30.976 

14.966 Simoniz.. 30.690 Chamber's Fireless Gas Range.. 14,465 Mutual Assurance Co. 8.426 

30,063 Skat. 4,237 | Clow Heating System.. 50.163 | Mutual Life Ins. Co. of N. Y.. 63.993 

rere Skidoo Cleanser... 31,980 Florence Heaters & Stoves. 938 National Board of Fire Underwriters 503.491 

30,647 Solvit-All . 19,902 Glenwood Ranges.. 137,699 National Life Ins. Co. ... 27.248 

Solvite Dry Cleaning Soap... as 8,134 Heatrola.. Suwe tars 20,498 National Protective Ins. Assn. . 41,520 
Standard Household Lubricants. Seis 21,376 Hoffman Master. Heater. . ates 48,891 National Surety Co. oe 22.601 

30,496 Sunset Dvyes......... a ewe ed 157,319 Holland Furnaces. . wa aan wake 309,003 New England Mutual Life Ins. Co. a 19.835 

51,472 Super Suds... 516,688 | Humphrey Heater. 6,470 | New York Life Ins. Co.... i 219.483 

45.879 Tintex & Whitex.. 489,276 Iron Fireman Automatic Coal Burner 41,272 North American Accident Ins. Co... 41.123 

62.221 Tri-Tex Bleaches.. 56,888 Kalamazoo Stove. 47,429 Old Line Life Ins. Co. of America... 8.898 

21,080 Tromite Water Softener. 15,213 Kewanee Boilers. . 67.466 Pacific Mutual Co... ......e.eeeeee 9.770 

39.448 - -Mule Team Borax.. eieucae 37,544 Magic Chef Gas Ranges. . 12,930 Penn Mutual Life Ins. Ca... eaeendee 14.219 
2638 bona PARES OGD occ ofo-cs sae cee owe 13,953 Monarch Ranges... 11,347 Pennsvlvania Co., The.. os 46.923 

75,628 whee’ 23,592 Perfection Oil Heaters & Ranges.. 132.109 Postal Life & Casualty Ins. Co... .. 53.4662 
17,604 hite King Soap... 69,907 Pittsburgh Water Heater. wana 70.385 Prudential Ins. Co. of America. - 205.465 

30.288 Wrttemore’ s Products. 74,772 Puritan Oil Stoves & Ovens. ee 16.671 Reliance Life Insurance Co. . aa 71.499 

69,497 iggs Waterless Cleanser. . 1,355 Reznor Stoves. . aadaanae 28.807 Savings Bank Life Insurance ad 31.928 
29,736 —— Ruud Water Heater.. 65.455 State Mutual Life Assurance Co..... 25.562 

43.826 ROtal sees pintwoudeses 12,616,213 Tappan Gas Range.. 10,112 Sun Life Assurance Co. of Canada... 162,449 
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Advertisers 1929 

By Industries Lineage 
INSURANCE—(Continued) 
Travelers Insurance Co............ 96,535 
Twentieth Century Life Co.. 58,405 
U.S . Fidelity & Guaranty Co. 3,905 
Utica Mutual Ins. Co.... 60,440 
Western & Southern Life Ins. Co.. 31,393 
yt 2,852,481 
JEWELRY 
Crystal Diamond Co......%.....0 2006+ 1,132 
Dale Manufacturing Co.. 11,516 
Elgin Watches... .. Sate 106,044 
Gorham Silver Products. .......... 1,059 
Ingersol Watches. : 129,472 
Priscilla Rings.. ¥ 
Seth Thomas Clocks . 16,831 
Studebaker Watches... 6,676 
DR Ak nner sical aa) Piacx 277,730 
MEDICAL 

A-2851 Rheumatism Seemed Sexe 21,443 
Absorbine ne . 17,094 
Absorbo. 5,367 
Acadona. ... 21,767 
Acidine. . 884,575 
Acousticon. . , 87,189 
Adamson's Balsam. . 7,413 
Adlerika .. 377,647 
Agmel Therapeutic I Poods... 125,500 
Airtex.. 29,978 
Akron Trusses.. 34,658 
Allcock’s Plasters . 164,457 
Allen's Foot Ease.. ‘Selene ows 77,311 
Allen’s mannrein Salve. SeeGeane 8 5,418 
Allenru.. Beery 27,029 
Amargo Bitters. . 4,307 
American Phonophor Heating Devices 1,060 
American Vienna Eczema Treatment 4,802 
Andes Tonic.. sisal psew 161,293 
Angostura Bitters... 76,264 
Anti-Kamnia. . 134,362 
Anti-Uric. 16,690 
Arbolene Tablets. secon 22,694 
Artificial Ear DEMME. 6s ic dass oea 930 
Asper Lax.. asa ee 9,198 
Aspironal . pains cuisweeees 169,221 
Asthma Kaps...... 2+ ++++ 2002-00 24,615 
Asthma Sera. 43,375 

Audex.. 32 
Audiphone.. 3,217 
Aurine Ear Balsam.. 67,291 
Ayer’s Cherry Pectoral. 770,044 
B. C. Neuralgia Cure.. 166,760 
Baalmann’s Gas Tablets .. 117,664 
Baby-San.’ Rares 11,756 
Baker Associates, Dr. Lewis. aptsee iets 216,466 
Baruvacol Treatment.. = 18,782 
Baume Bengue Analgesique. 69,924 
Bayer's Aspirin. . ea hau 3,647,049 
Beecham’s Pills.. sersts 144,657 
RN SAL MA dp anein sis 11,740 
oo: ne 35,770 
Beil-Ans.. 321,241 
Benzomint .. 11,398 
Bering Ear Oil.. Seich wh eh 5,298 
Bevill's ee Lotion. Si aes Aes 3,049 
Bi-A-Cin. Smad 7,455 
Bi-Rex.. 1,524 
Bisurated Magnesia .. : 132,414 
Black & White Ointment . 17,050 
Blosser’s Remedies, Dr 173,460 
Blue Jay Corn Plasters. 86,082 
Boals Rolls.. Rees 1,121 
Boice’s Tablets, “Dr.. re rae 1,316 
Bokhof ae Remedy. 15,370 
Bon-Tone.. re 665,480 

Boro.. 1,56 
Borozone.. 7,367 
Bovril . SteietaTs i 2 34,906 
Brackett's Pharmacy- = t  Reee 2,054 
Brandreth’s Pills.. a 42,097 
Bronchi-Lyptus.. 8,524 
Bronchuline Emulsion.. ee 32,522 
Brooks Rupture Appliz ances . 38,265 
Brown's Bronchial Troches.. 1,613 
Brown’s Drink Treatment. 2,595 
Bulgarian Herb Tea.. 45,629 
Bumstead’s Worm Syrup... 29,612 
Bunte Cough Drops.. 3,692 
Burt's Spinal Appliances. 5,066 
Burton Medical Advice. . 14,735 
C-Y Chocolate Yeast.. ae RA Non 62,118 
Caldwell’s Syrup of Pepsin. . se eaesoukts 1,417,105 
California Fig Syrup.. ts 955,484 
Calotabs. gawecet 683,911 
Cannaday’ 8 ‘Eczema ‘Remedy. ee 6.687 
pillaris.. sak ees & 13.854 
— Sale Danes geen has 188,351 
rboil.. ckbs Keen ee eb ae ye oe 10.813 
Cardui. £06 vis 0's 402,562 
Carlsbad Sprudel Salts. . Saas 21,975 
Carter’s Little Liver Pills. . 134,866 


| 


Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage 
MEDICAL—(Continued) MEDICAL— (Continued) 
Cascarets . a? 543,597 Home Drug Company See. . 31,220 
Casco Cascara Bromide Quinine. 18,564 Humphrey’s Prescriptions. . 4,104 
Case Rheumatism Remedy.. ee 5,351 Hurst Rheumatism Remedy. 8,880 
Casey’s Rheumatism Remedy. Meenas 7,669 Husband's Magnesia. . : 16,781 
Chase Remedies, Dr. A. W........ 11,218 Husky 140,308 
Cheney's Expectorant. 12,104 Hutzell Eczema Cure.. 33,159 
Chichester Pills.. eh 82,624 Hyomei.. 19,903 
Clopin.. PE TN er re 37,289 Imperial Eczema Medicine. . 8,851 
Coitee, Dr. W. dicate ace a avers 202,024 Innerclean Intestinal Laxative.. 11,169 
Colac Pile Pills. a 34,700 RPOMIUIORT, MOAGE uc. < ic oe ov nccelbees.« 1,015,943 
Collings Rupture Cure, ‘Capt. W. A. 29,746 : No AR SSS ere 17,314 
Collipaste Reducer. ..... 44,321 CD ae 5,325 
Collum anieitel jevawanede 30,101 Jackson’ s Powder, Dr.. Pe Et 5,064 
Coolene.. 59,854 ackson’s Rheumatism Remedy. ee 2,404 
Sorez. erie atroe ty ae arr 7,215 ackson’s Stomach Treatment.. 10,348 
NE cco cnt vac lee elk eee oki 6,454 ee. Naan eeeers 6,447 
ices Rritensinm bah ates pe 920 Jad Salts.. sales avert 708,943 
Creo-Lyptus.. 25,356 Japanese Oil.. ois 36,761 
——-- 794,731 Jawn Jays Famous Prescription . Rese 7,839 
Creosene.. 55,404 Jiffy Toothache Drops... Seek axe 29,157 
Cystex.. 281,670 Johann Hoff Malt Extract.......... 25,959 
. BE. 3 Johnson & neni Misc. deiemncnte 7,084 
Dare's Mentha Pepsin. ala pieveie-re 155,981 Joint Ease. 5%. 23,385 
Darlington, W. Ban. Sito > 1,582 Joyz Yerba Mate. 4,294 
Davis pote ei oe 15,877 Jung’s Arch Braces..... 2,298 
Dean's Asthma Remedy . 2,285 er Tar Compound... 25,666 
Degnen’s Radio Active Pads. 145,966 iser Rupture Remedy, Dr.. 50,423 
Dennis Eucalyptus Ointment.. 5,556 Kaytonik. . 5,180 
Dent’s Toothache Gum.. 5,744 Keely Institute (Liquor & Drug 
De Pews epeaengue Dr. Soreate 24,055 Treatment) . 35,622 
Dermatin.. ‘ Neg sroannnee 6,904 Kellogg’s Rational Treatment . 64,432 
Dioxol.. Biesinaiesntes 32,623 Kohler Antidote. 8,603 
Doan's Kidney Pills. se eae Re 5 1,146,724 Kohler One Night Corn Cure.. 8,731 
Doan’s Tonic Tablets. . Saison 41,570 Kojene. 4,174 
Dodson’s Liver Tone... : 26,817 Kondon’s Catarrhal Jelly. . 78,114 
Drakes Glessco, Dr.. 23,729 Konjola.. wird 3,423,696 
Dreco. ee 66,892 Kora Konia Talc.. 28,175 
Dyer’s Rheumatism 1 Remedy .. ae 485 Kosine.. 1,238 
E-Z Tooth Filler.. eee 11,353 Kruschen Salts . 369,828 
Eade’s Pills. 14,288 Lane’s Asthma Cure. . 27,251 
Earakine.. 5,570 Lane’s Pills.. 11,320 
Edward's Olive ‘Tablets, Dr.. 572,707 Lax-A-Pirin .. siraaderss 22,721 
Eksip Tablets. ‘ 1,086 Leonard Ear Treatment . ere 11,858 
Elder's Prescriptions, Dr.. 55,248 Lepso, R. (Epilepsy Cure) . ae 29,204 
Electro Thermal Treatment... Gece 55,853 Lesser Reducing _ 68,450 
Ely’s Cream Balm. Bare meeei 43,465 Licod.. wales 11,655 
End-O-Corn.. rr ee 3,966 Liepe Pharmacy. . 1,851 
Epso-Tabs. estaceUalararireosere ciels 62,179 Linonine.. 41,020 
Eptol.. rob wiei ne eece eae tee Oona 2,408 Lithiated Buchu Tabiets.. 36,194 
Erb-A-Lax.. seacale Sins siete. seis’ 58,733 Lovell, Mrs. Ellen.. 4,443 
Ercolin . epnmieneaunareeers 23,731 Luden’s Cough Drops... 89,215 
Eskay Tablets... Seana siaaine 1,197 Luebert’s Ake-No-More Capsules. . 11,789 
Everfresh Magnesia .. 13,732 Lynco Arch Cushions... ate 3,838 
Ex-Lax... 444,131 Magic Dot (Rupture Cure). 221,992 
Fairy foot Preparations... 4,094 Make Man ice 13,573 
Father John’s Medicine... 458,205 Marmola.. ; 1,013,681 
Favour Wafers . 22,639 Marvel Spray. 2,237 
Fayro Reducing Salts.. 154,286 Matamel.. 78,719 
Feen-A-Mint.. seionics waieacaie 422,646 McCleary, Dr. A. S.. 192,178 
Fitchmul. s Misiscie a Meme eee ee 20,044 McCoy’s Cod Liver Oil Tabiets.. 906,572 
Flaxolyn. ie er ees 198,278 Meinhardi oe vepoaanaien 9,743 
Fleischmann’s Yeast. Kaus asl autee 2,555,791 Mentholatum. . 111,303 
Fletcher's Castoria. . ‘é 1,633,472 Menthodyne. Betace ear ecko 37,959 
Fluco.. ik 5,427 ROL. 3. a5 ee 524,234 
Fluin.. 2,234 Mike Martin’s Liniment.. , ‘ 26,883 
Flu-Zone.. 1,525 Mile’s Remedies, Dr iaieicatax aes 265,540 
Foley’s Preparations... 194,007 Miller Herb Extract.......-...+.-. 358,525 
Freedol. . are 7,708 Miller’s Antiseptic Oil............. 486,704 
Freezone.. eee eaters 563,041 Milnesia Wafers. See eoimaies. 5 193,506 
Frontier Asthma Cure............- 138,405 Mission Compound.. 16,208 
Fruitola . Sais 8,310 Mistol. 267,717 
Fugate’s Asthma Remedy, D Dr.. 46,300 Moltenbury, "Mrs. Geo. ‘Gall Stone 
Gaduette ieseenane Meee sna 7,630 Remedy. ren 3,494 
Gasex. Sacsaraseew cies 8,347 eng Emerald Oil. 215,390 
Gem Ear Phone. POS Oe ee 6,721 IIOVOR <.. 55. <a-cie 27,744 
RSS ONO icjaicie. aso 5: o.sisreliser nies neinaren's 2,572 Mosco.. 7,832 
OS a err 177,835 Mother Gray's Sweet Powders... 53,377 
Eales i ee ey race ae 11,597 Mother Sills Remedies. . ees 1,230 
lantex. ‘ 15515 Mother's Earth........ 0. cccceeeee 314 
Glandatone. 1,029 Mother’s Friend... . ioweisiats 207,474 
Glendage Glands. . 14,555 ea age Rai eRarle cue oo aaa dees 305,974 
Glyco-T hymotine. 125,998 Musterole.. 513,280 
Glystre _ Iron.. 101,782 Nacor. 40,814 
Gordon 121,348 Natural Body Braces.. 1,543 
Gordshell’ s All Healing Salve.. 9,482 Nature’s Remedy... 273,277 
Gowans. 14,145 Newman's Reducing Treatments, Dr. 11,570 
Grant’s Epilepsy Treatment. 5,363 Nok-Ka-Tar.. aieater Oa ine ae 6 6,064 
Gray's Ointment.. Sigi w Ree nies 12,531 Norma. Sab Eniae Oe hie Ki 120,969 
Green's August Flower.. eect 9,412 DROURAIORS. .. oo 005 sccvenecsevcees 6,067 
Groves Bromo Quinine. . e 1,712,307 BR nesta ene nh nse i x0 wine 52,587 
Groves Tasteless Chill Tonic. 293,250 Nujol. . ate cue areas ureln aieeeeiaes 911.283 
Haines Golden Prostoent.. 36,435 Nurito. 105,321 
Halls Catarrh Medicine... 7,463 Nurosol Laboratories. . 4,737 
Hamburg Breast Tea é 10,282 Nu Wav — - 465 
Hands Teething Lotion, Dr.. 14,983 O. M. Tablets.. 38,273 
Heet . se 48,377 Oil of Salt. 8,286 
Hem-Roids.. 191,564 O'Joy Corn Wafers. . 19,890 
Herbine.. 8,568 Olympic Rosucing Garments. 17,783 
Hermance’s Asthma. Medicine, Dr.. 979 Opex.. ees 56,213 
Hermann’s Aids To Good Health. . 409 Outero. 115.375 
Hildebrand Gallstone & Liver Pills, Ovaltine Sle sade Wedil Oeleane ae 403,7 
5 RICE eee eet 8,837 Ozo Mist...... Revie ahdenewaesets 81,278 
Hill's Cascara Bromide Quinine... .. 757,708 PX... 6,291 
PIANTD (UORAUVE) 6.55.6: 5s v 600i oe-ee. 5 Paddock’ S, Dr. Galistone Treatment. 65,274 
AGI 8 PGR  ocsnis ce 007-00 6 teein 11,027 Page Treatment, E. R.. fonecs 89,690 
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Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage 
MEDICAL—(Continued) MEDICAL-—(Continued) 
Palmo Globules.. Sareranenrae 50,188 Tescum Powder.. 3,986 
Panter's Cure. S 1,612 Tetterine. . 93,316 
‘Pape’s Cold Compound. 301,537 Texas Wonder.. 29,761 
Pape’s Diapepsin. . ieaemnwanwes 426,728 Thedford’s Black- Draught. . 324,826 
Payne’s Treatment. Rea w a breed 28,087 Thoxine. 229,390 
Pazo Ointment. ree = 364,825 Titchenor’s "Antiseptic, | Dr.. 51,118 
Pedodyne Process... 80,589 i: eee 222,417 
Peerless Stomachal Remedy. . 4,717 Tonsiline. . 145,977 
Pellagra Treatment . 9 22,116 Transkutan . 42,732 
Pep-Saline. . 3,833 Tren-Tonic.. 2,164 
Pepsinic Seltzer. 27,351 Triner’s Bitter Wine. . 109,502 
Pepto Pads.. 18,414 True’s Elixir, Dr.. 81,040 
Pertussin.. 272,754 Tru-Lax. 287,093 
Peterson’ a Ointment.. 218,267 — s Prescription . . 2,174 
Phenolep 5,258 Tyco. 19,901 
Phillip’s Milk of ‘Magnesia. . 1,373,761 tae Salve, R. V.. 6,907 
Pierce’s Anuric Tablets, Dr.. 20,0: Turpo.. 125,770 
Pierce’s Favorite Prescri tion, ‘Dr... 68,704 Tutt’s Liver Pills, “Dr.. ,400 
Pierce’s Golden Medic Discovery, Tyroler Ear Conformer r Cap.. 2,960 
Dr. 113,927 Udga Medicine Co. 16,626 
Pierce's Pleasant Peliets, Dr. 2,860 Unger, - no gueaehe gE. 7,809 
Pierre Cartier’s Medicine. 2,942 Unguentine. . 279,988 
Pinex 450,607 Universatone. . 11,344 
Pinkham’ 5 Products, Lydia I E.. 3,948,149 Utica Club Malt Tonic. Perr 41,792 
Piso for —e~.. 79,544 Van Vleck Pile Treatment... eas 4,787 
Psant Juice.. 34,268 Vapex.. aavexe 844,047 
P.apao Pads.. 150,166 Vapo Cresolene. . 11,181 
Puatex.. PAR AMELES Re EES 674 Vibraphone. . 32,738 
Piuto Water.. sidineee eacw aaa Gres 130,987 Vick’s Vapo Rub.. 1,468,840 
Poslam . ee hes ares 179,736 Vindor Diabetic Wine . 1,19 
Prentils. . 117,980 Vinol.. vaakes §5,379 
Pullen Rupture ‘Treatment. . 25,781 Virginia Dare Wine Tonic... acs 23,120 
Pyramid Pile Cure.. 57,925 Viscose ae wom ae 41,356 
ane Suppositories. 10,885 Vit-O-Net.. 3,243 
gua 7,061 Huma oes ee nese eee cece seen ee 40,456 
Pyrol.. 203 662 Volz Anti-Rheumin.. manasa 13,162 
Rabalm.. 3,112 bay’ s Remedies.. deaauaedwaws 28,596 
Rahnous Prescription. . 6,335 W. T. B. Laboratories. . 54,849 
Raz-M 7,331 Walker-Gordon Acidophilus ‘Mik: 47,450 
Red Cross Liver Pills... ees 9,296 Walter, Dr. Jean (Reducing Garments) 8,836 
Red Star basapnene FEE TARE MUR uS 16,004 Warner's Compound.. 15,169 
ma ni gareies 29,492 Waterbury’s Compound. ; 51,469 
404,251 | Way Co., W. B.. ‘ 2,925 
a” 4,308 Way Ear Drum.. i 530 
Rem-Ola.. 22,407 Weil Reducing Belt . . 4,659 
Renault Wine Tonic.. 105,318 Weldona Tablets... ; 40,585 
Rexall Orderlies.. 111,052 Wendell’s Pills... ‘ 10,451 
Rheuma. eemae ned eeess 14,889 Wheeler's Nerve Vitalizer. . p 24,795 
Rice’s Treatments, Dr. , 220,078 White Cloverine Salve. ‘ 32,739 
Richartz Treatment. . ae dale eres 32,684 White Wonder Salve. , 82,174 
Rinex (Dr. Platt’s) .. ACCA 92,124 White’s Cream Vermifuge.. 8,989 
Ritholz & Sons, Dr. (Optical) . RE 4,632 Whittier Treatment, Dr. H. a Gave 30,659 
Rock's Goitre a sane ne * Biss: 12,712 Re ern 4,934 
Rountree, Dr. W. C 4 3,833 Wildwood.. 2,966 
Rowle’s Mentho Sulphur. . 139,436 Williams Pink Pills.. 40,989 
Rowle’s ae relied Rub. 29,888 William's Treatment, ‘Dr... 27,133 
ee ae 6,5 Wilson Ear Drum.. 2,472 
3,439,391 Wolf’s Stomach Treatment.. ‘ia 006 
Se. gE es@ecueure 81,718 ee cicéacawe 4,034 
St. Joseph's Remedies... amaemers 356,419 X-It Subeeweaced 7,648 
Sal-Fayng.. CiKeuKCeR es 1,558 Yeast ‘Foam Tablets... waadawals 110,366 
Salicon. sauce 27,858 Yodina Pile Treatment... 22,627 
Sanborn Home Treatment. hare 15,281 Zemo 422,834 
Santal Midy.. eatele mite ale ae 115,414 Zerbst for Colds. ave wes 24,771 
Sante Treatment. . 362 Zinsep.. ieee Se adauuace de cuca 58,425 
Saratoga eee: & Geyser Water... 18,374 Zonite. . : 388 ‘070 
Sargon nweewe a ehees 1,125,461 <icaiaeclletaelal 
ae The Baby.. nucedd enya’: 8,991 Total.. 70,124,742 
Saxol.. wera 4,046 
Schenck's Mandrake Pills. ....... 18,653 MEN’S WEAR 
Scholl’s Zino 5 ™ acetate 754,683 
Scott’s Emulsion. . 398,799 Ace Paget Cap.. 8,151 
Sed-A-Rex . 27,275 B. V. D. Underwear.. 17,602 
Seeley Spermatic Shield. - 12,023 Can't Bust Em Overalls... 11,427 
Seequit .. ‘ eee RT ee 2,538 Eagle Knit Caps.. 39,705 
Shur-Off .. 90,353 Ecuadorian-Panama Hats.. 35,670 
ae ace s Remedies, Dr. ©. "M.. 6,273 Emerson Hats. . 20,777 
Si-Nok rere 54,354 Glastenbury Underwear. 66,321 
Sinasiptec.. aes. Coe aaa dale was 243,323 Gordon Hats.. ia a 20,268 
Si-I-Cide.. 29,697 Hanes Underwear.. 310,489 
666... ‘ 220,361 Hart, Schaffner & Marx Clothes . 366,599 
Sioan’s Liniment.. 515,615 Hawk Brand nee eons 6,766 
Smith, Mrs. M. T.. 307 Hickok Belts... ; 28,902 
Smith aie. Cough Drops.. 99,428 Holeproof Hosiery. . id ceacaeawe 67,948 
Smith Bros. gag shinee 325,671 Interwoven Hosiery .. err eee 29,126 
Smith's Eureka. . : weewienes 5,465 Ivory Garters. ‘ 28,028 
Sodiphene.. ce emer oe 26,893 Keith Hats.. 68,538 
Sorbol Quadruple. . mal haw eleee 28,514 aan Felt Hats.. Renae 12,558 
Southington Remedy. . <eucwes 6,263 Knit-Tex and Worsted- Tex. epee 211,634 
Southworth’s Medicine, i... 28,703 Lamson & Hubbard Hats.. 681 
Spicer’s Nux Herbs.. 21,172 Lastlong Underwear.. i ata 27,321 
Sproule Catarrh Treatment. . 3,131 Lorraine Fabric Cloth aawinas 11,080 
Sauibb’ s Castor Oil.. Mivweneek 53,669 Lustray Shirts.. haa e eek aes 510 
Squibb’s Cod Liver Oil. a eariere 116,585 Mallory Hats...... ésiacsauiwudee 45,780 
Squibb's Epsom Salts... tes 426 CSL eee 7,176 
Squibb’s Sodium Bicarbonate... 8,166 Middishade Serge. .. eres 10,005 
Stanback.. 102,942 Nurotex Knickers..........eeeeeee 47,585 
Standard Laboratories... 1,740 Palm Beach Cloth. 148,208 
Stuart’s Calcium ‘Wafers. . 142,692 Paris & apes Garters and Sus- 
araart’ s oR pepsia Tablets. 168,317 penders.. 3 590 
Summer's a . 17,475 Priestley’s . 26,482 
ak-Off.. ‘ 6,041 Richmond Union Suits.. 5,543 
Tanlac.... 515,009 | Sealpax Underwear............+0- 10,764 
eethina 2 39,948 Senittinons Clothes... 0.6 ci ac accacesss ,960 
Ten Herbs : 318,741 Society Club Hates oo cc cscccccecse 8,256 


Advertisers 
By Industries 


MEN’S WEAR—(Continued) 


Stetson Hats. 

Strauss Levi Overails.. 

Thermo Coats 

Thoroughbred, Worth & Keith Hats. 
Tims Caps.. 

Van Heusen § Shirts and i Collars. 
Wye, T re 


WORE cke Stcwudvese sacs 


MISCELLANEOUS 


Adams, John T.. 
Alton Art Studios.. 
American Appraisal Co.. 

erican Art Galleries. 
American Federation of Musicians ; 
American School, The. . wwnns 
American Specialty Co.. 
American Tel. & Tel. Co. . 
American Woolen Co.. 
Anglo American Mill Co. . 
Associated Gas & Elec. System. . 
Baby Ruth Candy Bars. — 
Baby Ruth Gum.. 
Bartlett School of Tree Surgery... 

Bell Telephone Co. of Penn........ 
Bentley ee of Accounting “and 
Finance.. “ia wiaawhwe 
Betz, Harry S.. re eee 

Blatz Chewing Gum.. a 
Bloom Aid Fertilizer. . 

Blue-Kross Paper Cloth.. 

Brenau College Conservatory . 
British Industries Fair.. 

Buist’s Seeds... 

Burgess Seeds ‘and Plants... 

Cake Eater Candy Bar. 

Calo Cat & Dog Food.. 

Canadian National Exposition .. 
Chesapeake & Potomac Tel. Co... 
Chicago School of veces 

Chico Peanuts.. 

Chilean Nitrate of Soda.. 
Chlorine Service Corp 
Chuckles. . 

Clark’s Chewing Gum. 
Collins Nurseries. . 
Columbia University . . 
Comer, C. 

Cooke School, The L. L.. 
Coyne Electrical School... 
Crystal Home Filter.... 
Cynthia Sweets.. 

Day, Joseph | oe 
Dennison’s Paper Produets.. 

Dentyne Gum. . ree 
Diament Co., re eaaeains 
Dingee and Conard Seeds. . 

Dobe Engineers... 

Doremus Adv. Agency, J. 6... 
Eastman Extension neem errr 


Everett's Seed en Kddddedcae 
Fargo Flowers. . éhécdadeasees 
Ferry’s Seeds.. eendaaeia 
Finger Lake Nurseries... ... dercemars 


Fischer Nurseries . 

Ford, Bacon & Davis, Ine.. 
Foss Chocolates. P 
France, B. H - (Puzzies) . 
Full-O- ‘Pep F eds. 
Fyr-Fyter Extinguisher. . 
Garrison Fire Detecting System.. 
Georgia Military Academy. . 

Geppert, C. H.. 

Glen Saint Mary Nurseries. 

Glover’s Dog Remedies. . 

Grasselli Plant Food.. akawaass 
Growers Sales Co. (Plants) .. wae 
Guenther, R. & Russell Law.. 
Henderson’s Seeds. . 

Hertell Greeting Cards and 


Stationery . wwaenns 
Holland Bulb Co.. wnaawene: 
Hollingsworth Candy.. éeawdas 


Hollywood Stop-Run. 
Hygeia Toothpicks, Straws & ‘Paper 
ups.. 

Johnston Chocolates... 

Ken-L-Ration . 

Kester Metal Mender.. aia 
Kundred, A. E aang 
sr Boy D Dog & Cat Poods.. ie ead 


Li . 

Lewis Hotel Training School. 
Liederman, Eane ” wanens 
Loma Fertilizer.. ” 

Lowney’'s Candies... 
Major's Cement...... 
Maple City Nurseries. 
Martha Washington Candies. 


McKessen —— Waeiedicas 
Mills, Albert . aeuewineue 
ills, F. ae Kibpeeceeancedeueaens 
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NEWSPAPER ADVERTISING OF 2,548 NATIONAL seniicieeininieansaiithneeisieeenen, 


Advertisers 1929 Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage By Industries Lineage 
MISCELLANEOUS—(Continued) PUBLICATIONS PUBLICATIONS — (Continued) 

Account Lineage | Books — ; gemaes eemeest) t 
More Co., tgp ne :. 54,282 American Securities onan sca te 40,713 EAOTDCE 6 AIRSEEN s.50.00:5%0!0. d0ivncdcee 11,987 E 
Moto Mower. . 2,332 AsnGre TARIATY sciies 68 09000055 0000500. 6,473 Holiands Magazine.. He 38.350 re 
Myers, M. W.. 18,881 Appleton & Co., D.. 68,533 Hunting and Fishing Magazine ee 24.481 ( 
Nestle’s Milk Choeolate. . 335,267 Avaition Publishing Co. . 3,434 International —— wowici 1,800 r 
New England Telephone & Telegraph Barse & Co.. 1,179 Ladies Home J oan.. 320.073 I 

290,816 Beacon Press, Inc., The. 3,868 Liberty serengnes 561.238 I 
New Market Perennial Gardens.. if Blackstone, Inc., Richard .. 4,108 Life.. huteitandne wos tate 4,358 } 
New York Teiephone citehs 746,277 Bobbs-Merrill Co. sia decesie-<ackit 77,376 Literary Digest. . Serae sene 621,756 } 
RGIS GADCICS, ...0505.0s0000056505- 89,458 Boni, Albert & Charles: : Sone 23,105 Mac Fadden Publications. 122,886 ] 
Northrup King & Co..... 27,232 Brentanos.. ePak cigrelnue Site 31,174 Magazine of Wall Street . wate 58,494 I 
Numismatic Company of Texas.. 9,905 Bush, David, 7. 1,792 Me Graw-Hill Publications . Bout 32,770 I 
Nunnally’s Candies. . 12.737 Business Economic Digest.. 7,733 Miss 1929.. eee 7,386 I 
Ohio Bell Telephone Company.. 337,019 Clode, Inc., ac 4,551 Modern Mechanics... 24,682 I 
Orbit Listerated Gum. 56,740 Collins Sons & Co., Ltd., Wiilizm. : ° 255 Motor Magazine.. 22,151 r 
Oriental Plant Co.. 37,972 Copeland & Co., Inc., Lewis... 13,175 Nations Business.. ' 305,770 ( 
Pacific States Electric Co: 4,377 Cosmopolitan Book Corp. $0,472 National Sportsman Magazine... 3,326 ( 
Pacific Tel. & Tel. Co.... errr 441,732 Covici Friede.. 30,491 Pathtinder. 1,439 { 
Paris American Pharmacal Co... ... 197,842 Coward-Mc Cann.. 30,571 People’s Popular Monthly.. 1,467 ] 
Patapar (Cooking ee 23,833 Crime Club.. 9,478 Pictorial Review. 128,824 ] 
Philadelphia Bird Food Co......... 4,402 Day Co., The j ohn.. 11,898 Plain alk. 1,689 ] 
Philadelphia Seed ve SA 4,339 Devin Adair Co.. .. - 2,340 Police Gazette... 14,586 ] 
Plantabbs.. i susan dos luinte's 24,734 Dial Press, The.. 3,682 Railroad Man's Magazine... 20,139 ] 
Planter’s Peanuts... 13,136 Dodd, Mead & Co. 54,366 Saturday Evening Post. 457,834 ] 
Postal Telegraph.. 287,290 Donnelley Corp., Inc., R E.. 9,946 Scientitic pga 968 ; 
Pratt’s Buttermilic Chick Feed... 71 Dorrance & Co. 382 Screen Book.... ‘ eave tne 2,752 ! 
Radio Corp. of America Doubleday Doran & Co., Ine. 165,455 Screen —-- Chiesa eee Oss oS 20,719 ] 
(Radiograms).. 13,861 Duffield & Co. Seis 00 Smart Set.. ; 260,613 ] 
Rain Ki Sprinklers. 36,014 Dutton & Co., E. Pp. 101,670 Sport Story. 16,175 ‘ 
Ralston Chic Food. . 33,782 Educational Press. . 53 True Comeunan Magazine. . 9,108 ‘ 
Red Jacket Health Motor... 683 Encyclopedia Britannica .. 477,949 True Detective M cnnenene 102,951 P 
Reichardt’s Chocolates . 8,810 Franklin Publishing Co. . 15,525 True Story.. 865,084 ‘ 
Reynolds Farms. 3,623 Funk & Wagnalls.. 32,415 Writer's Digest .. OCU decd aia 315 r 
Rice Leaders of the World : Ass'n. 76,938 Goodspeeds Book Shop.. 7,746 Your Home Magazine pncrah elon are reasons 37,263 ‘ 
Rumidor.. ‘ oe 9,251 Grolier Society, The.. 11,050 ; 
Sacco Plant Food.. 24,740 Haldeman-Julius Publications. . 833,455 fo) 7,320,606 r 
Schutter’s Cand Bars.. 32,426 Hale Cushman & — 3,318 ; 
Sergeant’s Dog emedies . 15,670 Harcourt Brace & Co.. 78,975 , 
Shotwells Marshmallows. 39,786 Harper & Bros.. 108,297 Newspapers ; 
Simmons, C. 4,050 Henkle Co., Rae D.. 3,060 Barron Group, The 80,822 
Southern Belt Tet. & Tel. Co.. 413,663 Holt & Co., Henry. . 14,973 emrneAAvechicehs ccc. 26 210 
Southern New : peal ee Co... 202,772 Houghton Mifflin Co.. 80,754 actoneNinenGals. <.oeccicc. ck. 28'974 
Speedo — : 1,872 Investment Research Bureau. 8,709 Boston Globe iia pa ible aN 58.007 
Speedwriting. . 4,692 Investors’ Pocket Manual.. 1,871 Boston Herald... Or ge a ethan oe etn ay 7'897 
Stone, L. M.. 23,553 Knopf, Alfred A..... Picenyonecs 49,831 MUL Pen ook ac 111692 Sp 
Tom's Toasted Peanuts... 49,464 Lewis ing may Oi 65.9100 1,058 Boston Record. . 3'530 | 
Tower Exerciser. RERE YS Lippincott Co., , 35,565 Chicago Daily Nacsa : é 281'202 | 
U. S. School of Music.. 7,511 Little Brown & hg 104,096 hicago Herald- Heamiier.......,.. 288 082 | 
Velvet Molasses Candy. . 20,461 Liveright, Horace, Inc.. 79,533 Chicago Tribune.. eae te 659,795 | 
Vigoro.. 222,527 Longmans, Green & Co. 23,652 Christian Science Monitor. ieee mer 886 
Von Boeckman, Paul. 4,822 ms Lee & eeniey fe.. 2,563 Gleveland’ Pisin Dealer. neni 49.947 
Western Union Telegraph Co.. 143,431 Macaulay eon 61.580 Daily Running Horse. ee 26.471 
Wilfred, L. E.. , 8,171 Siesniilan. Co., The.... 155,629 Detroit News... Speen 57.086 
Wrigley’s Chewing Gum .. 695,675 Macrae Smith Co... 7,244 Treads Toman” yaaa. 5'458 Tr 
came Mac Veagh, Lincoln 7,771 Elizabeth Daily Journal. 2,651 
MRE es os ox od ance nw Shas 9,823,519 Mc Clurg & Co., 13,460 Gannett Newspapers. . 26.465 
ig & ra bee: C.. acs Hearst Newspapers.. 67,705 
te te io I aes New York American. . 256,570 
odern Library, Inc. 1946 New York Daily Mirror . 80,613 
MUSICAL INSTRUMENTS Morrow & Co., William... 8,355 New York Daily News.. 70'460 
e Norton & Co., 'W. W.. 20,346 New York Graphic.. Gir sane eee 28,964 
Baldwin Piano. 12,890 Oxford University Press. . 2,051 Naw Worl Herald Teibune ° 190.049 
Brunswick Phonographs & Records. 490,946 Payson Gia, VAG. 66 <0 cs.c00s 60 39,568 Naw Vor ae ening | 2 ain 144'166 
Columbia om ephiad & Records.. 493,208 Penn Publishing Co., The.. 32,596 Naw. Wore Sun. yeaa ae 324'489 
Deagan Chimes.. os 853 Princeton Universit Press. . 4,093 New Vere World. . 121.703 
Mussehl & Westphal. . 870 Putnam's Sons, G. ‘ 22,982 Philadelphia alicia. . 244.229 
Okeh Records. 48,907 Reilly & Lee. 2,843 Philadelphia Inquirer. . f 72661 
Serenelli Accordions. . 1,195 Robert's Co., W. F.. 2,284 Philadelphia Public Ledger.. Sala 25.410 
Sonora Phonographs.. 4,902 Ronald Press, The. 6.498 Philadelphia Record. . en ae: 14.867 
Victor Phonographs & Records... 141,520 Schauble & Co., H. pveusveraraiers 1,058 St. Louis Globe Democrat. een 75.868 
———— Scribner’s Sons, Charles. . 126,347 SaniiranciscolCall, Be hn 27,754 
DASE oe Sorsslnsss 6 dw skon ees 1,195,291 Sears & Co. es Inc., 16,275 San Francisco Chronicle. See 15.783 
sane md Hawkins Boi Co. 5 : San Francisco Examiner........... 45,247 
Stak i ry ye o 43°472 Scripps-Howard Newspapers. eae 183,412 d 
gee , Wall Street Journal. cen 88,679 
OFFICE EQUIPMENT Sully & Company. ae sh947 | Wail Street News... 24704 
iking Press, Inc e ‘ of 
Art Metal.. 26,530 Warren , John Wm.. 1,751 Washington Daily News .. a _ 
Barr Typewriter... 3,324 Washburn, Ives, Inc.. 14,611 Total 3.723.944 
Barrett Pens & Pencils... 1,358 Winston Co., The John Co.. 17,767 Peed cauet os ie 
Burrough's Adding Machines... 36,206 —____—_—— 
Chilton Pens. 145,149 GEN paracies os wesley aeans 3,594,770 
Cleary Adding Machine.. 9,310 RADIO 
Conklin Pens. eaecters 148,751 “~ 
Corona & Smith 1 Typerwriters spay 5,721 Batteries & Eliminators 
Dictaphone... ee 284,850 | Magazines Burgess Batteries. ...........-.5.. 2,569 
Ediphone. . nebe 135,305 Aero Digest .. ida sae oretemelans 634 Eveready Radio Batteries.......... 365,415 
Moore's Loose Leaf Systems.. Dishes 1,989 American Mag: = eee 406,427 Knapp Powerkit. . tees 1,243 
Moore's Pens.. ; as ier teh 39,244 American Mercury. . 10,725 R. B. Charg Bers. .... 893 
Mosinee Paper.. 84,707 American Weekly. . 250,224 Roll-O “B" Eliminators. re 
National Cash Register. . 378,995 Antiquarian Magazine.. 10,573 Si-Len-Ser. x ree 3,249 
Ohmer Cash Registers. . 4,938 Atlantic Monthly Mags izine. 3,747 Townsend “B" Sockett Power 9,960 
Ozark Pencils.. 89 Battle Stories Magazine.. 7,267 394 832 
Parker Pens & Pencils............. 1,173,260 | Billboard. CERRY A 9,029 Total.. 384,83 
ROval TYPCLWTIe4#ss:. . ees ccs. ve oes 375,726 Coast Investor... eee esse Santer 12,803 
Shaw-Walker Systems............. 82,965 Collier's. Maen Se 54,036 
Sheaffer’s Pens & Pencils........... 578,598 Conde Nast ‘Publications a ene ees 26,056 | Sets 
Terride Specialty Co.............. 1,724 Cosmopolitan Magazine. ee 1,196,474 A-C Dayton Radio....... 60655. 141,007 
Underwood Typewriters . 52,795 Crowell Publications............... 282,336 Amrad Radio.. 471,787 
Venus Pencils.. i Siidaee sates 14,950 Curtis Publishing Co.............. 96,369 Apex Radio. Ae, Mien eae gree 309,899 
Victor Adding Machines........... 6,299 Delineator Magazine.............. 205,259 Arborphone I on cin ara 14,222 
Wahl Eversharp. skin we eecs 313,519 Financial World, The......... a 102,229 Atwater Kent Radio.............. 7,789,566 
Waterman Fountain Pens.......... 765,694 Pores MawAGiNeS... 6.5 Seca 11,98? PROIMCIE PROOIO! 65. %s pave ve oa 6 ko Ooo 147,889 
—_——————— Forum Magazine................--- 20,210 AGSOHIRACIO 4, s/c elproiuiele eb) ain 9.6 644 1,485,831 
Total 4,671,996 Good Housekeeping..............- 510,192 MRRAMO ES PRAUIO ci o/6.'0is, 46 ae iene Sa eters 1,321,865 
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NEWSPAPER ADVERTISING OF 2,548 NATIONAL ADVERTISERS—(€ontinued) 


Advertisers 1929 Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage By Industries Lineage 
RADIO— (Continued SPORTING GOODS—(Continued) TOILET REQUISITES—(Continued) 
Bremer Tully Radio............... 214,852 Gray Goose Golf Balls............. 5,586 Ipana.. ceaevicdvecdiud ceawers 55,105 
BiearRWiGle FAGIO. «66s oe ccsnce ces 1,615,994 Johnson Motor —- 9 eraaa 105,171 Kolynos. . 246,312 
Colonial —-- em atacae avakaierd Ais 428,020 Kroydon Golf Clubs.. 96,664 Listerine Tooth Paste. . 718,479 
Courier Radio.. 464,747 Lionel Elec. Trains.. 63,839 Lyons Tooth Powder (Dr. ).. 36,442 
Crosley Radio.. ET ee Oe 1,838,212 Lockwood Outboard Motors.. 783 Marvel Tooth Paste.. 1,089 
Day Fan Radio... stexaneecnoedes 325,167 Mocar Airplance.. 1,041 New Mix Tooth Paste.. wears 286,412 
Earl Radio...... 849,546 Pelton Swimming Suits .. 13,995 Orphos _— Paste.. ae 49,125 
Edison Radio... 1,099,922 Petite Dolls.. 32,764 oo ae ee er at ® 946,626 
Eveready Radio. Ss 1,361,880 Reach Sporting “Equipme: it.. 16,552 Pepsodent.. 1,266,737 
Fada Radio. ie date 971,166 Remington Sportsman's Materials. 2,386 Squibb’s Dentrifice.. 610,192 
Federal Ortho- “Sonic Radio. . Bata 58,197 Sea Sleds. ‘Kaaeeed 1,896 West’s Tooth a Dr.. 177,129 
Freed Radio.. eae eee 500,823 Spalding & Bros... AL Cc. caters 102,316 X-It Tooth Paste.. 4,160 
Freed-Eisemann Radio... 153,622 Travelo Swimsuits. ieacacesas 7,660 
Freshman Radio. . oie ata Retin: avs 128,929 U.S. Playing Cards. . 305,466 ROGAN ais. bd sec5 a 20. va case 5,949,953 
IE EAI oc cee. 6. ete ce wccows 46,626 U. S. Royal Golf Balls.. Suwa 35,071 
Graybar Radio.. Sanleee tenes 87,403 Walter Hagen Golf Equipment « eae 6,535 
Ce EIR arcs 6 acca es 66 ce RE 481,654 We & They Playing Cards. e 3,078 Perfumes and Cosmetics 
Gulbransent RAG. oo. cn ese ce cats 111,932 Wilson Golf Equipment............ 136,084 Almonized Beauty Preparatione.. ere 11,036 
PRON EERO cig 6 o's: hes oan ss ce are 51,889 —_———_——. Amorskin Products.. Nee 18.751 
Kellogg Radio. ......-...+.-.-000- 315,506 Total.. : 1,495,568 Angelus Beauty Aids... mabe: 60,831 
Kennedy Radio... .....-.-+++seees 273,494 Arden Preparations, Elizabeth. Stee 94,384 
ged _—— ae Oe ee Me od ee eee Rear 1 goer TOBACCO nm Toilet eaeneaenan is as 185,513 
Me UMN MO .6 occas ct ce Re sn See i a ere 2 
Lyric Radio. . 623,459 | Cigars og gaaes 2,5 
Majestic Radio.. 6,261,721 Admiration Cigars. ie wgec’ 298,898 Black & White Misc. . Products.. Tees 1,285,559 
Mohawk Radio. . 32,254 Bayuk Philadelphia Cigars. eiae date 642,922 Boncilla. . ds eae 30,037 
Philco Radio. VeceRaeKeneewe 2,198,622 Blackstone Cigars.. ae eae 10,063 Bourjois Products... es 57,306 
BN I 0, x ovee aceaus seven 4,267,576 Chancellor Cigars. . Sanuna sacs 216,348 Boyer's Preparations. . ee RS 149,996 
PEIN RRR hile nc iéran Cue e on ok aes 403,710 Charles Denby Cigars. Biaaceusecdd 113,446 Campana's Italian Balm. SPICES 117,335 
Sonora <> a RS ee ree ee 256,542 Cremo Cigars.. era 2,192,775 aes. en 23,652 
Spartan Radio.. je 2,894,881 Dutch Masters Cigars. Su guaels 1,030,129 Chap: rears 5,223 
Splitdorf Radio. . 12,727 Edwin Cigars. . EE eer 4,054 Chesocti Beauty Products. peat 70,137 
Star-Raider Radio. . 18,980 El Producto Cigars.. Page ie Sag 1,818,299 Clear Tone.. RG Ne 16,158 
Steinite Radio. . : 443,542 El Sidelo Cigars.............++.+-5 70,617 Corday Perfumes. 7,665 
Stewart-Warner Sa a lai 1,745,651 Ebi Vets CUMING oi cen ds cece nbessine 234,230 Coty Products.. eaten 1,022,283 
Secemeep- semen © Radio. Pent 622,986 Emerson Cigar... .... 12,136 Daggett & Ramsdell Products eee 44,302 
Temple Radio.. ae neces oe 769,926 Garcia Grande.. 43,013 Delica Brow... ’ 15,138 
Traveler a. 7,945 Harvard Cigars.. 10,150 Denton’s Facial Magnesia. . ; 261,241 
Victor Radio. 2,312,316 Havana Ribbon Cigars... 134,102 Djer Kiss Toilet Preparations. Waca u's 52,990 
Zenith Radio. . 1,368,713 Henry { George none Fey hen by Samer ours. wens re = 
igars . D renc arcissus er ume. . ¢ 
ROHR iicccécccrcsesreseces, SRG John Ruskin Cigars . | 240,697 Glory Of The Sun Powder.. i 76,444 
oe ade Seas. —- Qekten Pessock Sa: oe 199.380 
ing Perfecto igars.... waawas a ‘i te) an Pro ucts, a 171,796 
Speakers La Fendrich Cigars... 0.00 cc cccecsces 117,180 Gossamer .. os 4,359 
Magnavox Speaker. . “t oe 4,200 La Natividad Cigars..... aseree 79,328 Gouraud’s Oriental Cream. 58,867 
Newcombe Hawley Repro ucers ste 13,232 El PU OMB fon cc iien ka caeeeee 1,076,233 Graham Lotion, Gervaise.......... 18,950 
Peerless ——.. es eK} WRMIIE CIN ccc ce dc tcltcaevctee 11, Gray Preparations, Dorothy.. 179,560 
Temple Speaker. .. 3 Manuel Cigars.. cies Maes 175,134 | Hind’s Honey & Almond Cream. 152.304 
¥ otal 34.369 Laer > Cigars. . ~~ Hopper Beauty Preparations, Edna aati 
hisereniqadarstet oa vanes : uriel Cigars. . ’ lias. : : ' 
Napoleon Cigars. Sexaveccsere 11,995 Houbigant Preparations . 238,619 
Tubes Noble Dieund Cigars .. eedews 3,415 fa s Buttermilk Cream.. 15,161 
Arcturus Tubes.. 577,459 | Optimo Cigars. . eeees 17,148 | Hudnut Products, Richard. . 518,246 
Ce-Co Radio Tubes. . 97,060 Pacifico Cigars. . 4,367 Isabey Perfume. . maade 18,332 
Champion Radio Tubes.. 84,531 Peter Schuyler Cigars... 173,404 Kissproof Products. . 91,702 
Cunningham Tubes. 863,050 Pippins Cigars. . 10,482 La Blache Powder. 49,903 
De Forest Audions. . ; 311.091 Robert Burns Cigars... 919,196 Lady Esther Preparations. . me 92,059 
Gold Seal Tubes.. a earn ae 40,939 Rocky Ford Cigars.. 233,602 Lanzette Preparations, Annette... 6,558 
Ken-Rad Radio Tubes.. Rnecs 17,225 Roi Tan Cigars..... rer ere 170,484 Lentheric Perfumes. . ee 76,714 
Marathon Tubes. Oe seh 18,904 Sues Wr CMON CAE aig arc cs nk os os Seca 249,131 Lucretia Vanderbilt Toiletries . 196,124 
Marvin Radio Tubes.. 52,235 Sante Fe Cigars.... Pua sae aes 32,833 Manon Lescaut Face Powder.. 14,633 
Perryman Radio Tubes. 77,244 ye a err eee 237,997 Marie Earle Preparations. ......... 144,632 
Radiotrons.. i 547,955 Ferrentitt Cisast fase oc ciciccccces 248,791 Marinello Beauty Aids.. asked eked 67,433 
Raytheon Tubes... 37,266 Wa PWG ONIN i 6 ic4. cin dc'vn suawces 1,327,807 Marvo Beauty Preparations. 11,318 
SHAG HET TENIME: - o.onacXi-cweo ices 144.910 WEGRRIGE Gimatissccc5 <6 cous cs ocinn 12,764 Mello Glo. aaa 246,197 
Speed Radio So AGO 86.794 White Owl Cigars..............-. 1,276,360 Mystic Cream. ‘ 2,371 
WET ATIRCERBOAG oo ook ac weirs Se eebus 246,432 Wats Pent Cigarge.. 60. ce.ccds we case 950,064 Nadine & Nadinola Preparations. . , 162,887 
(PPLAEL BUEN ee eirexd-wo'ael ad oe.S Sense 89,915 a Naroli ee Faadaiaea 1,93 
io neste amenatedcte Total... 15,077,182 Norges; a 
i eee ee 3,293,010 ‘ 
0. J's Beauty Lotion.. 7,351 
Cigarettes 
Miscellaneous ee Star hengeunennen Se 26,701 Oriosan rrr oy Brepatiion. . vor 
Bud Antenna Eliminator.. ae 4,515 Cam ama 2,634,362 Phantom Red Lipstick. . 555 
Columbia ean Chain .. . 1,131 Chesterfield . 10,341,709 Plough’s Beaut Preparations. ra 14,015 
Dynafilter.. a wi 13,688 | Lucky Strike. S2U0OATE | Hatin aiiec.. +c. ..ccscconce, 18'386 
Elkon Radio Parts.. 1,495 Marlboro 35,580 Pond’s Extracts... pam 394.117 
Findlay Radio Tables. . 1,944 Murad. 10,208 , 
Primrose House Preparations. 66,293 
Kilostat. . rors 9,083 Old Gold 8,314,898 Princess Pat Beauty Aids. 53.792 
National Broadcasting Co. eran 2,786 Rateigit... <<. seraee’ 2,583,996 Pussywillow Powders.. 4.296 
Phonovox.. epee 5,367 Race ti cunesaen’s 1,187,461 y : 
Radio |, 4.735 Queen Skin Whitener.. was 6,932 
i by me Accessories... naae HORM R ess Graktaeds Cease 37,261,390 — Preparations, Kathleen eae 15.526 
nited Reproducers Corp ; mes 5.304 Diner & Gailet Products... 83,437 
Ward Leonard Radio Products... .. . _ 879 ~_— Rubinstein Preparations, Helena... 291649 
Total ; 65. 157 Edgeworth Tobacco. . 152,744 Stein's Beauty Lenenes. ere 24,730 
RESASS Granger Rough Cut. . 178.779 Tangee Products... awe 5,121 
Luxury Smoking Tobacco. 24,406 Thine Hand Cream . 306,465 
SPORTING GOODS ‘ Trevaux Perfume. Laon wae nae 27,485 
Mail Pouch Tobacco. i Vivaudou Preparations... 423,220 
Ayvad Waterwing & eden “is 4,319 Total 525.261 White Rouge J’Adore.. 4,966 
Bossert Speed Boats... ay 3.675 coc cece eer cc cs cececee 2d, Woodworth, tne. 13,148 
al " 5 y. 6,3: 
Chicago Roller Skate Co. 12'817 | Miscellaneous Wend Beprais, Ai sees 50.182 
Chris-Craft Motor Boats.. 37,923 Lyterlife. . 11,583 —_——— 
ine Kodaks. : 13.686 | Ronson De Light. . 31,795 ae 8,628,765 
Colonel Golf Balls . wets 51,277 aia ian 
De Vry Cameras & Projectors... ie 132,177 (MOM ddstswas cueing saancacs 43,378 
Dee White Boats . er 9,577 Soaps 
Dodge Water Car. 5,061 TOILET REQUISITES Amami Shampoo.. 5,734 
Eastman Kodak. 240,745 | Dentifrices Black & White Shaving Cream . 6,328 
Elto Motors.. 1,485 Colgate’s Dental a. 744,214 Black & White Skin come 39,538 
Evinrude Motors. . eye 30,778 Forhans ... 765,122 Blondex.. 16,683 
Gar Wood Boits....... 0.0. s. e000 3,597 Iodent Tooth Paste. 42,809 Blue Star So: ip. 18,854 
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Advertisers 192 
By Industries i 


TOILET RE QUISITES—(Conatinued) 
Soaps—(Continued) 


Camay Toilet Soap.. 115,960 
Chaulmex Soap 14,843 
Cocoa esdeamer Castile Soap.. 172,704 
Cuticura Soap & Prep.. Sa 1,599,243 
Golden Egg Shampoo.............. 7,914 
Golden Glint ae Leen an eg at 23,091 
Henna Foam oe: ist eau 11,505 
Herpicide Tar a. pastes 272 
Ey PIG, cn os conn ts On 6H. es se ves» 73,384 
Shampoo. . Scheie sias 39,495 
Latherite Shaving Cream . 19,799 
Lifebuoy ne © Cream.. 69,197 
Lifebuoy Soap.. ° 2,289,408 
Lux Toilet Soap 3,852,176 
Marchand's Saaion Hair Wash. 91,056 
Mennen's Shaving Cream. 86,203 
Mulsified Cocoanut Oil Shampoo.. 130,130 
Olivilo.. tava ® 5,745 
Palmolive Shaving Cream... .. Severe 192,448 
Palmolive Soap. . ices 4,949,293 
Resinol Soap and Pre; 2: re ations.. ek 1.107.543 
Rhodes Toilet Soap. ame 3,189 
Sanso Reducing Soap.. 1,119 
Squibb’s nay Cream. . 132,528 
Sweetheart : 192,596 
Woodbur Paciai Soap 172,990 
Yardley Old English Sean,” 77,578 
DOL cc aCaw lee oe ee Noses 15,618,546 
Miscellaneous 
Astring-O-Sol . 78,283 
Babbette.. 28,656 
Barbo Compound. . 109,934 
Bleach Tex ne. sb iach pi aa 51,634 
Brownatone. . canslb ibmerelemaleieisix ath: 64,898 
Calonite. ree 80,713 
Chartex Mouth “Wash. aia es evs 25,895 
Christy Safety Razor. 7,129 
nr ea ric. 149,979 
neat shat ne ee wy nses nts 669,666 
Delatone.. 7,526 
Teadin. Easy 14,066 
Dermo- Ray Hair Treatment. Pe He 36,774 
Eugene Permanent Wave. Saisie 182,585 
Farr's Gray Hair Restorer.......... 41,230 
Fasteeth. . Gilg ace ecw 101,289 
Fitch's Dandruff Remover......... 58,539 
Fredericks Permanent Wave........ 48,966 
Gabrieleen. is eatneis 3,850 
Gem & Ever Ready Razors. ewes 982,642 
Gillette venandin Razors.. 411,453 
Glo-Co.... 26,199 
Glo-Ray 15,313 
Glostora.. 29,112 
Heck Deodorant. . 3,766 
Hercolin . 1,171 
Hush.. ’ 1,387 
Ice-Mint.. Deal te inte Bai Wialias sg he 143,889 
Kewpie Tissue ob Wes ee athe + §,427 
Klutch. be LuicusSa eG eieia erent 24,547 
Kolor- Bak. 59,143 
Kotalko.. we sseeuerneewss 22,799 
UE he iit NS. gala aes eve nhGoiche 1,956,485 
Kremola. . ne ee 1,83 
Kriss Kross Products. sete : 433 
Kuriash.. 2,456 
La Cross M anicure Sets.. 35,895 
La Lasine (Antiseptic)............. 282,972 
Rieta Baie TM... ou wssuos os cas 71,471 
ss | og ecole a 1,967 
Liquid Arvon.. 177,768 
Listerine.. 2,243,113 
Lucky Tiger. 228,683 
Lysol. 21,964 
Maybelline... 102,783 
Mennen Talum...........-...--: 76,512 
Mercolized Wax......... 151,026 
Merke Derma Vial. 10,760 
Modess. * 60,385 
Mum.. 46,514 
Murine.. 34,808 
Neet. 190,631 
Nestle Circuline Method... 136,880 
Newbro’s Herpicide . 5 esate 8,890 
OS eee i be 133,789 
Nourishine Products............... 37,399 
SERS oe cow he as Saiemakiae SOS 35,977 
oo heeg i eel aa 9,120 
Orchard White. 155,513 


Othine.. seitent ees 52,993 


Paragon Hair Treatment.. sinpravaaleta le 9,272 
Parisian Sage. . ss 9,214 
Parker's Hair Balsam.. eleiatls 6 29,692 
Paul's Henna, Bows... esse ve sees 3,705 


Pierre, Madame.. By 730 


Pro-Phy-Lac- Tic Tooth Brushes. ssi 54,226 
Q. I. K. Hair Remover. ars 6,211 
Queen Hair agian eer ee 6,254 
Reva Hair Dye.. paw 2,756 
Schick Razor. . 61,350 
Scottissue & Waldorf Toilet ‘Paper... 349,466 


Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage 
TOILET REQUISITES—(Continued) TRANSPORTATION—(Continued 
gl eeamanenl Steamships 
Sergeant’s.. . 12,254 Alaska S. S. 43,595 
Silmerine.... Seneeme « 1,138 American Mair Line.. 29.331 
Simpson Electric Comb. piacere 1,197 Anchor Line. . 51.657 
Spic Deodorant.. SHANG ee ne 32,764 Anchor-Donaldson Line. . 3.150 
Statler Toilet Tissue.. tbieerts 10,322 Bay State Line. 30,048 
Stay-Rite Hair Pins. . Sea 5,948 Boston & Yarmouth S. S. Co.. 11.370 
Stirizol . ee ee 7,207 Canada Steamship Lines.. : 194'561 
Sulfex Skin Lotion. Pooe esis 12,861 Canadian Australasian Royal Mail... §9-751 
Tek Tooth Brush. Saeware 330,957 Canadian Pacific Steamships, Ltd.. 1,262,355 
omas Hair Treatment... 282,570 hicago, Duluth & womens Bay is 
Tricho System.. 22,943 Transit Co. . ies ie 62,615 
Twinplex Razor Products. . < 4,887 Clark Steamship. Co., 3.479 
Valet 99 re eonnd Razor.. 67,511 pag & Buffalo Transit Co.. 130,565 
Van Ess. os nr eters aie 10,167 Clyde Line. : 247,194 
Veldown...... One aa 711,242 Clyde Mallory Line. 256.760 
Vitalis Hair Preparations. suiineue steak 55,094 Colonial Line.. eae me 129,243 
Vlotoline.. 1,133 MEOM GHEE IAG: sr iiolecccs sess sioe's cord 50.368 
Vosine Mouth Wash.. 4,920 Cunard Line.. 8/090 
Vreeland's Hairerbs . Ses eeactnee 46,577 Cunard & Anchor tine. : 176,509 
Wade & Butcher Razors........... 38,765 Detroit & Cleveland Navigation ‘Co. 115,887 
West's Tooth Brush, Dr........... 87,750 Dollar Steamship Lines. . : 180,419 
baal s aap oo. ee 68,933 Dollar S. S. Line & American Mail. i 
Lal ‘Ox. ; 142,151 Line.. ; 59,801 
3,921 Eastern S. S. Lines.. 136,846 
Wital, , RRR 9,749 Ericcson Line.. 18,225 
Wonderstoen .. as plese eels 4,585 French Line.. Re oReranis 2,033 
Wyeths Sage & Sulphur. Pecse ete ode 332,711 Furness Line. . se nearieee 176,722 
X-Bazin. Ree 28,126 Goodrich S. S. Line................ 69,986 
y Ae oe Baby “Talcum.. 3,559 Grace Line.. 30,851 
Zerodor 14,897 Great Lakes Transit Corp.. 135,161 
__ Green Line Steamers. eee 8,182 
MOR ic vee seceserecce ares Guif & Southem 8. $. Co. ........ 2 
Pambusg American | Line.. 371,687 
Hollan erican Line. 200,187 
TRANSPORTATION Hudson River Night Line.. 116,215 
nternational Mercantile Marine .. 469,054 
Railroads Italia-American Shipping weep... 61,863 
Atchison, Topeka & Sante Fe R.R.. 1,690,484 | Lamport & Holt Lines.. - $1,728 
Atlantic Coast Line.. 162,011 Lloyd Sabaudo Line..............: 34,402 
Baltimore & Ohio R. R ns 1,022,596 | Los Angeles S. S. Co. 512,540 
Bangor & Aroostook R... ike iat 546 Louisville & Cincinnati Packet Co. . 8,476 
Boston & Albany R. R.......... 121,734 MABMOTY LAGE. 6 6. kc cc ces os 12,357 
Boston & Maine R.R.. ee 47.647 Matson Line. Gcrearnees 203,263 
Buffalo, Rochester & Pittsburgh McCormick §. S$. Co.. 6,204 
2. ee ke 4,346 Merchants & Miners Trans. Co.. 210,275 
Canadian Nat'l “Railway .. ae 516,831 Munson Steamship Lines........... 135,318 
Canadian Pacific Railway... Pen 286,653 New England S. S. Co.. sees 236,073 
ET Bin asc ceenceans 173,251 | Nippon Yusen Kaisha Line.. 109,788 
Chesapeake & Ohio R. R.. nae 137,219 North German Lloyd... . .. 327,727 
Chicago & Alton R. R.. 110,730 Norwegian American Line . mats 5,500 
Chicago & Alton & Missouri Pacific. 19,671 Ocean S. S. Co. of Savannah....... 160,037 
Chicago, Burlington & Quincy R. R. 820,597 Old Dominion Line.........-...-.. 21,291 
Chicago & Eastern Illinois Ry. Co.. 67,957 Pacific Line. 353,960 
Chicago Great Western R. R:...... ; 284,915 Pacific Steam Navigation Co... 16,264 
Chicago, Milwaukee & St. Paul Ry. 361,816 | Panama Mail S.S. Co............. 83,430 
Chicago, Milwaukee, St. Paul & Panama Pacific peu ee Se 268,160 
Pacific R. R 665,473 Porto Rico Line. araaibis stoatel eae < 70,836 
Chicago & Northwestern Ry... 592.502 BOW SURE LABS 56 o.0::6-04;06'06 we.06's 14,841 
Chicago & Northwestern-Union Red & White Star Line. . . 31,471 
Pacific Rys.. P 536,039 Royal Mail Steam Packet Co....... 58,991 
Chicago, Rock ‘Tsland & Pacific Ry. ‘ 810,124 Scandinavian-American aia ree 9,265 
Cleveland, Cincinnati, Chicago & St. South American S. S. Co eee 16,795 
Louis Ry. veins 319,528 Southern Pacific S. S. Tse. 63,643 
Delaware a Hudson Co., “The.. ; 8,977 Spanish Royal Mail Line.. 14,693 
Delaware, Lackawanna & Western’ Swedish American Lines. 35,775 
rR... 166,916 Union Castle Mail S. S. Co.. 9,613 
Denver & Rio Grande R. R.. 92,860 Union Royal Mail Line. . on $1,042 
Erie R.R ins ie 205.352 Union S. S. Co. of New Zealand . ae 40,757 
Great Northern. Railway. 826,476 United Fruit Co. Line........... 134,934 
Illinois Central System. . 744,367 United States Lines... 522,970 
Lehigh Valley R. R.. 243.995 IWAEO RANE visis'e/cierdierae.es tc teins 131,070 
London Midiand & Scottish R. R... 22,170 | White Star Line..... 164,187 
London & North Eastern wee - ere aaa 
England & Scotland.. ee 1,517 Total... .. 10,413,736 
Louisville & Nashville R. R.. sie 1,034,756 
Minneapolis, St. Paul & Sault Ste 
Marie Ry. . Fe 175,848 | Tours 
Missouri-Kansas-Texas Lines.. 411,634 Allen Tours. Seas REA eae RTS 8,384 
Missouri Pacific R. : 1,009,458 Anderson's Tours. . eae 771 
Nashville, Chattanooga é & St. Louis Babcock Tours. paoaeee 123 
Ry 5‘ 27,356 Bennett's Travel Bureau........... 168 
ee f York Central R. R ; 1,169,216 Bixley Tours. ‘ 1,555 
New beg Chicago & St. Louis R.R. 148,767 Borings Travel Service Ine., ‘James. 61,627 
N. H. & Hartford R.R...... 353,861 Buckeye Stages, pe Bs eae 15,215 
Norfcite & Wenn a: 108,324 Burlington Tours. NOU ee. 15,503 
Northern Pacific Ry.. 582,388 Carleton Tours. RRORE. 949 
Pennsylvania R. R... ccc ccccccecs 2,431,552 Clark Tours, Frank C.. Bisiraiecs 148,481 
Pere Marquette Ry... Susercers 19,061 College Travel Club...........00-. 1,36 
Reading Railway System. . ; 215,899 Cook & Sons, Thomas......... 252,333 
St. Louis-San Francisco Ry. Co... 310,047 Cosmopolitan Tours Co... .. cscs 19,377 
Scenic Limited.. 123,015 De Luxe Motor Bus Line.......... 2,472 
Seaboard Air Line Railway. Bs 256,923 Dodd Travel Co. ‘ 2,652 
Southern Pacific R. R. Coen 1,454,104 East Michigan Tourist Assn........ 11,541 
Southern Railway System.. 502,858 Foster’s Travel Service, Inc., a e 407 
Swedish State Railways............ 55 Franco-Belique — we 9,731 
ERS PRCING Tee NR 6 o.0:5.6.0:00re e000 336,506 Frank Tourist Aedes sereeanes ¢ 65,856 
Union Pacific R. R.......eecceeees 868,995 German Tourist. b pee eCeseieNs 9,742 
Wanhksh Railroad... .3.sssscceess se 393,145 Gillespie-Kinports & Beard ....... 9,565 
Wabash-Union Pacific.. Brrr me 54,041 | . Grayline Tours. 6,287 
Washington-Sunset Route. . aaa 22,868 | Gt. Lake Stages-Gray Lines, Ltd. 82,846 
Western Pacific R. R.. sreateeeats 181,030 Great Lakes Tours Assn.......--+++ 10,812 
Guild Travel Bureau . SRR 12,489 
23,257,509 Intercollegiate Travel Bureau...... 2,834 


MMOL a cen ais avaeeeet 


Copyrighted 1930 by Sales Management, Inc. 


ER a Oe nS ey eS eee ee 


SALES MANAGEMENT 131 
7 e 
NEWSPAPER ADVERTISING OF 2,548 NATIONAL ADVERTISERS—(Continued) 
} Advertisers 1929 Advertisers 7 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage By Industries Lineage 
TRANSPORTATION— (Continued) Miscellaneous— (Continued) WOMEN’S ne 

Tours—(Continued) Pickwick-Greyhound Lines......... 108,027 La Loie Silvel Velvet. 21,116 
Martin Travel Bureau.. 16,398 Pickwick Stages . Saabs 119,526 Lucille Dresses. . ‘ 880 
Mediterranean Cruise . ; 2,668 Students Travel Cl ub. 4,250 Maiden Form Brassiere ... 20,425 
Michigan Tourist & Resort Assn... . 11,474 Yellowway Bus Line. 61,173 Nemo-Flex Corsets. . ir earwaes 63,007 
Mitten Tours. ... : ihe eo te eae om y folastic Gide. Sud <0 tad ea eer a 4,826 
Rainbow Tours. he Oh nee 1,49 1,070,888 PRORSNENS CHENOEO os oe 5 canis os oe ce ews 2,948 
Raymond & Whitcomb............ 179,186 WOMEN’S WEAR Peter Pan Fabrics.. * 7,425 
Royal Blue Line.. 6,225 An? we & ~_— mere ete 1,877 Phoenix Hosiery .. 103,331 
Simmon’s Tours. 12,092 Bantams.. walediad vewwnaes 3,406 Propper Blue Edge Hoisery . 7,867 
Stratford Tours.. ws cane aee 1,130 Beltex. . 2,548 Redfern Corsets. ta 24,744 
TRMGIE WON oc oa tiee se nord ewes 4,425 Bemberg. Hosiery. . 1,942 Rengo Belt Reducing ( Corsets....... 99,398 
TAMAS POON on 56 cic iaescises see's 15,240 Berth Roberts Frocks . 1,400 Ruby Ring Hoisery.. ecaee 8,800 
PUreenE NOUNS inca eos ae os conan 9,785 Celanese Fabric. . 58,220 Treo Girdle. 5,910 
WOES TOGIS sec ccs ed cciewsenss 21,084 pg omg pet a se ar. 47,447 

—_—-- up Form rassiere . eeekeewn's 365 anta Baby Garments. 62,091 
TMI Lisi visio nuerea Reowels 1,106,450 Tae Went Rubber Aprons bihanen. eae 1,107 Vogue Brassiere.. 13,329 

Miscellaneous Field Women’s omen ewaeaes 6,915 Vogue Garters... 21,499 
American Express Travel.........- 179,519 Gage Hats. . 4,819 Vogue Patterns. . 132,134 
Colonial Stages .. She wal’ ecinars 77,832 Gossard Corsets. 14,012 Wear Right Gloves.. 22.072 
Consolidated Coach Corp. ie eeteew es 10,365 H. & W. Corsets. 21,152 Wear-Well Dresses. . 2.984 
Continental Travel Co............- 6,550 Hickory Products. . ee 116,702 World's Star Knitting Mills. Pee 492 
Dean & Dawson, Ltd.~............ 2,222 Kayser Underwear & Hois ery. 763,116 Youthform Brassiere and Elastic 
Greyhound Lines. 457,939 Kittykraft Aprons. . Same nes 5,905 Bands.. weadaedécmeriuses 11,057 
Nevin’s Bus Lines... 7,586 Kleinert’s Rubber Products........ 95,043 —_—__—_—_——— 
New England Transportation Co.. 35,899 Kute Kuts.. ween 16,572 pC Serer ere ere crn 1,843,597 

As counted by Media Records and compiled by it for this book. 
‘copii Adveitisers 1929 Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Linzage By Indust. ies Lineage 
AUTOMOTIVE GROCERIES pam ice 

Aviation aes Baking Products Pepsinic Seltzer. . . 3,547 

Bendix Aviation Corp............. 49,516 Bond Bread. . Fem Pee 16,328 Phillip’s Milk of Magnesia 17,025 
Calumet Baking Pow der..... 254,366 Rem aewa 33,213 
Gasoline and Oils Wonder Bread.. - 77'014 | Scholl's Zino Pads, Dr. 77.063 
at Cannes. Bes: ‘aad pmennrerentic: Sense’ © Kenaision ‘ waa 2,475 
1 , Meitiasiedaacdewses Maus 347,708 
Standard Oil Co. of Indiana. 198,877 ‘- a Squibt nod Lite Symp... nine teas 19.237 
’ ‘ < everages tuart’s Calcium Wafers. .......... 17,287 
[O.) | ere srt ree 211,298 ee ar Coffee. . — a s Dyspepsia a * ae 23,668 
osc Oo ’ 

Parts and Accessories Canahe tee eer hi ( ~ SSapieneeppeatey 412,504 aa. nis a ee ios 
Fisher Bodies.... . eet teteas se vets 20,195 Clicquot Club eeaeande i) SONGS te Se 187,382 Unguentine. . eee Beau 55,868 
Gabriel Shock Absorbers........... 46,060 Coca-Cola.. ane : 2,855 Universatone. . 69 

See F Ool T 10,09: 
Gh secoisccsessscsne S|. nt 2.738 Vibrapbone. mrncicemorrss aa 
Mountain Valley eens 834 Zemo.. errr 6,121 

Passenger Cars Thompson's Malted Milk.......... 24,871 
Buick... 1,288 a Total 1,294,577 
Cadillac-La Salle... 4,293 MUN x2.da dednaa saceawaes's 775,494 Tae Mee et . 
Chevrolet 55,472 ; ‘ ’ 

Chrysler 9,692 | Condiments ne ee 
Ford. .+ 4,461 Ivanhoe Mayonnaise ........... 24,905 Eagleknit .. 2,432 
Hudson-Essex . 642 Faultless Nobelt Pajamas. . 21,925 
Hupmobile... ote cece ceeece 3,354 | Soaps and Cleansers Holeproof Hosiery. . 69,194 
BG bi.0355 20 isa nee aes wha ces 302,749 Colorite.. . .. 4,475 | Keith Hats.. 3/502 
Seo 6,939 Johnson’s Wax.. F Hignsae cen 87,334 Knit- Tex & Worsted- ‘Tex. 173,214 
PORE 65 co 00 she wiae peice o9sis.am ter 5,957 Kirkman’s Soap Products.......... 14,840 Middishade Serge. . 9,934 
- -Arrow . . pa = — Cleanser. . S eieccolees py ol Seteon Fron 47,501 
Br tans 2,8 apolio : reer ; horoughbre Worth & Keith Hats. 10,239 
Rolls Roy ce. 3,385 a—iciemsacenannnnns 
tudebaker.. bes 8,935 We ree ii elu ones 197,384 ORNs de suagenaaedacass 342,941 

Miscellaneous baa eg 

Supreme Auto Seat Covers......... 952 RUN ica dd REE Le RN ames WEEKS 86,452 Chuckles... pats 11,864 
Lng ago it e000 06 68 06 68 Se eee peyees Collins Narsesies.. 1.287 
BUILDING MATERIALS M. i il TULUS . oe ce cc cc cece cncsces 61'825 Hagen, D. A.. 3,744 

Georgia Marble. . 69.529 soca , , Le cnet ii & Stationery . ™ bis 

Gord - ollingswor andy : 
ordon Van Tine Plan Cut Homes.. = 5,569 MUMMB ewete Nel denuwuwas 198,715 Nivsiia @acdion.. 39.220 

Cn ee 75,098 HEATING AND PLUMBING eae 9 fli Candies... En. 
ELECTRIC APPLIANCES AND SUPPLIES Heaters and Stoves WINS suse cones aa me seewenken 16,194 
uw FAN HIGRUOID Ss 6:66: csdcwnnee 3,901 
oo 15.295 | on p Witalvesesaaxcadasacaaes 111,731 
ee il Burners 
General Electric Refrigerator. . 20,854 Nokol. 20,223 OFFICE EQUIPMENT 
i Petro Oil Burner. . 8,767 
[Ce eee eee rarer 36,149 
- Parker Pens and Pencils. 23,092 

Washing Machines i | OE ne en See 28,990 Royal Typewriters .. 1,673 
Maytag Washing Machine. 18,055 | Miscellaneous Sheaffer's Pens & Pencils. 27,174 

Miscellaneous American Radiator & Standard Sani- Sle ere 51 939 
Westinghouse Misc. Products...... 418,927 tary Corp... seeeseeececeeeees 2,927 . isa oe = 

FOOTWEAR. JEWELRS a 
Enna Jettick Shoes.............+- 52,103 Priscilla Rings.. tere eeeee 1,062 | Sets 
irestone Footwear. : : 4.035 Seth Thomas Clocks. . eer 16,489 Atwater Kent che 28,236 
Matrit Shoes .. 137,001 _ Sonen SA 42,831 
Treadeasy Shoes. . 19,260 RON Ga 2 uae ao cae wnakaae 17,551 Majestic Radio... . tte ee ee ee eee 23,996 
parton Dc nasaecapusekecas 12,943 
ae Rene ee 212,399 MEDICAL Zenith Radio. ...... 15,957 
Bayer Aspirin. 7,508 Total.. aida 63 
Berle eee AND HOUSEHOLD oxane com Jay Corn Plasters. 54,046 — 
— F ardui. 25.947 
udd Curtain Rods.. 24,543 Fleischmann’s Yeast. . 459,343 ee 
or heen Blankets... 31,702 Fletcher's Castoria. .... 75,089 Eastman Kodaks......... 2. .cce 46,624 
AW PROM Aa igre aa. aint. eal aaa: SI hw Sia 13,245 Fugate’s Asthma Remedy, Dr. ,104 ——— Midtor Baogts.. sic cscs cece 8,955 
ons Beds 189,079 Lesser arraiee Salts. wea 31,855 ravelo Swim Suits..... 6.479 
————— NEON so nck o ve he edan en cave mates 164,346 
Total. 270,441 Ovaltine.. a cy Ge i ia eae ate ae 146,428 | re P 62,058 
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Advertisers 1929 Advertisers 1929 Advertisers 1929 
By Industries Lineage By Industries Lineage By Industries Lineage 
TOBACCO TOILET REQUISITES—(Continued) TRANSPORTATION 
Cigars Perfumes and arg wy i nomi Railroads 
BOW SPUR GABOEE so 05.6 x0 S5,00-45:05:5 40,774 Manon Lescaut Face —- 8,144 Baltimore & Ohio Railroad......... 43,649 
Marie Earle Preparations. . 91,163 Northern Pacific Railway.......... 17,543 
Cigarettes OO Eee corre 20,797 
hesterfield. .. a eS 209,665 Mello-Glo.. 24,696 | 61,193 
DIINIS Cog ais. nv tnwlé pes Sine we teaie = Pond’s Beauty Preparations... 163,267 
CL OS) ae ee eee 219,107 Primrose House Preparations... 28,652 
Raleigh...... 777,660 Quinlan Preparations, Kathleen Mary 15,846 | Steamships 
-_-_-— Rubinstein ee, anneniet es 788 Canadian P weed eating am se 51,173 
Os Oe ce eee 1,211,812 Thinc Hand Cream. 6,443 French Line.. veeeee 10,070 
Vivaudou Preparations. . 79,621 a a ee 
Miscellaneous ene ee LTS OB ciis cio eaten ee Weaee 61,243 
Ronnon De Light. . 38,408 OE asscensaceane 1,694,360 
Miscellaneous 
TOILET REQUISITES Soaps CGIINAl BUGROS 5656.5 aoies abd oe Sacewe 2,900 
Dentrifices Black & White Skin a. . ae 8,104 
Colgate’s Dental Cream. 142,921 Squibb’s Shaving Cream. . 22,596 WOMEN’S WEAR 
Listerine Tooth Paste. 8065 Sweetheart Soap. 11,170 
New Mix Tooth Paste.. Seaetaaks 54,766 Yardley Old English Soap.. 54,596 A. P. Brassiere & Ps 1,033 
Squibb’s Dental DR scitacccmme 58,416 Total maar Beltex. . 548 
—— 7 eae e 96,466 Bemberg Hosiery. . 1,170 
DOtAl aso 50.0 257,909 : Celanese Fabrics.. 33,099 
Miscellaneous Toilet Requisites Comfolette.. Peer Cae 6,828 
Perfumes and Cosmetics Eugene Permanent Wave.......... 65,025 Field Women's Dresses. eceoras 2,777 
Amorskin Products. . ba sees 11,834 Frederic’s Permanent Wave...... 33,807 uae Hats. ‘ Ses 4,819 
Arden Preparations, Blizabeth.. .. .. 14,589 La Cross Manicure Sets... re 5,589 H. & W. Corsets.. 24,507 
Black & White Misc. aed bree 103,154 DIRE MRIIO 5p 56:5 0 5 pi0: $658) 00 ose. Nee © 28,022 Kittykraft Aprons. . 1,326 
Campana’s Italian waned 9,193 Mennen Talcum....... 11,524 Maiden Form Brassiere.. 17,374 
Caron Perfumes....... 22,272 Mercolized Wax. 19,921 Nemo-Flex _—-- 10,701 
Coty Products... 343,669 MUM... 000 27,931 Phoenix Hosiery .. 98,615 
Denton’s Facial. Magnesia... 56,069 Paragon Hair Treatment. 7,221 Redfern Corsets . 23,491 
Goldman Products, Mary a. 22,462 Parker's Hair Balsam.. 966 Rengo Belt Reducing Corsets. . 98,823 
Gray Preparations, Dorothy.. 70,188 Paul's Henna, B 3,234 Vogue Brassieres.. i 4,940 
Houbigant Preparations. . natethas 47,455 Spic Deodorant.. 11,015 Vogue Garters.. 6,105 
Hudnut Preparations, Richard...... 399,920 Thomas Hair Treatment. 11,756 Youthform Brassicres & Elastic Bands 10,463 
Isabey Perfume.. ss 12.644 Tricho System.. Sicbiie sy avexeauieee 7,968 
Lanzette Preparations, Annette... . 422 WORGCERUODH 56 6.005. 08sec cc biics ans 2,156 BEEBE Rr salen We Cette vee 348,619 
Lentheric Perfumes. : ones 68,467 ——---—---— ——__—_—_—_—_— 
Lucretia Vanderbilt Preparations on 52,605 MGB sie ste 4x Sicha Sid seas 236,135 Grand Total .....3..3554:. GOR626348 


Synopsis of U.S. Postal Classification and rates effective July 1, 1930 


Postal & Post Cards, 
First Class Air Mail Reply Cards, Env. Second Class Third Class Fourth Class 
Mailable matter of|Postal cards are made Printed matter (unsealed) not in 
any class not liable tojand sold by P.O. Dept. the nature of personal correspond- 
damage from freezing |with postage imprinted] Newspapers ence. Proof sheets corrected and 
Classifica-|Letters, written and}To be plainly marked|thereon. Post cards are|magazines, manuscripts accompanying same.|/Same as third class in pack- 
tion and jother sealed matter.|/‘‘VIA AIR MAIL.” privately made. periodicals, etc., Merchandise and other mail mat-jages weighing more than 8 oz. 
mailable Use air mailenvelopes|Business return post/entered at a post ter not included in the first or 
matter if available. cards and letters in busi Joffice as second class {second classification in weights 
ness reply  envelopes|mail. not exceeding 8 oz. 
used by special permit. 
Postal and post cards,}Whenmailedbyothers|1%c for each 2 oz. or fraction|Zone Ist pound Additional 
ic each, in writing orjthan publisher: Com-|thereof. Books, catalogs of 24/Local.. 7c... 1c each 2 lbs. 
5c for first ounce or|print. plete copies, 1c each 2/pages or more including cover, 1c/1-2.... 7c... 1¢ each 1 lb. 
Rates 2c each ounce or fraction; 10c for each|Reply cards: Returnjoz. or fraction regard-|for each 2 oz. or fraction thereof.|3...... 8c... 2c each 1 lb. 
fraction thereof. additional ounce or|postage plus service fee|less of weight or dis-|Identical pieces in quantities not]4...... 8c... 4c each 1 lb. 
fraction. of 1c. (Total for cards,|tance;incompletel'ess than 20 Ibs. or not less than|5...... 9c... 6c each 1 lb. 
2c each; for envelopes,|copies, Yc each 2 0z./200 pieces may be mailed under|6...... 10c... 8c each 1 lb. 
1 0z., 3c; oz., 5c.)jor fraction. Over 8 oz.|/special permit in bulk at 12c lb.;|7...... 12c...10c each 1 Ib. 
Air mail, 6c. fourth class rates|books, etc., at 8c lb. Consult P.O'|8...... 13c...12c each 1 Ib. 
apply. 
Postal and post cards. ; 
. Minimum: 234 x 4 Minimum, over 8 0z.; maxi- 
Limits of |Same as fourth 50 pounds maximum.|jinches. Maximum:3 % mum. 70|bs. for delivery with- 
weight class matter. 84 inches in length|x 5 % inches. No limit of weight [Limit of weight, 8 oz. Over 8 oz.,|in the 1, 2, 3 zones; 50 lbs, all 
and size and girth combined. |Reply cards must con-|prescribed. fourth class. other zones. 84 inches in 
form to conditions pre- length and girth combined. 
scribed for post cards. 
Minimum fee, 15c for Insured:—$5 valuation, fee 5c;|Insured only: 5c up to $5; 
Registra- |$50 or less; maximum ae ’ ; up to $200, fee 35c. Registered,/8c up to $25; 10c up to $50; 
tion or _|fee, $1 for $1000. Same as first class. No indemnity paid $50, fee 15c; $100, fee 20c. Over|25c up to $100; 30c up to 
insurance |Return receipt, 3c when registered, 15c. |$100 value must be sealed and/$150; 35c up to $200. 
extra. prepaid at letter rate—fees, same|Return receipt, 3c extra. 
as for first class. 
Fees for special handling: 10c 
Fees: Up to 2 not exceeding 2 Ibs.; 15c not 
pounds, 10c; exceeding 10 lbs.; 20c over 10 
Special fover 2 pounds, but|Same as first class. Same as fourth class. |Fees: 15c each. bs. 
delivery jnot more than 10 Fees for special handling and 
pounds, 20c; special delivery combined: 15c * 
over 10 pounds, 25c. not exceeding 2 Ibs.; 25c not 
exceeding 10 lbs.; 35c over 10 
lbs. 
Matter undeliverable|Forwarding, by air/Left one third of postal|Undeliverable third or fourth class mail is returned when wrapper is marked “Return 
returned without mail if possible, as let-}cards may be used for|Postage Guaranteed.” 
charge. a ter mail by train ifj/message. Right half of|To learn a changed address to which third and fourth class mail i is forwarded, print the 
Permit mailing mayjnot on air lines. Un-|post card must be re “. notice in the lower left portion of the face of the envelope or wrapping: 
Miscell be metered or non |Jeliverable matter re-|served for postage and] POSTMASTER—If forwarded to a new address, notify the sender on Form 3547 
iscella~ | metered, as arranged|turned without addi-laddress. Double or reply Postage for the notice guaranteed. 
scat with post office. tional charge as letter|cards may be used when (The postage charge is 2c (C.O.D.) for each such notice.) 
Permit mailings have]mail by train. C.O.D.Jaddress of reply card is]}C.O.D. collection: 12c up to $10; 15c up to $50; 25c up to $100; 35c up to $150; 45c. 
a minimum limit. parcels acceptable. jon inside when mailedjup to $200. 
originally. Arrangements must be made with post office for use of precanceled stamps. 
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MAGAZINE ADVERTISING DURING 1929 


Dollar Volume of Expenditures, In Excess of $1,000 
by Individual Concerns, Classified by Industries 


Advertising in the magazines tabulated in the National 
Advertising Records called for expenditures amounting to 
some $210,381,875. Below is compiled a list of all magazine 
advertisers expending in excess of $1,000 during 1929 for 
such advertising. Classification by industries shows at a 


glance the relative activities of the leaders in their respective 
groups. This complete list should serve as an excellent 
guide to magazine advertising and indicates along what 
lines it has developed according to the totals spent by the 
various industries. 


Advertisers 1929 
By Industries Expenditures 
AUTOMOTIVE INDUSTRY 

AC Spark Plug Co........----+++: $ 147,500 
Aerial Electric Co..........-++-+++: 1,026 
Air-Maze Corp ......---eee eee eeees 24,000 
Alemite Corp. ....----sseeeeeereee 199,500 
Alpina Co. .....-. Pieecuegieseussee 1,600 
Aluminum Co. of America........ 88,000 
American Automatic Devices Co... 4,000 
American Chain Co........seeeeees 121,795 
Anderson Mfg. CoO........+++e+-0e 2,000 
Atlas Solvent Co.......--.-+++++++: 2,712 
Auburn Automobile ........----++ 315,970 
Autocar CO. ..cccccccccecssssercces 8,000 
Auto Kamp Co......ceceeeeeeeeees 1,127 
Auto-matic Seat Cover Corp....... 8,000 
Auto Spring Cover Co.......--++5:- 1,360 
Bentley Motors, Ltd........---+++- 4,000 
Berry BrOsS. ...cecesecceecceseeeee 22,500 
Biltmore Mfg. CoO......+.+e-eeeeees 30,800 
Biltmore Ero Mfg. Co... are 4,000 
Black & Decker Mfg. Co.........-- 10,000 
Blackhawk Mfg. Co...........--++- 48,000 
Bohn Aluminum & Brass Corp.... 133,000 
Brown Tube Co..........++ Naweenees 000 


ue 10, 
Buick Motor Co., Incl. Marquette.. 1,510,600 
Cadillac Motor Car Co., Incl. La 


Salle .. 000 Sadnecuvedsirdseccnnes <n 
J. T. Cantrell & Co...cccccceeceees 1,500 
Celcrom CO. ..ccccccccccecvececces 18,750 
Champion Spark Plug Co........-- 267,397 
Cheney BYIOS......--cccceeceerceees 4,300 
Chevrolet Motor Co.........+++-+- 1,228,975 
V. H. Christen Mfg. Co............ 1,176 
Chrysler Motor Corp.,.......-+-+++ 1,332,399 
Cincinnati Auto Specialty Co...... 1,200 
Coffield Tire Protector Co.......... 5.145 
Continental Motors Corp.........- 40.000 
Walter Critchlow ........--ceceees 8.036 
Jas. Cunningham & Co.........+.- 1.300 
Cuno Engineering Corp...........+ 20.000 
Dayton Rubber Mfg. Co........++++ 44.002 
Decro Engineering CO..........+++: 6,950 
Defiance Spark Plug Co...........- 24,000 
Delco Products, Inc., Delco-Lite... 114.058 
Delco Remy Co..... caedeera ve ven iee 76.000 
DeSoto Motor Co.......cccereeeces 261,280 
Dodge Bros. Co., INC........++++ee> 452,200 
Dusenberg, INC.......ce-eeeesceere 40,900 
Dunlop Tire & Rubber Co......... 117.435 
E. I. DuPont deNemours Co., Inc.. 187.400 
DuPONG BMOtOPS. 2.0.0 ccvescscccces 5,800 
Durant Motors Co........-.eeeeees 226,500 
E. A. Laboratories, Inc......... sane 6.000 
Eaton Bumper & Spring Service Co. 8.000 
Eclipse Machine Co......... sacnes . 164.880 
Egyptian Lacquer Mfg. Co......... 1,350 
Electric Auto Lite Co......... mateta 58.500 
Electric Storage Battery Co..... us 56.000 
Face-a-Lite Mfg. Co0........-+++0+s 15,176 
Fafner Bearing CoO......e.2+-eeeees 24.000 
Fandango Products of N. Y........ 8.000 
Fargo Motor Corp.....cccccccsesees 43.700 
Federal Motor Trucks Co.........- 44.000 
Federal Rubber Co......seseseeess 75.000 
Firestone Tire & Rubber Co....... 406,600 
Fisher Body Co... .cccccccccsccces . 728,400 
BIO TIS Ciiiccccrncccsecvscse ses .. 328,580 
POP MOtO? CO... scccccescccccs re 
Francisco Auto Heater Co........- .200 
Franklin Automobile Co........... 350,400 
Gabriel Snubber Mfg. Co...... “vee 92.000 
Gemmer MEG, CG... ccccccccssccces 56,000 
General Blectric Co.....cccescccces 44,890 
General Tire & Rubber Co......... 394,525 
E. P. Gilkinson & Sons..........-: 2,146 
Gillette Rubber Co....... enue 7,800 
Glycerine Producers Assn........-- 12.250 
SPOCTHGH ES BG. concicccctebences ves 5.019 
De Be GOURMET CO ccvccccccesssees 382,590 
Goodyear Tire & Rubber Co....... 703.105 
Gordon Motor Crib Co..........e0- 6.853 
Graham-Paige Motors Co........-. 292,450 
Grand Rapids Metalcraft Corp..... 2,750 
Gyro Brush Oo......+.. RReteeeb eee 2,471 
Harley-Davidson Motor Co......... 31,400 
MOHeTt BYOB. .s<000 00s BEncane ues 7.842 
HOCCR-ZID BASE. CO... cccccccccvess 6,5°2 
R. M. Hollingshead Co............- 84.000 
Houde Engineering Corp........... 215,030 
Hudson Motor Car Co.........-.-- 1,121,560 
Hupp Motor Car C0.....esecesssess 604.200 


Hyatt Roller Bearing Co........... 76,334 


Advertisers 1929 
By Industries Expenditures 


AUTOMOTIVE INDUSTRY (Cont.) 
General Motors Institutional..... $ 304,330 


General Motors Trucks..........-- 269,300 
Industrial Alcohol Inst., Inc....... 16,000 
International Harvester Co........ 229,725 
I-Sis Laboratories, Inc..........--- 9.274 
Isotta Motors, Inc..........----+-> 2,800 
Jaeger Watch Co........---+--0+5: 5,475 
FORTE THO Coin dc cccses cccccecaces 8,530 
Johns-Manville Co........----s+++. 18,567 
Jordan Motor Car Co............-- 7,800 
Kari-Keen Mfg. Co...........-.+++ 45,455 
Kelly-Springfield Co............... 259,800 
pS rer rere eee 4, 
King Seeley Corp..........---++++- 16.000 
Kingsly Miller Co..........-+++++++ 2.000 
Kool-Kooshion Mfg. Co..........-- 3.048 
Bowak, INC. cccccccccccccsccccccces 7,000 
EGS Ws Tis ccc cnvcccccccccucse 1,42 
Lee Tire & Rubber Co...........-- 152,245 
Lincoln Motor Co..........ceeseces 175,945 
Line-O-Brake Co. .......seeeeeeees 1,212 
Liquid Veneer Corp........-------- 62,622 
Lycoming Mfg. Co........----+-++> 112,000 
J. ©. MCAGAINS. ... 22. ccccccccccces 4,250 
McAleer Mfg. CO......ccccesesscees 8,000 
Dwight Y. McBride (Pines Sales 

Mh sancanas geticuscages daucades 1,646 
McCord Tire & Rubber Co......... 45,180 
Magno CoO. ...cceeseecseceeseeerees 1,342 
Mansfield Tire & Rubber Co....... 57,000 
Marmon Motor Car Co..........++. 240,255 
Mercedes BenZ Co........-+--eeees 1,225 
Metalcraft Corp. .....cccesececeees 1,300 
Metalcraft Heater Co 20,140 
Michelin Tire Co.......c..seeeeees 19,000 
Mohawk Rubber Co..........--0+. 31,040 
Monroe Auto Equipment Co....... 20,000 
Motor Improvements, Inc.......... 63.692 
Motameter Gauge & Equip. Co... 8,000 
National Battery Co.........+.---- 25.000 
National Carbon Co...... eaewaans 218,705 
Nash Motor Co.......cccccccccees 350.8F0 
New Departure Mfg. Co..........-+- 11,000 
New Era Motors, Inc............-- 36,760 
New Era Products Co...........---- 1,160 
Noblitt-Sparks Ind., Inc..........- 20,000 
North East Electric Co............- 48,000 
North East Service.........eeeeees 3,042 
Norwalk Tire & Rubber Co....... 13.360 
Nurex Products Co.......... seetes 3,158 
Oakland Motor Co., Inc., Pontiac.. 559,225 
Olds Motor Works, Inc., Viking... 794,340 
Opco Co., INC.......eseeseeee naeese 12,000 
Packard Electric Co...... egtdiccund 60,851 
Packard Motor Car Co.........++.+- 819,040 
Peerless Motor Car Co..........+-- 124,000 
Perfect Circle CO.......ccccccccess 104,500 
Pierce-Arrow Motor Car Co........ 275,800 
Pilot RAY CO......ccccccccccccvcces 2.000 
Pines Winterfront CoO.......--eeees 89,332 
Pressure Dot Co....... er ,000 
Protectahood Corp. ........eeeeees 4,000 
Protex Chain Co.....ccccccsececees 4,000 
Raybestos Manhattan Co.......... 32,000 
Refuzit System .....cccceccecerees 1,047 
Relay Motors Corp..........++++-+ 27,000 
Reo Motor Car CO......eseeeseeeee 485,600 
Thos. Rhanstine......ccceccccecces 1,344 
Robert Bosch Magneto Co......... 32,000 
Rolls-Royce of America........... 36,470 
Ross Gear & Tool Co.........-0- 96,000 
G. A. Roth Mfg. CO... ccccccccccess 1,344 
Russell Mfg. C0...ccccccccccccccnes 40,000 
Sanford Mills .....cccccccccccccess 5,800 
A. Schrader’s Sons, Inc............ 112,700 
F. Schumacker & Co........+-.-++- 5.400 
Seiberling Rubber Co............-.- 198.000 
Service Recorder Co..........-+> , 1,490 


Simplex Piston Ring Co. of Amér.. _ 40.000 


SimOniS CO. ...cccccsccccccccccces 119,925 
D. B. Simpson Mfg. Co...........- 1,935 
Sparks-Withington Co............. 5,000 
Sport Factories........ weedswdhewne 1,196 
Stanley, John T. Co...........+--- 19,728 
Stearns-Knight Sales Corp........ 11,500 
Steelcote Co. ..... eS Error ha aanee 3.485 
Stewart Motor Co..........- andecce 71,500 
Stewart-Warner Speedometer Co.. 48.186 
Stransky, J. Z., Mfg. Co....... Kia 36.288 
Studebaker Corp. of America..... - 699,519 


Stutz Motor Car Co. of Amer...... 163,100 


Advertisers 1929 
By Industries Expenditures 


AUTOMOTIVE INDUSTRY (Cont.) 


Tarnoff Chemical Co.............. $ 3,240 
Taylor Instrument Co............. 1,031 
Vy RR eee 123,000 
Thermoid Rubber Co.............. 97,500 
Thompson Products, Inc........... 80,000 
Timken-Detroit Axle Co........... 59,000 
Timken Roller Bearing Co......... 230,650 
Torrimgton Co. .......-ccccceceees 8,000 
Triplex Safety Glass Co. of N. A... 8,000 
Trico Products Corp............-.+. 4,000 
Tripp Products Co...............-- 3,000 
Tropic-Aire, Inc. ..........seeeees 36,350 
Tung-Sol Lamp Works............ 33,498 
Universal Auto Fabrics Mfg. Co.... 5,921 
U. S. Chain & Forging Co 24,000 
Wu. B. GOMES Cticcccccccecseces a 

USE, Battery Corp... .cccccccsess 

Wi Sr EY GM accccccccccsnceces 

Wath CleeE BrOGicc cc ccccsccccccccces 

We GN ccd ccdadecdeucsssssteascs 

WH BE isi ce cccctcscccccsss 


Warner Patterson Co.............. 
John Warren Watson Co.......... 


Webb Jay Products Co............ 
WHEREIN BEER. COicc cc cecccscccce 
WRN ONE oc canckadecedecceuccweees 
Willard Storage Battery Co........ 120,860 
Willys-Overland, Inc............++. 877,480 
Woodworth Specialties Co......... 5,249 
OGRE veedsnddacsddatedddvanwes $26,027,232 
BUILDING MATERIALS 
Abingdon Sanitary Mfg. Co....... $ 7,750 
Acme Steel Co....... Beuaceedusenne 2,980 
Addison, Leslie, Co...... icuwadas 40.029 
pT eee epaeeeeeaaseds 54,915 
Alberial StOme CO... ccccccccccccess 12,040 
Aluminum Co. of America........ 4,350 
Allon Ble. CO... BWGic.ciccccccescss 34,900 
Allized Oak Flooring Co........... 6,000 
American Blower Corp...........- 10.800 
Sere 156,300 
American Face Brick Assn........ 49,950 
American Fence Construction Co. 1,149 
American Inst. of Steel Construc- 

GNIONE a cacaacccndaegacdnenenes 4< 37,800 
American Radiator Co............ 444,188 
American Rolling Mill Co......... 155,200 
American Sheet & Tin Plate Co.. 57,240 
American Stainless Steel Construc- 

CGD ccacaasedceuamatKeseedenssas 4,900 
American Walnut Mfrns. Assn..... 34,350 
Anchor Fence Post Co............ 10,400 
Anderson Lumber Co.............-. 11,760 
Arkansas Oak Flooring Bureau.... 1,350 
Arkansas Soft Pine Bureau........ 3,215 
Armstrong Corp. & Insulating Co. 6,800 
Asbestos Shingle, Slate & Sheath- 

SUNG Cook naccs cde cetdeddcccotsess 22,087 
Associated Tile Mfrs., Inc......... 131,200 
Atlantic Tidewater Terminals..... 3.000 
Atlas Portland Cement Co....... ae 17,210 
Austin Co....... PeenKaaaeewewekeae 33,760 
Babson Bros........ gh dvacvadcadene 22,156 
pe AO Sree eer 7,700 
Bangor Slate ASSN...........--065 2,430 
Barber Asphalt Co........-+--+e00- 38,450 
Barret CO. ..ccccss wedekedeeenceede 136.090 
Beaton & Caldwell Mfg. Co....... 4,626 
Bennett, Ray H., Lumber Co..... . 10,209 
Bessler Disappearing Stairway Co. 1,086 
Betchelder-Wilson Co...........-: 2,900 
Birch Manufacturers Assn........ 15,915 
Blau-Knox Co......... pvaadaawaaes 7,200 
Bloomington Limestone Co........ 3,600 
Bohn Aluminum & Brass Corp... 57,000 
Bosley, D. W., Co........ eeweseecee 6.800 
Bossert, Louis, & Sons..........-- 5,525 
Brown Fence & Wire Co.......... 4,282 
Brown, Geo. C., & CO....ccecceeees 16,226 
Brook Iron Works, Inc............- 2,633 
Brunswick-Balke-Collender Co.... 28.650 
Bryant Heater & Mfg. Co......... 116.160 
Buffalo Wire Works Co............ 3.837 
Bull Dog Electric Products Co..... 4,000 
Burke Bros.....cccccccece jadavawas 3.875 
Burnham Boiler Corp...........-- 23.553 
Butler Mfg. Co...ccccccceccesseees 2,125 
Byers, A. M., CO.......eseeeeereeee 36,580 
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MAGAZINE ADVERTISING DURING 1929 (Continued) 


Advertisers 1929 
sy Industries Expenditures 


BUILDING MATERIALS (Cont.) 


CONOG, TOMUGL, TNT, ....0.0.000:606 00000 $ 21,417 
Calcium Chloride Publ. Comm.... 36,700 
Cameron, Wm., & Co., Inc........ 12,660 
Carpenter Steel Co.........ccseese 16,200 
fee eS po re 5,600 
Case, W. A., & Son Mfg. Co........ 30,247 
oS 6 OORT ee ee 4,292 
Cast Iron Pipe Research ‘Assn Serres 122,130 
Sn ee Se rere 211,960 
Central Alloy Steel Corp.......... 113,700 
Certain Teed Products............ 93,000 
Chase Brass & Copper Co......... 192,6°0 
Chamberlin Metal Weatherstrip Co. 39,800 
Chemical Toilet Corp.............. 5,755 
IE SD i iswsnnednseae cies ew 9,706 
Chromium Corp. of America....... 1,400 
Church, ©. 3. Bite, 60... 06s veces 54,700 
Circle A. Products Corp........... 4,170 
Clark Grave Vault Co............. 83,.3°2 
Cincinnati Iron Fence Co 1,8°8 
Colonial Fireplace Co............. 5,701 
Columbus Union Oil Cloth Co.... 7,400 
Combustioneer, Inc........cccccce 5,125 
Common Brick Mfrs. Assn. of 
er rer 28,150 


Consolidated Expanded Metal Co.. 3,400 
Copper & Brass Research Assn.... 8,415 


Le ee ne Ore teraee 294,755 
CROGMIDE O0., TNC. ..6000ccccnesess 97,100 
Crittall Casement Window Co..... 21,750 
ge Ca ers mer ae 48,000 
Crown Iron Works Co............ 2,426 
CuUrcis COMPanies .... .ccsvsccceces 127,300 
WVCIONG PONCE COs. ccevciscvcccvaes 100,785 
Dahlstrom Mettalic Door Co...... 3,430 
Dale Lighting Fixture Co......... 6,486 
LSS o> Se ree 13,376 
co A SS 8 © re 5,280 
Detroit Steel Products Co......... 86,632 
Dock & Terminal Engr. Co........ 8,980 
POS TETAS GO s.6.00s cise wasevisicns 15,600 
Domestic Stoker Co. Saat wees 4,562 
TIORIST BIOS CO... ..0ccsesccvess eS 2,250 
DO SOO TOD oo s.csndsccc wees 4.090 


Dubois Fence & Garden Co....... 9,124 
Ebinger, D. A., Sanitary Mfg. Co... 1,487 


Electrical Co. of Mo.......ccsece = 22,690 
El Paso Sash & Door Co........... 5,242 
Mrs OuUt Gas Co,, Ltd... .cccccseces 3,075 
Ee Cl: 165,900 
ON OR eee sar oun 22,900 
VOT FIOG TICACE COs 0 cn ccccccccevce 1,078 
ys ot, ae: A aR 6: : eres 15,750 
Pinter Bros, GIA CO... 60 ccscevsiee 6,400 
Fitite Cedar Shake Co............. 2,725 
Flax-Li-num Insulating Co........ 28,000 
Flower City Ornamental Iron Co. 1,617 
FPollanshoe Bros. CO: ....ceccrceccs 56.000 
Foster & Stewart.......... iaaeare 3,600 
Galien Metallic Vault Co.......... 12,422 
General Weatherstrip Co.......... 1,212 
MONON SEOs SOc 6 s:00.0:500 00s e00-0 97,450 
SODTRIR, BISTRO CO, «0 ociccccicscceces 22,250 
Geuder, Paeschke & Frey Co....... 9,278 
Gilbert & Bennett Mfg. Co....... 3,530 
Gordan-Van Tire CO.....0 0.0 cece 53,538 
Goodyear Tire & Rubber Co...... 32,100 
Grand Rapids Store Equip. Corp.. 127,500 
oP PERON 55D.) TIC. 0.os 5.050060 500 060% 53,350 
Grosvenor, Thomas Roy........... 1,055 
uth, BAWIR. FCO ces ccc cvcsces 12,000 
Hauserman, FE. F.,. Co. .... scsecces 10,728 
HMerawood Mirs., INSt....ssscccses 2,300 
PAGPUIe AVON 800s 6.505 sc0c00v0seses 1,066 
Harrison Granite Co.....ccrvesrces» 3,900 
MEERRUE RID. 5 sss wok 0n sind s0seeeew 15,493 
Herman Nelson Corp............. 22,700 
Hess Warming & Ventilating Co.. 7.224 
Se NEE IOs inc eed ca ban ses ceo 22,800 
OS 6 ere 33,965 
Hoffman Specialty Co., Inc........ 105,660 
Holyoke Heater Co.........e.cee- 7,450 
Home Incinerator Co.............. 18,260 
EU DE. TIO se 6. i:05.5.55 000500 wes ‘a 2,104 
Horn & Brannen Mfg. Co......... 2,100 
Indiana Limestone Co......... ee. 48,720 
TRAStrIAl Arts, THE. 6.060cc0cce cee 5,230 
SUI FIO iis 056.0. 00.0, 00:0.64.05.0400-0060 127,400 
International Casement Co........ 11,150 
International Heater Co.......... 6,250 
International Heating Co......... 5,932 
International Mill & Timber Co.. 18,129 
International Nickel Co., Inc...... 141,300 
Tig Elec. Ventilating Co......... un 2,230 
Iron Fireman Mfg. Co....... secse  eaeee 
DAME THTOG so oes 00s c0ase0008'0 saw 3,600 
Johns-Mansville ........ See -- 801,417 
PRN, HS. 2 cy OIDs 6 cesicccincees amie 13,275 
SONOS BLS, TG. «20:0 2600005000 aoe 17,263 
Kaustine Co., Inc....... acne ness 5,400 
MAVUCS BITE. O0....00ccccccrscccsses 1,295 
Klein, Henry, & Co., Inc.......... 6,000 
BelsumM, IMC... ...ccr.ceve aSGanies es 3,936 
Kelsey Heating Co............- peas 9,550 
Kerner Incinerator..... ae 9,499 
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Advertisers 1929 
By Industries Expenditures 


BUILDING MATERIALS (Cont.) 


PRION Ind bisv.i aide oe ne enawmwelescate $ 167,100 
RUMI Ds cg ce pses sks chs aneeeee . 

ROG Clas Burner COs: « .:so.00 00005000 5,300 
Me Os 5 '.0:518:59 10:6 aivee e avon 19,404 
Libby-Owens Sheet Glass Co...... 99.500 
eee tc heGe Fe 12,825 
BAOVO,. We tts Posy, COs INO K6 bic dice eiei0 8,379 
Ludowici-Celadon Co............. 69,360 
Luptons, David, Sons Co......... ; 25,170 
Macklanburg-Duncan Co......... ‘ 6,973 


Maddocks, Thomas, Sons Co...... 18,000 


AMET EE, RIL) Os co ni n0s oben ea ewe 12,110 
a TS eee rae ‘ 22,000 
Maple Flooring Mfrs. Assn........ 10,200 
oe ee eee eee 1,080 
BEREAN UCR MOI, COs 0c ccs cwacedaics 13,710 
Maryland Metal Bldg. Co.......... 1,290 
BROBORIte COLD... ...cscsivcs pe wateate 167,575 
pO ee Oe ara Oéiaek 8,4°0 
May Oil Burner Corp....... SaweRee 9,200 
McQuay Radiator Corp........ = 1,750 
Medusa Portland Cement Co. es 2,480 
EE BOs cies barca iieee enemas Gonnws 1,400 
Se nen een 7,350 
Milwaukee Corrugating Co........ 8 4°90 
Minneapolis-Honeywell Reg. Co.... 117,000 
Monarch Metal Weatherstrip Ca.. 34,000 
Modine Mig. Co.....cc00 SR ES 16,585 
MEO SISTIOOS TOO ko oie nciccscvavaces 9,387 
BROPPON: BITS. COs. occ ccccsc scenes ee 21,363 
BRN FA CO ois ists wen cesnwes 32,140 
INT ES OG iran. b0s8S sus See REeO 92,000 
ie Sa” OR oe cree 1,000 
— Assn. Re Flat Rolled Steel 

SNRs inc Kc. ans Rie eee mmpee ear 18,400 
National Retail Lumber Dealers 

a ene ere en eae 6,000 
National Assn. of Marble Dealers... 36,540 
National Steel Fabric Co.......... 10,100 
National Lumber Mfrs. Assn....... 140,415 
National Pipe Binding Co......... 2,416 
National Radiator Corp........... 17,350 
New York Wire Cloth Co...... biome 15,180 
MOWROTG BOUSl CO. 0.6005 escicsivdecs'e 5,175 
Northern Hard Maple Mfrs........ 8,463 
Oak Flooring Bureau 46,475 
Oil Heating Institute.. 14,000 
Old Virginia Brick Co 8,478 
Ce er ee ee er 12,400 
Overhead Door Corp.............. 62.000 
Page PERCC ASS. isc icccccccosese 13,860 
Pores; COC. WOT kB ss: <.66600 005008 ce0 ‘ 12,150 
Pass & Seymour, Inc.......... pees p By g bse 
oe ee Oo rer nr re ne 7,625 
Pennsylvania Slate Institute, Inc. 13,262 
Perfection Stove Co......... ee 6,808 
Petroleum Heat & Power Co.. 110 090 
PHISHUICH BUGCl CO.< 6c ccsccccene 13,700 
— &. Heating Industries 

Ea rere saisiners 57,500 
Portland Cement Assn....... Jid@awe 69,720 
Ramp Buildings Corp............. 3,000 
TLOBAING ITOH OO. isisscs cos vee eee 98,880 
CONS pe eo" 00 cs a Para einiaw 3,919 
Reeves, Robert C., Co....... Sethe 27,178 
Revere Copper & Brass, Inc....... 30,080 
Richards-Wilcox Mfg. Co.......... 9,750 


Richmond Radiator Co., Inc....... 11,300 
Ritter, W. M., Lumber Co... 15,450 


moperteon,. H. B., COs ssc ccces eace 14,400 
Rock of Ages Corp.......... wees 48,958 
Rome Brass Radiator Corp.. oe 23,146 
WEOICPOOI, Oy 5 visik on 6sesc-08 Kceee ; 22,031 
Rutland Fire Clay Co......... Sie aiare 54,979 
Sanymetal Products Co........... 8,320 
Screen Mfrs. Assn. of America..... 3,499 
Sedquick Machine Works......... 6,252 
Shanklin Mfg. Co....... Eccles ate ates 3,979 
BRC I. COs ssetccvosesewane 9,050 
Shevlin, Carpenter & Clarke Co.. 42,700 
Sheet Steel Trade Exten. Comm.. 50,825 
Birrine, J: ss Ge COs sccscacecasve we 1,4°0 
chee lO Ce: Rae & "ce eereer a are 15,250 
Speer BOver OO. «ove sis cesses Sac 2.290 
Be te ARE so ccs caceneseawesees 1,400 
BOIWGY Process GO. oc s:6.600.00%0% eas 8.637 
Southern Cypress Mfrs. Assn...... 40,000 
Southern Pine ASSN... ....cccccce oe 59,700 
Speakman Co....... nies schicaete ea 48,000 
Spencer Heater Co........cscccecs 115,500 
Standard Sanitary Mfg. Co........ 248,800 
Standard Téxtile Products Co.. 97,489 
Standard Tank & Seat Co......... 4,400 
Stack Heater Co......... Escuela 6.000 
Stedman Rubber Co........... ae 8.000 
Stewart Iron Works Co., Inc... ‘ 10,785 
BEOCERGOG COPD... cccccecevcs nee 1,250 
Stokes, Jos., Rubber Co...... ewes 2,000 
Strahan, TRGGAS, CO... oo cccccvieses 5,600 
Structural Clay Tile Assn....... an 20.000 
Swimming Pool Construction..... 1,050 
Tendler, Samuel H....... ER 6.662 
SE RUMEIOT. MID. 5 + vin 0's 05i0i8 vino S08 sislave 5,800 
Thibaut, Richard E., eee 18,°00 
THOMAS B6SGl. CO.:..000 06csevescvne.s 5,580 


BUILDING MATERIALS (Cont.) 


Trane Co..... cbs Reb eb W ooo dns caiewers 11,2 
Trenton Potteries Co.. 25°350 
EUUECOR URE CO ccicsenkccvsses 30,455 
NITMON BACIO!L OO) oiccivies dc csaecis-cc 33,900 
United Engineer & Constructors, 

MDG se aushsishie sins oe haa be ack Un ceK aisle 11,250 
Uv. 8. Gypsum Co: TAR errr ree 47,860 
TW. Se POAOIAUOl COLD so ccccceccciess 91,450 
Be TRUDE? CO. os. cccctcvccsces. 4,060 
Vendor Slate Co., Inc........ aegae 9,250 
Vermont Marble Co........... Wa 47,050 
i ES 2,700 
WICC O NOS Os 666 acai nn hace vaaeeewe 15,950 


Wallpaper Mfrs. Assn. of the U. S. 125,975 
— Stained Shingle Co., 


Be ecisaa eden aces Chan eee enweee 80,412 
Weinstein. Charles F., Co.. uate 1,360 
Western Pine Mfrs. Assn eeaiebici 6 MAC o 28,969 
Weyerhaeuser Forest Products..... 140,080 
Wheeler Osgood Co..........6. ey 13,650 


Wheeling Corrugating Co......... 183,500 
Wheeling Metal & Mfg. Co........ 1,500 
Wheeling Steel Co.........cceene 132,645 
William Oil-O-Matic Heater Corp. 89,058 
Wickwire Spencer Steel Co........ 14,100 


WATE, Tas, Oey MEER COs oevccric ccd eves 3,792 
Winters, Everett Co..... ewes 2,000 
I OO ess sacceseevees mocueeaure 31,550 
Wood Conversion CO........seeeee 70,550 
Wrought Iron Research Assn...... 56,000 
Youngstown Sheet & Tube Co.... 4,250 
Youngstown Pressed Steel Co..... 9,780 
RED cwcoves serncecmeas eueeleknse 3,669 

AL F655 bbs adcliews we eee e+ $10,262,756 


CIGARS, CIGARETTES AND TOBACCO 


American Tobacco Co..........+++.$ 900,646 
BEG -BAGCAl WOLKE c.ccccevcccccveces 92,165 
AUCGOMStICR COMMN.. 6 ..csievcivevivcesccs 3,260 
Axton-Fisher Tobacco RiPeosxenvnes 292,959 
Baer & Wilde Co 
Brown & Williamson Tobacco Co..: . 406,825 
CISEE THONGS (CO... 6s 6cccec6e cctes 25,244 
COBZTOSS: CIBRP CO. cies vencicscoeces 16,000 
I OE Cos ccc ce ees ses sence 2,500 
Os ME OO COs cecccessecenvxevceccs. Sane 


Wm. Demuth & Co......... Pe 44,000 
TOU eee GO. 6 cis cen cenese ans eeves 27,256 
Alfred Dunhill of London, Inc.... 1,122 
Bawin Cigar Co. «6. ccececs eee 4,785 
General Cigar Co... .cccocsceccscoes. 195,000 
James B. Hall, Jr........ 4,011 
Kaufmann Bros. & Bondy, Inc... 79,425 
es PhO OE CCN ais c ce ckcen aces ei 2.400 
BATU BE BIO 6 6:0 0:4:5:0:0.00008 (ec Kenins 

Henry Lederer & Bros re eee 

Liggett & Myers Tobacco Co. ewe 

TiOCEIe CO. o6sevcnscs evencee 

©, Lorillard G Co... .cccecsees 


Lyons Mfg. Co...... 
Marvin Cigar Co...... 
Masterlite Mfg. Co.. 

Phillips Morris & Co., , ta.. rere 39,015 


National Cigar Co....... Pr Cr 9,812 
National Silver CO...cccccccsvecns 5,730 
Old Colony Distr. Co... wcccccccce ate 6,780 


Pathfinder Co.. PLoS ERES 1,399 
R. J. Reynolds Co. betas eenvocen uke — 


MURMOOCr COLD. sccccecevierceee eee 
Scroll Art Studio rr Ce ree ere er 1302 
Herbert D. Shivers, Inc....... weaeie 3,760 
Smokador Mig. CO. .ccccsocvcevreee 8,000 
) Gl ree eecubeoeteas 1,065 
“EROTOIS,. PIC i.b.6cccsickscaccesus eae 2,250 
OB. TOGO CO ccc ccccccctee eee 111,269 
Union Topacco Co... ssesceceas esas 55.218 
Yankee Metal Products Corp...... 3,062 
POOR owicaiscarinntvces secesteoeenenae 


CLOTHING AND DRY GOODS 
TEP RIOT oon 6s ese cceseuwns .-$ 2.300 
Albrecht E. & SON.........cscceeee 1,400 
PICO Is éisecctne cecesstcecceece 5,225 


Allen=-A. COs cccccoss sc elaiela eis ateavalso: - E 
Allen, George, C0....ccccccccescee 2,630 
Alligator Co..... re re aneasewens 34,000 
Alpina Co., INC... <Cooeeeee 10.000 


American Bemberg Corp......+.++. 77,559 
American Bleached Goods Co., Inc. 6,103 
American Match Pants Co........- 2,384 
American Woolen Co.........e+.+- 114,151 
Amity Leather Products Co........ 64,362 
Amory, Browne & Co........4. 
Amsterdam, Inc......... 

Anderson, Davis & John, Ltd:. Sates 
Artcraft Silk Hosiery Mills, Inc.... 4,380 
Augusta Knitting Corp......seeses 1,413 
Bagedonow, I. M., ING... .cccocccces 3.730 


Bandler, Maurice, Inc........seee. 1,500 
Hartons Bias CO.Niscccccccssvecs ieee 
FIRGON (CO. cicccncoes acanescacess:). Se 
Beir, Arthur & Co., INC.....ccecee 29,250 


B 


erlerherisiisslerkerhecdertninininininioioiniciololatatatatatatatntniniatiatatatate lel LLL L-L.L:L:LL-LcLlclclcliciciclclcleltelelelele Le leleleleleleleleleleleleloleloets:iehe heshesResfeohechesEsohssReshesRechesBechesBeshert 


Tes 


SA LE S&S 


MA 


NAGE 


MEN T 


MAGAZINE ADVERTISING DURING 1929 (Continued) 


Advertisers 1929 
By Industries Expenditures 


CLOTHING & DRY GOODS (Cont.) 


Beiding, er yg a CBee. --§ 22,675 
Benjamin & Johnes.............-. 850 
Berkshire & Beckel. SHE Co.....-. 1,120 
Berths, BOWEL c ccccccccccccccsccses 28,413 
Bethlehem Textiles Co............ 5,400 
Betterknit Textile Co.............. 2,487 
pS a eer 7,071 
I Nt AW 06 wan'S Kec se wv ereenne's 27,850 
Bloomfield, J., Co., Inc............ 8,125 
Blue Line Hosiery Mills, Bia sicewcs 6,450 
Blumenthal, S., & Co., Inc........ 21,300 
TOME BEB. oc ccciccccreccccccesesne 
Bostonian Mfg. Co........--e+ee-- 3,955 
Bradley Knitting Co..............- 5, 
Braeburn Knitting Mills.......... 5,450 
Brigg & SONS... ...-essseceeceecees 1,217 
Brill BrOB.. cccccccvccccccccscesces 3,750 
Bromley-Shepard Co., Inc......... 10,090 
BroOK Bro... ..cccccccccccccscecess 28,910 
Brown Durrell Co..........- aaueees 81,145 
Browning, King & Co..........+-+- 14,087 
Bustenee, % rg COug TNGeic.cec ccscee 9,460 
Burberrys, Ltd.......sseeeseeeecees 3,258 
Burland cnitting Works, Inc...... 4.750 
Burton, INC....ccccccccccccccccces 35,300 
B. VU. Ds CO... Gis ccccccccces eeeee 109,800 
GARI occ ccisienc6s deccwncnveceuee . 16,380 
Cartier, Wm., CO........sseeeeeeee 134,375 
Gash, J. & J.. INC... cccccccccecs 10,373 
Catalina Hats, INC.......ccseeeeee 11,125 
Catoir Silk Co., INC.......cccesees 1,750 
Celanese Corp. of America......... 40,600 
Charis Corp........-ee- ivenunceuaes 90,455 
Cheney Bros........-sseseeseeceees 41,500 
Cluett, Peabody & Co., Inc........ 225,100 
ea ee Inc eases aan Fp 
Sedan Knitting BR Gicccwevees 2,437 
Comer Mfg. CO.......seeeeeeceeees 10,178 
Condurier Fructus Descher........ 8,900 
Consolidated Safety Pin........... 8,473 
Cooper Underwear Co.........+---- 30,108 
Cooper Wells & CO.......seseeee: 41,712 
Cordova Shops, Inc...........6++-+- 11,294 
Gorticelli Silk Co0......cccccccccoes 5,855 
Cotton Textile Institute Co....... 25,300 
Cricket Club, InC.......cccccseees 1,500 
Crofut & Knapp Co..........e.ees 74,800 
Eagle Knitting Mills..:.........-- 8,000 
Earnshaw Sales Co., Inc.........-- 72,765 
Bastern Textile Co.....cccccccereee 1,756 
Engle-JOS C0....ccccccceccescsscee 2,875 
English Amer. Tailoring Corp..... 14,000 
Enid Mfg. Co... .ccccccccccccsccsece 3,710 
Erlanger N. Blumgart : rer 25,550 


Evergreen ban nog ag Bate, Ine... 5,250 


Fashion Frocks, Inc.........+.+++« 7,573 
OOS 6b. 4.6. cecccne Cig eec siceceoeve 18,900 
Fifth Avenue Modes, Inc.......... 13,816 
Finery Silk Stocking Co.......... 10,200 
FitZ-U-Cap C0... .cccccccccccccccces 2,602 
PIBITG BETS, THC. . ccccvessccccssace 1,500 
POURG FUP CO.cccccsccccvvccecvcss 3,350 
POMS PONG. cccnccrcsccnusvsceces 2,900 
Fownes Bros. & Co., Inc.......... 9,050 
Franc Stromenger & Cowan...... 4,500 
Prank Silk Mille, INC........cccees 2,400 
French Fashion Mfg. Co........... 1,206 
H. Friedman Hat Co.....ccccccecss 1,800 
Fromm Bros., Nienan & Co........ 49,555 
GOGO BION. Ob COk iiccccccccccscnes 24,900 
COG GS EOP, BiG. co ccccccsccsves 12,600 
GIMBON,. Wee. dig ENGs i cvccceve cusses 3,615 
Gis VUee, 1... Bei ccccccsccsnsss 5,875 
GIA, TIODTY GF CGicvccccccccccauns 49,610 
Ce a rrr 61,000 
Goldstein, Aaron & Co., Inc....... 1,500 
Goodall. Worsted Co......ccccsescsss 9,950 
GOGtRT,. Be. Way, COs cs ccccctcccccecs 71,557 
Granam, Grace, CO... cceccesess 3,355 
J Meer rer 8,573 
Cree, Beenie Be, CO. es ciccccccess 1,800 
Greensberg, Max & Co..........-. 15.650 
Grushiaw & Sickel. ......6scssecee 19,062 
CURGEIIOT: BRIO. « 600s hss ccncccocves 6.400 
a: eee ee 43.050 
Haas Bros. Fabrics 0) re 10,725 
Hamilton Garment Co..........6. 51,764 
OR OS ae ee 1,400 
Hanes, P. H., Knitting Co......... 51,025 
Hansen, O. C.; oy Bo: errr 20,500 
Harford Frocks...............s.... 8.635 
Hart Schaffner & Marx..........+- 149,500 
Hays, Daniel, C0., INC.......0eces 3.392 
echt-Lears Clothing 2) Serre 3,570 
Herowitz & Edrich.........cccscee 
Herschner, Frederick, Inc.......... 
Hewes & Potter, Inc............00. 179,046 
Hewitt-Bernard & Co..........605 3,10 
BRIGHOM BASH, OGs.. vec ccvcccccuccwee 66,022 
REO Cit OD oe csi vine gr 06 sinsid cence 1,636 
EMMON Oo sk.ceciaice ccicicnecs< ces 25,600 
meta, ©, Ti., GF OO... ccccce cscs 4,000 
Holeproof , a OMe ccciwenccccuc 56,800 
Hollins, Wm., & Co., Inc........00. 11,064 
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CLOTHING & DRY GOODS (Cont.) 


Holyoke Silk Hosiery Co........... 
Homeland ‘eens Co., Inc 
REE OB ccc cedancsavecese« 


as 1, 
Howlett & Hockmeyer Co., Inc.... wre 


FAV EPOGS WANG. CO. cccscccsccwces ,275 
Hubrite Informal Frocks, Inc..... 4,375 
EON NE CAS 6 ccc neces<e cee de5,c 1,275 
rrr reo rere 2.385 
Interstate Hosiery Mills, Inc...... 13,200 
Interwoven Stocking Co........... 149,500 
GOO ecccicadaeadndnacade sss 1,600 
Jacobs Bros., Inc........ miaieee.s 1,123 
Jersey Silk Mills, Inc... a Aer 11,350 
Kaye & Ejinstein....... ae Kea 2,125 
EEMGBGE, SUM G COsccccccccsccce 36,050 
Kellogg Corset Co........... wee 4,437 
BemwWOOG BAIS. «occ cccccccsce — 2,000 
Kleinert, I. B., Rubber Co... ee 21,483 
Knight, B. B. & R., Corp.... 7,122 
TRIG: BIBS Cilec ccccccisccccccs 53,750 
Kondazian, Charles, Inc.... er 3,750 
Kornhandler & Kane........ ene 1,500 
Kortlu Frock, Inc.. crew 2,875 
Krieger, Edward, & Co., Inc. 6,000 
Kuppenheimer, B., & Co., Ly eee 8,000 
Kurzrock, M. & I. Helitzer, Inc.. 3,000 
EMG MINGRING Ss dadcecsncndaeeenecens 129,481 
RARGOR GIAY COisccnciccccscccce 71,700 
Laskin, J.. & Sons, INC......cccees 28,383 
Lee, H. D., Mercantile Co.......... 24,000 
Lenkowsky Bros., Inc.............. 1,250 
Levy Bros. & Adler Rochester, Inc. 5,960 
Lewis Enitting Co... .ccccccccsccces 12,800 
Lily of France Corset Co.......... 14,675 
pT ge os ee 17,400 
pT ee elk ee 7,682 
Lowenthal, David H., & Co., Inc... 2,250 
Lustberg, Nast & Co., Inc......... 20,077 
Madelon Modes, Inc............... 22,250 
Mallinson, H. H., & Co., Inc....... 18,730 
po a a 1G) errs 43,800 
Mangone, Phillips, Inc............ 4,200 
Marshall Field & Co............... 24,000 
BEAVORS, BEOEHG, TNC. 6c. occ ccccces 9,180 
pO eer ere ere 48,644 
McCallum Hosiery Co............. 43,975 
Mead, SPONGE? COicccccccccccccccce 1,930 
Meadowbrook Garments, Inc...... 2,700 
Gee GR, Bidacdscasacsscccsnes 12,466 
Mendoza Fur Dyeing Work, Inc.... 2,279 
A ee SS eae 12,950 
Merton, Chas. S., & Co............ 1,800 
Middishade Co., InC......ccccccece 59,500 
INNES HINER Sek wkke os nee acn ove 18,275 
Miller Hosiery Co., Inc............ ,000 
Minneapolis knitting “Works eeaks 39,339 
Mitchell & Church Co............. 4,034 
Beieteiman, J.g GE COscccccccccecces 1,500 
pO er rrr re tee 10,400 
Model Brassiere Co., Inc........... 19,319 
Morehead Knitting Co., Inc....... 36,000 
ere Ge CA, BG i a seicicccccnceness 4,923 
Munsingwear Corp.........ccseees 116,600 
Myers, Louis & Son, Inc........... 3,250 
WO td CR a ind cceasiecedunnceseus 161,500 
National Importing Co............ 5,075 
National Modes, Inc........cse.s-- 4,500 
Wazareth Waist Co......cccecceces 12,599 
Po eee err ere rere 1,475 
Newco Neckwear Co., Inc......... 2,109 
Wowmiats, 5., GF BOR. cccccnccecccces 8,653 
WOO) BETIg, EMC. 6 occ cc cccccccce 1,553 
Nogar Clothing Mfg. Co........... 15,712 
Norwich Knitting Co.............. 9,200 
Cimon, CEeee Ain CO iainccc cccccccccs 2,215 
oo) IC A RC” Seer 8,873 
Patrick Duluth Corp.........sccce. 2,257 
Peckham-Foreman, Inc........... 24,400 
Perfolastic ....... PEPER ECE 25,703 
PREIPOVORES cccccccecsccccesesce 34,344 
Phoenix Hosiery Mills............. 103,983 
WIE BRIE oueeusddeds J cncsnands 1,039 
Pioneer Suspender Co............. 49,600 
Pioneer ‘TRHOFING CO. .....cccccosss 3,703 
eGN a Bie Bie Clg BOs ce anencsccsces 3,000 
ORG, SiGe 0 ca kdueneesde céccnsee 4,410 
Po Ns SD OR” Seer ce 3,687 
President Suspender GAG cssascenae 5,000 
tae eB 33,600 
Printz- Biederman Geiacadcesavcuas 14,290 
Progress Tailoring Co.............. 2,129 
Propper Silk Hosiery Co........... 9,000 
Public Service Mills, Inc.......... 2,404 
Puritan Knitting Mills............ 12,000 
Queen Make, House of............ 4,125 
GR, Cs, Gs dicéccccccsecsecas 1,500 
Randolph Mills Dcunweddhacecesdewus 2,642 
pa Er reeTirre Te ee 1,067 
Rayon Inst. of America, Inc....... 141,400 
Real Silk Hosiery Milis............ 319,100 
MEIN fed ne cenddedesiccedacke 1,500 
pn Serre i 
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CLOTHING & DRY GOODS (Cont.) 


BUORININOO EI ONG i oo ce cnccveccecsee $ 12,446 
Remington Arms Co............... 8,031 
Retail Research Assn.............. 17,750 
Rich, John, & Bros................ 1,725 
Hiehard, Albert, Co...cccccccccccs 10,910 
Richard, Elmer, Co.........ccceces 60,683 
Richelieu Knitting Co............ 37,400 
Roberts-Wicks Co.......ccccccccce 2,700 
Robinson Mfg. Co.........cccccces 1,227 
Rosecliff Shirt Corp dete cieesadand 3,157 
Rosenberg Bros. & Co............. ‘7, 
Rowe, Wm.. & Co., Inc............ 1 
Royal Worcester Corset Co......... 41,836 
Rubin, I. J., i viendicdanecee 2,875 
Runprooft Maxseve Waddescisaddeake 1,200 
BRUNE I ON Saino ccc cvnwsiccs 7,500 
Scholl’s Needle Art................ 1,662 
Schwarzerback, Huber & Co....... 5,100 
Sc-ien-Tex Industries............. 3,750 
SRO a ain cave dddndadeW dice cdexaaxs 1,200 
OI ONG dias a: ada ve iar 8! dre ecw 7,500 
SSSR -TOR, ING. 6 ccc ccccccccccce. 1,500 
Shaughnessy Knitting Co......... 12,546 
Shea Glen Marianne............... 64,901 
RI fe SIN iba cad de ddan cee wie cwere 1,500 
eo eee 14,600 
lo OS 1,400 
Signet Hosiery GME adéékideectcads 22,900 
Skinner, Wm., & Sons............ 91,456 
Slote & Klein, 1 Seen 7,875 
Snow, Virginia, Studios........... 2,716 
SE EIU O NG arccctncnccaaccase 3,019 
EpOGl Cottam CO. ...ccccccccccceces 77,245 
Stehli Cl 2 40,800 
Slee Ay Oh Os cacescceseces 134,250 
Steinberger Bros. Glove Corp = 
SN BERN ie cc dd ctan cacwseuews 1,125 
Stetson, John B., Co....... 17,500 
Strong-Heevat & Co.. 4,250 
Strouse-Adler Co........ maaae 3,000 
Strouse Baer Co..... a 11,700 
Stunzi Sons Silk Co..... 10,200 
Sulloway Co..........20. 12,050 
Superior Hat Co......... 2,287 
INI b itccececscecece 2,950 
Taylor Hat & Cap Mfrs.. 7,452 
ye... -o eee 1,284 
Thompson, L. O., Co.... 5,100 
Tins Cap COPp......cec- 8,000 
Toskis Bros. Co 2,500 
Tower, A. J., Co.. 28,786 
WROE OMadcadedcdudsnnedeedsed de das TA 
Tubize Artificial Silk Co. of Amer 18,000 
U. 8. Leather Goods Co 19,678 
U. S. Rubber Co 23,698 
Vanity Fair Silk Mills 18,1338 
Van Raalte Co 47,375 
Venetian Monogram Corp......... 9,972 
We QIN ccdaduccaddacessdecdee 5,100 
Victor Ladies Tailoring Co........ 1,211 
Wee WOON SIN cdicecdcicccscens 


Wilkin & Adler, Inc... 
Wilknit Hosiery Co.... 


We SEE gadaeseedenasawcecues 
WeerGCe WOOO OUuin cccivicnccccascs 1 
Winget Knickernick Co........... 3,750 
RPE So eer 14,233 
WHEE | BUM o oc ccc cccescccccss 3,800 
Wooltex Peggy Paris, Inc......... 2,300 
Woolworth, F. W., Co.............. 4,800 
World’s Star Knitting Wo......... 8,846 
Wright, Wm. E., & Sons Co....... 30,131 
poo fo eer eer 3,851 
OR io ca ricsnradccewkeieciadk $7,012,336 


CONFECTIONERY & SOFT DRINKS 
American Bottlers of Carbonated 


PRIVCNMEG Caudcedd dd dénncdaadaaes $ 166,450 
BIOTIC ORIG Cine ccccicccccces 168,442 
American Cuptor Corp............ 8,700 
American Popcorn Co............. 3,123 
Anheuser Busch, Inc.............. 18,250 
Appollinaris Agency Co............ 2,301 
PO Ee 2,024 
Beech-Nut Packing Co............. 129,522 
PLONE 32 saveuans weiccawaiaasa 2,797 
Blue Ribbon Gum Co.............. 1,808 
Bi ee OP QR vccccasccaccuauus 1,416 
Pree Gr BRIN oa ve cua concdccececuas 8,155 
ME Ne ruccdndadeqacdeascads 107,612 
Canada Dry Ginger Ale, Inc....... 178,720 
Cantrell & Cochrane, Ltd.......... 5,950 
Clarke Bros. Chewing Gum Co.... 91,535 
CR CE CR cc cccccececccccens 100,150 
CORI GI gd bacdcedacesasadcenes 532,400 
CRG SN Ci oc cts ceducccecens 5,163 
CG GI Odd de cdcndcaccecca 348,000 
pA ee 6,940 
Duffy-Mott Co............. auateees 3,800 
po Dy BO ree 28.200 
J. Ce Geen CROs Cihkss cesccccccs 17,150 
CE Fr Oo icdcscctaccacsseis 50, 


949 
Hay’s Fruit Juice Co............... 450 
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1929 


Expenditures 


CONFECTIONERY & SOFT DRINKS (Cont.) 


Chas. BE. FPO CO... ccccicccecccsiess $ 72,197 
Honey Candy Co. of America...... 4,690 
Individual Drinking Cup Co....... 4,268 
Bont. A. JORNBSHONGE:, 2.0.05 ccc ccc ews 149,500 
Francis &. Liggett Co..... 22.2... 14,170 
EATO WERVOIS,, Bios c.cccsiccc css csudes 184,650 
Ziguid Carbonic Corp.,............. 48,000 
ere ar a 95,500 
Martini-Rossi Co. ......se00- cee 15,581 
McLaren-Consolidated Cone Co.... 5,750 
National Confectioners Assn....... 149,500 
RPS TOPE 00.6. 5c ne sivc dscns 27,500 
Planters Peanut & Chocolate Co... 181,928 
OGRE THAIN OO ei o svc ccncseseses 5,926 
oN SS 2 ar eee 3,601 
OT See aeee 15,136 
SUE PEE: COD. i6ies bes esicsice es 18,000 
Le eC eee eer 22,124 
pln UR oT ae €or 16,522 
Waukesha Mineral Water Co....... 20,650 
Welch Grape Juice Co............. 29,649 
White Rock Mineral Springs Co... 55,850 
Stephen F. Whitman & Son....... 429,182 
William Wrigley, Jr. Co............ 543,739 
BNE sidbssaesoenes secon enews $4,100,620 
DRUGS & TOILET GOODS 

Bes, Os Ws BE BO... 5 eee c cae $ 2,358 
pe I Te Td 6 1,468 
Beriform LRVGTAUOLY...... 0 ...sece 1,182 
PASEO NTE, SIs oo 0s ok 0.00 vin vine 18.889 
Allen, Mark W., & Co., Inc......... 7,224 
Allied Merke Institutes, Inc....... 25,980 
American Drug & Chemical Co.... 4,805 
American Hard Rubber Co........ 59,735 
American Phonophor Corp........ 4,768 
American Safety Razor Corp....... 49,300 
American Society of Chiropractors 12,750 
American Yvette Co., Inc.......... 1,500 
PAR MIEUTN SIOID). 00.5. 30 2.5.0 0:55 socio 36,250 
SE a rene ere ee a 3,082 
I IID io gins veining ow ecdia wis x aete 7,924 
eS, eee ee 35.744 
Artificial Ear Drum Co......: cee. 6,998 
Art Metal Works, Inc.............. 22,950 
Autostrop Safety Razor Co., Inc... 235,095 
OS CS 6 a ae ee 7,613 
Sk CCR ee eran 165,5C0 
ERIE PR UNINNEDIIU 5:0 25. 6.5.65 0.0 %.5cs-0 e508 9104430 1,500 
NN eC aa ee ee 231,652 
SR CCR era a ee sem pee 196,952 

Becton, Dickinson & Co........... 1,8 
Beecham’s Laboratory............. 2,771 
Bogss, C. V., Bons & Co............ 4,866 
SE is 5G CA i dic ech n coeds wesees 1,232 
Bell City Appliance Co............. 1.071 
Bellin’s Wonderstoen Co........... 5,179 
es Ae Se Oe - Oe ©, ene pee 4,576 
SEE NIUE, ask che bes hsb oe Wee sets 4,400 
A ar nee secre 120,750 
SR fo le! Cae &, er 9,093 
ree SO a 6 Ce eee eae 7,110 
Bae BTS: CO... oie. 5 5.5550 see ces 1,925 
LOSE Og 6: ee ree 6,510 
Boncilla Laboratories.............. 54,759 
BORODIN Hr BRAN oo 0.6.60.00b es bee ewain we 1,142 
SURER TEUIG aise a sereds (Shien wen ets 3.282 
A ec Os - Sane 2,985 
Borgfeldt, Geo. & Co.. Sea bak eeaee 2,167 
ee RE seca ree 38,660 
Bradfield Regulator Co............. 4,671 
Branston, Chas. A., INC... ......66. 2,340 
Bristol-BGyers CO .e...600 0c cscs cons 1,631,874 
Brooks Appliance Co........ 006s. 5,787 
Brown, Jonn 1.) Bon... ......05 606 7,028 
alc ge lc LS ee 3,950 
NNT UII 5 on ots. 4b cons ale sibs aloes 9,547 
BRAT RIEC ADOT 5.0.4 50 6s 0 0 0'0i5 S80, 962 4,458 
Burleson Sanitarium.............. 12,789 
California Fig Syrup Co........... 21,9°2 
California Fruit Growers Exc...... 57,724 
Gampbell, Wm., 62 CO..... 60.5665. 29,328 
Oe 0 eS | a aaa 9,850 
RIEN ROEDER. 5 G45. bs ixsoisie'einie alesse s-0%e 87,944 
Carlye Laboratories, Inc........... 2,880 
Centaur Co.. Ra ees olor 73,189 
Chamberlin Laborator ies. galt Nhs 34,107 
Charles, Dr., Flesh Food Co.. : K Fs 9 
RATIOS OF TRE BGT. x oc oscee secinw os 44,200 
SORRY ANC cscesscivesescsccce es SOR0Oe 
Cheney, F. J. & "REI INR ei 28,796 
Chesebrough Mfg.. certian Cee 
Child Welfare Guild Nc stan 3,033 
Church & Dwight Co., Inc......... 12,136 
Cincinnati Automatic Machine Co. 3,022 
CSIRIPO. PEAIIIG sos 059 5.0.8,0 5:0:5;0 vie 00> 1,637 
Clason, Dr. A. W.,. Viscose Co.. : 12,675 
Class, John F., Health Furc. Syst. 2,065 
Clinical Laboratories SOs INC vise 1,438 
OD ih WE Say BOs ss 055 's05: 00 2,800 
oe I 6 Ra ere 368,091 
Collingbourne Silk Mills........... 2,005 
Coens wig peice Peet OO win cus sd LOR OT 
een cng 1,427 


DRUGS & TOILET GOODS (Cont.) 


Continental Scale Works.......... $ 23,090 
Contoure Laboratories, Inc........ 14,517 
ooo) ae oe CS ol ca ease 7,895 
Coolene Laboratories .............. 7,022 
Corliss Limb Specialty Co......... 1,296 
Corning GiAsS WOKS. 0.05 cee ee 36,497 
Corn Products Refining Co........ 97,759 
MOEA MINC s: wistaiaee sis bin oF c6is 0 bore b.0%. oe 310,130 
Curran, Jane: Bi. TNC...6 36 56s esc 17,263 
Daggett & Ramsdell............... 102,053 
Daniel Laboratories................ 1,691 
DAVIES, Wiss BED iis ceca cesccscene 2,826 
oe A SE 6S 0 a rape a ear iaeee a 22,941 
Dearborn duseiy Ore eee 31,375 
eS eer ree 57,827 
oC ee 18,591 
Dellettrez Of Paris. . .....6 6562 sscsas 2,800 
LO OUR a a cee 2,584 
BOG RITA IS WOO ii 5 ois:5.6.606is 6 assesses ee 26,971 
Denney GE DWENTNEY.... 0.2 .0000.c.0es 20,450 
Denton Products, Inc.............. 2,400 
Te cer ORG CS 6): i at eae ee 10,723 
Dentinol 6 PYTOZlAC..... 0.066: 6 60600 60,432 
el) Re ©. ee een 1,062 
Depyro Laboratories............... 14,137 
Dermolay Laboratories ............ 18,730 
BOR NSO oss ic aS aero b aco eos avis 6,500 
Dictograph Products Corp......... 10,762 
Doctors Essential Foods Co., Inc... 1,785 
TIOTK, PAATBONGS 65.6 oe iSeces seas siees 2,030 
D’Orsay Perfumerie Corp.......... 11,540 
Du Pont Viscoloid Co., Inc......... 57,500 
Durham-Duplex Razor ............ 12,475 
OY CoG OYE 0! ca a ees 

TA NNO i565 656 sob oieguee oni aineace 
PURMRRUSUANAMAD. d15-<6-6. 5-0-6 tere isie/oi¥ Sev eieieis ohm ao 

VATS Os a ihc hed sins se see Saeed 

Hiectric Bazor Corp... . ..... 05.00% 

Electric Machine Corp 

Hectro Puermal CoO... 5.066 cscccaes 
PIPE ATOR 6.66 o.6ic o:0 0.0. 0:0.6:08:0108 

mner'’s tales Co, Corp... 2.000... 26,250 
EE Ae CRS ER ie een Pre rr 61,720 
OS ES eer error 95,611 
Eversweet Co............. Sateen pes 3,540 
Ue CE a oo ee 33,573 
Factor, Max, Btuaios....... 0000.60 29,688 
Fairyioot Products Co..... ....00.6.s000 7,760 
BOAPISOTS Foe WN oy MEN Ca's' 9-5 0!0i0:010: 5. 0 b.660'o. 9's 16,325 
LOA Col Deen C ne rte 25,041 
Fellows Hypo- i * ee C.: 72,752 
PBSIET,; KGGO. (5. Vie OO se .6:s 6.0.0 0:0 00:0 0% 15,644 
Flash fh Pag Re eyavshirei teeters tee 7,334 
PUGZPOLAIG. BITE, COs. .6.5:0.6:0:6:0:0 0000008 5,325 
PCE ICs. sic-eis 5:60 be Se Gere anes 38,000 
OMNIA SAGE) 16 osinso.ncs wieierialeies V4.0 6 es wens 5,700 
Foster BUDUIN CO.......<.0:0605060060 5,469 
Fouwmera, EB: G5 CO;, TNCsiis ses cices cs 8,520 
WOR OIOPECS,, Macy: IRC is. < o10.8:0:4:0:6:0:8 00:0 0:51 5,800 
French Lick Springs Hotel Co..... 78,350 
cyl US Ce rrr rei 4,50 
Frontier Asthma Co 

el US 0) Comoe mee 

BAMMGCD FCB WOO 55, 6.60.51 0:5:<. 6 5's e wie sc0e 

George, Georgia O., Inc........ 05. 3,700 
KSCNOPAl THSCHTIC COs. 6.06.60 0.065006 00% 21,000 
GGOTOTAL TOTUG CO ie 6 ovis sis:ccc.cie acess. 12,550 
MG MENS oo: see 0 els ite. 0 woe otrecele 53,857 
GIDEON, TAY Fis BNC ocs es cass ansee 44,859 
Gill, ‘Thomas, BORD. COk 60:6 6s:6 60-000 2,898 
Gillette Safety Razor...........0+. 513,392 
Gilmont Products Corp............ 60,966 
fE ke ae ae eee 10,433 
MENS CRS Soc 5S s wrv kis Shick o's oie aaa ees 136,450 
OSS Ao or ee rere renee tein 18,770 
Glover i. ClAY CG., INC. o.005 06000 54,567 
SIGVED SABC. 0.66 as v8.28 sc asec 1,554 
Golden Peacock, INC... o.oss:0000 000% 27,633 
GOIGDION, BIOIY Toveiscis0e v0 o50505.5 171,024 
GOUIG, BATBATA, Tet. o.0:6:00:00:00.00:0:0 4,500 
Grace Mildred Culture Co......... 2.231 
GPARGIN GervVAlse 506500500 cence 4,136 
Graybar Electric Co.. 3 
KSPR Ys MDOP OUIY 6 6:6.615.3 % ccueisisie o's ne 0 vos 

RpRT EEN, IRs oo sins sai awed ose ae ee : 
Marcel Guerlain, Inc............... 7,700 
BIBI? BPCCIBIGY CO ne occ cece eves ves 8,303 
cote) Gog (AT os :) Ae re 18,181 
Hamilton Beach Mfg. Co........... 1,017 
Mand, Dr., Medicine Co........05 2.5. 31,578 
Hannibal Pharmacal Co........... 234,978 
Hanovica Chemical & Mfg. Co..... 18,181 
Hanson Bros, SCAlO Co.....scecncess 2,130 
SE can, CL a a eer 3,843 
Ba ees so Sia orc-ctn ois iw ier ew ahaa 5,584 
Health Extension Bureau Co., Inc. 35,704 
Health Laboratories, Inc........... 1,062 
Health-O-Meter Co..............0.- 19,894 
Health Products Corp.. steve 71,469 
Health Sales Corp.. 2,035 
Heck Conard Co., Inc.. ee 5.833 
THUY DSMAN CO..6:. 66 oc ce cccevewe 1,400 
BGO. 0. Bx) ENC ii. s.c csc case cin 10,600 
HCBRAIOOM GOED. «.i0ics 6c cansecess 5,157 
FIONN-O-GMID 6.0.5 55 oesisiesinc oes wc 1,790 


Advertisers 1929 
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DRUGS & TOILET GOODS (Cont.) 
Hermance, Mme. Louise, Inc......$ 4,260 


BROTE CRO Os 56.54 6 U6 606.060 bee 0866 22,244 
Hessig Ellis....... Peer ee rere 1,152 
Heumann, 1:6 Co: INC:.. 065... 1,386 
Hildebrand’s Laboratories, Dr...... 1,050 
PEI OO iiss 0 o REO. 6 ears e woe Ke Me 
Hinse Ambrosia, Inc bat eccyats exosereree i's. 
Hiscox Chemical Works............ 
Hopkins, Ferd T. & Son 
Hopper, Edna Wallace............. 
POPOL BEIOY oo -0'e ers aisscree wren ee ore 
SLUOMUG,, FOUICDOALGs o.cicscecesccuces 
Bs STS Re? 0 |: ea : 
Bump Hair Pin Mfg. Co........... 18,462 
srurley Machine Co...... ... 660.606. 5,000 
Hygeia Nursing Bottle Co.......... 35,279 
Hyman & Oppenheim............. 1,500 
pS SR oar 5,104 
Todent Chemical Co... 0.6.6 149,900 
ETRGNOUO ME REIO 615 9/5. 0.918.0 4. Sieiececs ct 88d ek 6. 85,227 
International Laboratories ........ 3,179 
International Mate Co., Inc....... 2,815 
International Propritaries, Inc..... 19,472 
International Safety Razor Corp... 10,400 
JECCDS BIOS, 'CO., INC. «0:60.06 cece 26,817 
adanvier, Walter, INC...65 06sec secs 17,602 
GOLEOTIB, POLO 6's 6:6:6:6 vide ¥60 0888 ww ars 1,160,134 
JONNSON. SRATY G. CO....05006 cesses 1,999 
JORNGON G JSOMNGON. «066 e ccc siiscs 494,755 
FEAY DLADGVACOTICS 66.006 iccecsscces 19,089 
PROGICY FNSUNGUUEs 6c sis ccc esceeess 3,572 
meen Waving Co., INC... 2.666 Kisses 9,395 
Kellermann, Annette.............. 39,834 
Belloge, Frank J. CO....5 6 cecwcs oes 1,850 
Kenton Pharmacal Co 36,694 
PROC OUD Y Sicieis Ko sete ou vrcn db ORS 87,868 
IVR, SAMOS Re GF COn: 65.6 iicak ves 11,918 
Kissproof, Inc. ere ore rc 95.208 
RN ONG Fo 6'0. 6. Sie 6nd ace ow babs cea 132,976 
LSA ESC O05 62a ane eE at arte aes 2,367 
NBN CEN 05-50 pics 70: ki Se dca pla cevemcare giant 1,260 
PRES ss WN ey MEM bi s'6 cadcescud a anew 6 eb ees 71,381 
PEO. 6k. 5.5-0.5..5 5 cad ver coe e eee ‘ 126,286 
TEOMTON MIG. CO... osc he ccccewes 4,071 
ND Io 6 66.6 bi i's ns a. 60le Sawer 1,170 
MTN ooo 05, 5525. oh a:s tlie eel 2,288 
Kotex Co ere ee ree 732,879 
Me ac eile eK ass 5 7 ie:s wales aerobic 9,125 
PRTOSS -TSTOSS: COPD. 6 6 66 cs vo cectscc e's 38,670 
TEPORS Or OWED WOie 6c id cer eewene 29,800 
Sr EL ©: eee ee 2.508 
La Beaute Studlos.......ccscercece 3,136 
MNT, CANCLIOL oo: 65:56 20: 0.00d:ds0cei0.8.019:¢6-0rereie 22,9538 
Bambert Pesler, TiC... 6 6cc 06665 een. 18,730 
Lambert Laboratories, Inc......... 19,993 
Lambert Pharmacal Co............ 2,863,240 
Landberg, Margot 18.900 
Landon & Warner 10,604 
Lanzette, Annette 6,431 
La Lasine International, Inc 79,875 
31,835 
44,250 
151,500 
1,338 
TEGO Od PO ig. 06:4, 0:.6 605-e 6 bissoiecceseaieres 1,297 
LEER 0 3,670 
BiG Go TCUIMOL, LCi: oie e cn cners eee 33,285 
Leening, ETHOS. @ CO... sessevsess 50,646 
GRAN OMISS Liss cs v:si00 ce vos ss 006 11,649 
TASIOM ME,  PSUICION v.60 6650.0 sc eeaeescees 12,350 
|e og Ce 2 se 73,930 
BOOM ara, A. Oy, WC ieicecs civiecccveecs 13,951 
TOBAUCHOICH, TC i6 ccc oc ceveceseees 54,260 
ys CS: |: er 3,700 
MOVER Fr Os. CO ici sccnevecccecass 783,965 
MIO; BRONG Oia as 6 0b bade see awe ie%s 2.032 
Lewis, A. H., Medicine Co.......... 10,937 
Life Extension Institute........... 4,800 
Lindlahr Sanitarium, Inc......... 1,43 
ICRC UN OUD OOo. 5.010: 5.0.4.6: s:0isle we erate 11,607 
ionel “TAGGIN ICO. «osc ces cceeae- 16.365 
Little Corporal CO.) 0. csscee scenes 3,251 
DAO GIANG (CO. 6a ose cece eee cee ns 1,215 
EiGINGt: CAMNG onic soi yece eee eck eee 1,034 
BORO Har C as6 8 e696 ene  wneaie ees 1,139 
PMU BER PEN at a lagck aluirose-e'6 8 #14 eck oI wiereesOes 11,500 
HOVE: CHAIN (CO. oc cess neces wes 1.377 
Lucky Tiger Remedy Co........... 10,810 
Imden, Wm. B., INC....cceccs.cse.s T6202 
Bsvitt, GCOree: Wiig COs. o/6o.sieis. bce csces 129,055 
Lukutate Corp. of America........ 10,689 
TUNG: TEGDOLACOTICS «6.6.6.6: 0:0:0 60:8 sere ce 1,400 
Luntz, D., H.H., Dos sccvarseiqaetgrtcia ee 5,341 
RRR OUE, ENB 6s 64 bene hes sae oo wn ORNS 17,751 
TGVOWS cls WV ip OS OM 66.5 sc oiscnennen s,s 5 152,162 
PRN coc bles pasa pris hia: srerbice So elnivalal Ser stel 410,4°9 
MacDonald, Katherine.. Saree 5,007 
Magazine Repeating Razor Co..... 54,232 
EE CRIIO OO oie wi 1:4.5,9-% 6.0.64 04R4 be OS 50,258 
Manhattan Soap CO......cceccs cree 54.833 
Marble, BeQurice sis successes se ces's 1,400 
MEATCEIWE VED OO... 6..cicceccccvawes 2,676 
BE IIOIO COs tic 6:5 gic's 5a's.e0.0 4 Suen h ele 26,225 
MeN On li ao 66-6: h 0 Oe nce 57.462 
Marshall. Field G2 C0.....6...66 662060 20,412 


MANAGE 


ME N T 


MAGAZINE ADVERTIS'NG DURING 1929 (Continued) 


Advertisers 1929 
By Industries Expenditures 


Advertisers 1929 
By Industries Expenditures 


DRUGS & TOILET GOODS (Cont.) 
Marvo Beauty Laboratories.......$ 22,030 


PREC GE OO oe cccwarccaaws seen sciences 4,736 
Matchabelli _ Perfumery Co. 2.990 
PIA GRCRINO COs 6.666 x00 conmneccwane ‘ 89,193 
MIAVHESTORU: COs cc ccicecccccenssnscs 11.034 
MCOIGALY CHING... osiicecccacecess wa 18.657 
McCoys Laboratories, Inc......... ‘ 2,915 
McCune, CAGHOFING...... 0 6sccckaee we 18,423 
Meresson & Ropins......6..ccccccce 144,000 
McLain Orthopedic Sanitarium... 12.508 
NE Oe a: Sain Gia's, cdi: eid b Serelacsie nh es 3,765 
MO HOHCHO COOK. occceccncoscceeccs 83,700 
MIGUIOR Oars or cnk ccs cece nwe cae cevd 283,106 
MGHUDOIAGUM CO: ce cccvciceces seuss 127.600 
OTC C80, WNC ccc cca ccicasceesse 15,728 
Meritol Laboratories............... 1,702 
Meyrowltz, BE: Bip TNC... cccs ccc ccs 2.271 
Milnesia Laboratories, Inc......... 28,374 
ERNE ON iran cr eras abe: ic 6 else. ciereiacereneoss 73.259 
Molyneux Les Parfumes........... 10,500 
MOre; RODCPG COvecccccecescccssess 34,332 
PIS ON ergo odie score Wiersiercee eke aes 5,121 
MOMMY FrOres,, TvG..cccsccsccces ccs 2,400 
Mothersill Remedy Co., Inc........ 6,669 
| eG 2 Se ene eee 7,429 
Mulrord, Fhe. Kea CO. cc cicsiccsescs 30.805 
Mulhens, Ferd. Inc... .......se0006 1,500 
Mulhens & Kropf, Inc...........- 10,940 
Mette ER: Cie ore dois ocacne siewee ds 129.489 
RMI RE NON ON ooars 6 ercrkc'9: cede 6, 6-80). w oie were os 115,871 
Murray, Katherine, Inc............ 12 295 
Musterole Ointment..............- 46,776 
Nacor BECCICING COs. 666ccccccccces 1,925 
National Carbon Co., Inc.......... 98.750 
National Health Appliance Corp... 42,547 
National Remedy Co.............. 15,215 
National Totlet. CO......0.c0cscsese- 11,923 
Natural Body Brace Co............ 11,079 
Nature Products, Inc............... 1,385 
WOsGIG uO DAU COz 5 oa vce ccc nies 18,900 
Newell Pharmacal Co............ 9,924 
New Science Institute............. 26,602 
So IO ee . 36,318 
Northam Warren Corp......... .. 416,680 
|: Ee reeeeree ae 58,500 
Norwich Pharmacal ............ .. 328,918 
CRUVIC BISCOlG soe ccc ccc cece ie 13,2°0 
Nujol Laboratories.............. . Se 
QO. J.’s Beauty Lotion Co.......... 1,675 
ON AIRIER: ov dc cca e vers caved wont ns 221,665 
ONG aeaiana ncrns ows Gauci ware Sete y 2,853 
VE EONS (Oo. ics i ieticcseciwss 50,067 
CGC, MON Bice cicccceencucws 21,193 
Olympic Reducing Garment Co.... 26,803 
CRCRICOW COU ies. sii sie ccs ces cess 10.650 
Orpnee CG. INC... ...6 cc cccccececcs 13.875 
Othine Laboratories, 1 2: See 48,541 
OU EEUN CPs ies cee vn cdee ie asienns< 22,9°0 
Packer Mig: ©o., TRC... .0...cccwe cscs 143,035 
Pacific Coast Borax Co.......... P 37,339 
> Ce ere ee 2,256 
Parfumerie Lubin, Inc............ 10,200 
Parfumerie Lionceau, Inc......... * 4,075 
Parfumerie Melba, Inc............ 122,882 
Parfumerie St. Denis................ 5,600 
POPS BMEGIOING COs... .scccec cesses 51,757 
BOLIC EOUGE- COs. icc ccciccnncccse ces 2,975 
ORI OG) PIOU ys vic sane ceceeccceds 23,100 
Parke; Davis’ 6 CO. . <....6cccscccs sce 471.26 
Pal, MOR Bie ccse sec ccc se ailade warner 3,429 
MEMRCO ENG. faa cacs connec ceneecees 12.465 
Pepsin: SyMip CO... ccc ccscewses 2,693 
MONROE ONG OO « 6i5c6.c case os pees dacs, « 787,368 
MOULOIRAUIC,. SNGc 5 ccciccaccu ese caus 1,474 
Phillips, Chas. H., Chem. Co...... 262,812 
Philo Burt Mfg. Dac, 14,591 
Pierce’s, Dr., Invalids’ Hotel....... 7,507 
BP ESRERTLCE ERE Oi ai-g os cise otc b:cic'es a tineraik seers 212,340 
LG SOG ee eee een eee ,653 
oe Lydia E., Medicine.. 15,785 
80 C 
Piver, L. T., Inc 
Plapao Co 


Psycho Expander SO a soc ss arco 264 
WIE ata ear as phn weve ey eee 1,099 
Pyramid Drug Co.................. 3,035 
Quinlan, Katherine 0 re 10,500 
Radium Appliance................. 2,779 
eed — PEM ice a wens qe 1,046 
WOUNG NGS 5 6 cc ccc cc cc nc ne oven veces 3,570 


DRUGS & TOILET GOODS (Cont.) 


Research Laboratories ............ $ 3,298 
Resinol Chemical Co.............. 60,569 
El CRN ddcards cccdecesee cence 4,086 
Rhodes Kress Kross Corp.......... 20,823 
PO | are 40.622 
Pel CGay Wea Nhe cc tccweewinces viene 4,551 
SOlOGOP, PAUl COs acne ccc ccc ceis 2,583 
RIGOR: DUI iciica ead nad cdiwncenans 1,309 
Rigaud Perfumeries...........«s- 15,346 
Robinson, Louis G., Laboratories.. 1,806 
Roche Electric Machine Co........ 1,450 
WROHOE Gb CAG 5 o.e:s cc den cccicenscis 8,181 
REM Wi Weg Clue cecccesnceeiveees 19,°04 
1 OO Re roe eee 39,065 
NOR BIE BNO ea sinc ciace oe Kee wee 23,379 
Co 1 ee ae 5,310 
ROVAE EGCUS CORD 6 a:6 6c cceccecccssce 1,285 
SOD ORE wat oe inesccdsaeuscexe 1,438 
Rubinstein, Helena................ 231.051 
CO Rec rer r ere 1,3°0 
Sanitarium Equipment Co........ 159,160 
SUAPARIDOUGS, BUI oc necks tet eee swe uews 1,457 
Sanozone — i as wasenns 15.0°6 
Ns SR reer Cree 1,360 
Savage Arms Corp.. Gace es ocean anes 23.875 
Savage Products Distributing Corp. 3,575 
Scientific Electric Works.......... 5,741 
SCHMOMOMUT GE COiik oss ciccecsccscces 8,095 
SehMiG, FUNGUS, TGs ccccciccesvecs 2.842 
Sehnefel Broe., INC... 2.06.60. s00s 13.258 
Schwarz Druggists, Inc............ 1,952 
COG Cr Nas hic cecccinesecenenns 26,149 
eee Os AGG, WG c occ cceecs. ss 1,572 
Seiberling Latex Products Co...... 7,770 
Sem-Pray-Jo-ve-nay Co........... 14,1%9 
SHUIGMSTS MOVER. 6c c ccc cccccccses 1,330 
Simpson Institute, Inc............ 1,325 
Seater, -AlerO Ths, COs ccecccccsces 190,157 
SON MIS e ace ccnvncetenecocncans 61,328 
Smith, Kline & French Co......... 8.033 
a eae Ge iisadcinnseaced cteek<s 7,560 
CS ae ne rere 1,446 
— » 814,717 
SR OM Cxbiked ovdaa kee cenwienhinns 3,672 
S. & S. Chemical Labor........... 1,273 
SiGaaKerte: Mair PI CO. 6 occ oc ccs 6.426 
Stearns, Frederick, & Co.......... 36,000 
Sterling Products Corp............ 33,515 
i CR wekrccciadddenenesens 12,250 
ONT EIE ORI o'c de ab cance wanavceeeks 47,120 
OR. Se errr 15,694 
SPGURN Gre ig: Oe i oicrds ct ececcnnens 54,144 
Stuart, Jean, Cosmetics, Inc...... 5.600 
Swedish Shampoo Laboratories.... 30,504 
SWikl SHOCIIS Cec. ccccccvccnences 9,7°0 
Sylph Appolo Mfg. Co............. 15,046 
ROE PEGs kaa cnr exe ander nes ceeese 1,175 
Thornton & Minor Clinic......... 2,072 


Three-In-One Oil 
Tichenor, Dr. G. H., Anti-Septic Co. 3,206 


Tiffany Laboratories, Inc......... 5,832 
RIG PN a ca Gp accaed cs nem ee enews 1.462 
ERNE Wee COUN 6 oie cciccecceesss 35,076 
"FOWMSONE DAIG. CO. 6 cc... ccicccccces 1,250 
Tre-Jur, House of, Inc.........6s. 88,930 
‘Trevaus Periume Co... s.. cease 22,705 
ROMER Divetc cnanceddcveecus saedins 4,454 
WO DO Ci oid ce cccnscecnecce 58,740 
Tyree, J. S., Chemist, Inc.......... 14,843 
Tyrrells Hygienic Institute, Inc... 18,640 
iy Ce 2: oO) Glo: Saree 90,773 
United Remedies, Inc............. 41,041 
United States Supply Co.......... 2,125 
Wearing: Bs Ais GF OG hc ccceceswss 28,157 
Wark VIGCH, Eis CO. ..nc cc ccscccceess 7,606 
Vapo-Cresolene Co................ 19,336 
RO ee err 1,450 
MCC OV) 8 SRE ee eer 8.200 
Withee CONE ine sou ce cdcinca cod an cs 7,347 
Vibraphone Co:, Ec... 2. .cccsccess 10,125 
Wie CREMBMOCRE COs occa cccccncss 23,588 
VER Wa, CEO aAevinwenasincwcsis 221,487 
WEP RRO Clive vac ceteaksccssedseceres 5,552 
Vlotoline Laboratories, Inc........ 2,031 
WRN ie ees ne Ree ene KeMins Lemeie 64,843 
bo ON SRR CP eCtrr eR eee 1,625 
Wade & Butcher Corp............. 72,670 
NUMIMNGQUN OP i ccrcenacnie tsar xaed 40,000 
Walter, Dr. Jeanne, Co........... 16,920 
Ware, Walter ©. CO. ccciccs cccsess 3,013 
Warners Renowned Remedies Co.. 1,355 
Warner, Wm. R., Co., Inc......... 42,937 
Washington Chemical Corp........ 3,300 
Weenie Pee Fig COs. sci sccsvnccenns 521,183 
WHOM oerra vc cudcedkceeaceeeenwas 21,297 
Wreies: CaO COis ie ckieicsicssccs 42,153 
WRCIRION CINNN Sy aersie celeron da arensée sca 25,784 
Wesley, Edward, & Co............ 47,919 
WIR ONS ous cs Khawennacnnescinid 612,475 
Westinghouse Elec. & Mfg. Co..... 10,068 
White, S. S., Dental Mfg. Co...... 40,161 
Whitehall Pharmacal Co.......... 18,3°3 
WHIRAIONONG Ciileg, BUC s i ccicsccscsocswes 70,183 
SO Sy ner 2,599 
WHat: ER Bis Osc vcseciivcavcccs 2,529 


Advertisers 1929 
By Industries Expenditures 


DRUGS & COILET GOODS (Cont.) 


Rob ER A | See eer $ 266,242 
Williams, Madame................. 4,224 
Wilson Ear Drum Co., Inc......... 2.798 
Weiter WUE dneciecaceceneondéacesc 6,298 
WEERUNCOND i fétn cas caGste dc ccwacens 3,507 
Woodard Products Co............. 1,388 
Woolworth, FP. W., Co.............. 48,384 
Worth Co.. dae tara ee 1,634 
Wyeth Chemical, Ltd. waar 74,999 
Yardley & Co., Lid.........+«.. 267,700 
WN RENE u Raadeddedelsicceseewwes ‘ 19,125 
BOO SMA” er < 26,466 
NRGEIIe Bia Ola Chee chic asses ccewxeees 1,764 
pC MR bY A Serer 1,008 
pO AR Ce 2 eee 249,695 
Zonite Product Corp... as 115,520 
SIU tigi da dtd t Oxauh enna $33,358,580 
FINANCIAL AND INSURANCE 
Acacia Mut. Life Assn.............$ 16,000 
Aetna Tile Iie. Cec: «.6:6025%. ‘ 104,621 
Agricultural Ins. Co. ..........-... 8,925 
Alliance Ina. Co. < «0.665.625: peer ae 24,000 
Align, A. C.. & Co., Inc........... 23,396 
American Appraisal Co............ 19,156 
American Bible Society........... 10,275 
American Bond & Mtge. Co., Inc. 1,941 
American Commonwealth Power 
OS eer eer re coe 8,755 
American Exchange Irving Trust 
GNM Aalaswankawad erate ncateacdedas 1,700 
American Express. . ae 80,127 
American Founders ‘Group. wadKenve 15,209 
American Inst. of Finance........ 3,358 
American Mutual Liab. Ins. Co.. 7,650 
American Securities Service.. 7,413 
American Water Works & Electric 
OO SR OSS e eae eae 40,047 
poo A ON ee 7,572 
Associated Gas. & Electric Co., Inc. 44,723 
Auerbach, Felix, Co............... 1,549 
Babson Statistical Organization.. 9,658 
Baltimore Trust Co Aree 10,579 
Banca Commercial Italiana. acedes 1,400 
Bank of American Nat’l Assn..... 2,509 


Bank My Italy Nat. Trust & Savings 


Ban 
oy a N.Y. ‘& Trust Co. & Assoc. 4,730 
= of North’ America & Trust 


EP Oe OE POT PT ree 5,661 
Bank of the Manhattan Co....... 2,550 
poo Vg po Se eer 1, 
Becker, A. G., & Co Wied cnesecae: 4,750 
Bell Telephone Securities Co., Inc. 1,277 
Blair & Co. Ins. & Assoc. Cos..... 1,000 
Brookmire Economic Service, Inc.. 18,276 
Peo Bo a See 13,970 
pep ee ar 1,445 
Burr, Gearee a, G CO... ...- iicece 16,647 
Byllesby. N. M., & Co.............. 5,208 
CORN CONE ex des aivlacescsccncucs 24,755 
Canal Bank & Trust Co........... 11,220 
Po ee eee 3,150 
Chapman, P. W., & Co., Inc....... 25,545 
Chemical National Bank.......... 2,194 
Chrysler Motor Corp.............. 1,500 
Chisholm & Chapman............ 1,992 
Citizens Nat’l Trust & Savings Bk., 

DS rere 1,084 
Citizens Trust Co., Utica, N. Y. 1,575 
Cochran & MeCluer Co.. atets 3.659 
Comer, We Duc & COs ec cca ces... tad 1,696 
Commercial Credit Companies.... 80,700 
Commercial Investment Trust 

CR dacs tivdeccaecwaseet ss 36,900 
Commercial Mortgage Co.. ee 1.455 
Commonwealth Casualty Co. Zs 2,199 
Commonwealth Edison Co......... 18.640 
Compton. Wm. H., Co............. 6,794 
Crocker First Nat’l Bank & Affiil. 

Bank, San Francisco, Calif...... 7.200 
Dahlberg Sugar Cane Industries... 16.000 
Do a a Oo 2 Se 3,086 
Dillon, Read & Co., Assoc. Cos..... 2,500 
Electric Bond & Share Co., Inc... 2,988 
Empire Bond & Mortgage Corp.... 1,385 
pO BGS eer 19,480 
Equitable Life Assurance Socicty 

Ce GENO NGS waked s vavwwans scans 19,000 
Equitable Trust Co. of N. Y...... 20,170 
We Ge Meade csctescacines ; 35,710 
Federal Land Bank................ 1,550 
Po ee ere ee 1,918 


Fidelity Bond & Mortgage Co., Inc. 12.860 


bo ee are 16.000 
First Nat. Bank (Boston)......... 26,210 
Fiscal Securities Corp........ cae 5,565 
Forman, George M., & Co......... 28,728 
yy AR A rere 8,500 
Founders Securities Trust........ 5,170 
Fourth Nat. Bank & Associates 
CRRRMIRIID o.céccci sees aescdecvusea 2,600 


Getieval Surety Coe. ccc cccccececus 44,066 
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FINANCIAL & INSURANCE (Cont.) 


Greenabaum Sons Investment Co.$ 7,121 
Guaranty Bldg. & Loan Asso...... 6,039 
Guaranty Trust Co. Of. New York 


SS er en 43,092 
Guardian Trust Co. (Cleveland).. 13,997 
Haligarten & Co. & Assoc. Cos.... 1,500 
Halsey, Stuart & Co., Inc......... 94,780 
Harris, Winthrop & Co............ 5,988 
Hartford Accident & Indemnity 

PR as ahiwiiieieinl chs s sk bkG oes AU ke ax 1,344 
mertrora Fire Ins: Co......0..6.... 123,500 
Henderson Rubber Reports, Inc... 1,248 
Hodson, Clarence, & Co., Inc...... 3,617 
Home Mortgage Co................ 9,310 
Hornblower & Weeks.............. 44,787 
Inglehart, J. C. W., & Co.......... 4,605 
Insurance Co. of N. A..... neem eels 254,637 
Insuranceshares Corp............. 24,860 
Investment Research Bureau..... 19,147 
Investors Syndicate............... 11,054 
og Re ol Oa 9,350 
John Hancock Mutual Life Ins. Co. 43,768 
Beane, Highie G Co. ......6.002..; 7,800 
lo SO! OSE 2, ore 2,230 
Marine Trust Co. of Buffalo...... 34,820 
McNeel’s Financial Service........ 13,648 
Methodist Episcopal Church...... 1,038 
Metropolitan Life Ins. Co......... 649,060 
Middle West Utilities Co.......... 93,248 
Midland Bank, Ltd............... 1,000 
Midland Mutual Life Ins. Co...... 12,000 
Minnesota Loan Trust Co......... 1,780 
Moody Bible Institute............ 5,950 
Moody’s Investors Service......... 1,380 
Mowry, Don E., & Associates...... 1,022 
Beer, POMM, OS OD. u ccsissicewcesks 5,077 
National Assn. of Mutual Casualty 

Cos. & Amer. Mutual Alliance... 29,550 
National Bancservice Corp........ 8,000 
National Cash Credit Corp........ 3,403 
National City Bank & Farmers 

REND) 00 650s snes sow asenee bees eae 1,387 
Pe ey ae 6 a ee ar 195,540 
National Protective Ins. Assn...... 2,891 
National Union Mortgage Co...... 3,870 
New York Bible Society........... 1,176 
new ZOren inte Ins. OO...........:.... 7,100 


BOW VOC TEUSE. COs «osc caccssciess 20,280 


North American Accident Ins. Co. 22,359 
Northern Baptist Convention..... 1,462 
Northwestern Bancorporation..... 7,470 
Ohrstrom, G. L., & Co., Inc....... 69,653 
Old Colony Corp....... ee ee 1,350 
Old Colony Trust Co .....0000.¢000 24,238 
SURE OD nvcti rs centile stars mis See eS wl 25,609 
Pacific Gas & Electric Co......... ,300 
Paine, Webber & Co.......ccsscss. 7,500 
Peabody, Hennings & Co.......... 5,450 
Peabody, Houghteling & Co...... 5,650 
Phoenix Mutual Life Ins. Co...... 73,047 
Postal Life & Casualty Ins. Co.. 1,206 
gE EE CARE 0c aren ee 12,406 
MND GS WORUCLY «5 5.6.55.0,0:6 00isawee 4,508 
Provident rt wesc Life Ins. Co..... 48,220 
PEMMORCS G0, TWGis.ccsccccssciee< 2,832 


Prudential Ins. Co. of America.... 104,898 
00 


Public Service Corp. of N. Y....... - 
Public Service Co. of N. Illinois... 9,323 
Public Utility Investing Corp...... 3,123 
Research Securities Corp........... 2,190 
Seaboard Air-Line Railway Co..... 1,000 
Security lst Nat’l. Bank of L.A... 5,844 
Shields & Co. & Assoc. Cos........ 1,035 
PRUEAP GED, Oy As BOO s6 snes 6.0:0:6.4.46. 8 we <0: 28,447 
Smith Read & Jones.............. 6,051 
Speer, H. C., & Sons Co..... piece alone 2,236 
Speyer & Co. & Assoc. Cos......... 1,000 
Standard Bldg. & Loan Assn...... 2,139 
BeandarG StAistics. . .. ..scsceesiees 48,000 
Stone & Webster Engineering Co.. 42,116 
Stone & Webster & Blodget & 

POO NSO: nib n6ne sickness es cauwue 5,397 
Straus, S. W.,; & Co. Inc.......6.00 129,081 

aylor, Ewart & Co., Inc.......... 2,558 
Teachers Casualty Underwriters... 4,320 
TMOMPSON BOSS GF CO....000c0cccee 18,302 
EEE ASM UOY on 555010 vied ae cnscess 8,604 
3 ee eee 1,991 
SG AS Bee ee ere 3,307 
OMSE, SPENGE GW COs vi ccic cic vciescce 3,581 
Trust Co. of New Jersey........... 2,724 
Twentieth Century Life Co...... ss 42,736 
United Business Serwice........... 1,008 
United States Fiscal Corp..... biens 3,023 
United States National Securities 

ree a 5,961 
Utility Securities Co............... 18,561 
Valley Building & Loan Assn...... 1,863 
Van Strum Financial Service...... 1,530 
ee ES) ee ae ee 1,154 
Westminster Bank, Ltd............ 2,400 
Wetzel Market Bureau, Inc........ 7,979 
Whiting, R. H., & Co., Inc......... 1,839 


1929 
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By Industries 


FINANCIAL & INSURANCE (Cont.) 


Wiseey, B: BE... & Co., IMC. ....00008 $ 1,397 
wan, CO Wiser: @ Coie is cccsascses 8,473 
MOOR cbcokusenssceaseuenee $16,334,981 


American Fruit Growers, Inc...... $ 406,000 


American Japanese Tea Co........ 95,550 
American Kitchen Prod. Co....... 99,725 
American Cranberry Exchange.... 33,375 
PRBRSUSET=BUSCH. CO ..6.0:06. cc c:0:00si8% 48,482 
SUEUR ND esos pains aioe wis sal sroaiee ed auce 265,445 
Aunt Jemima. Mills... 0.60.00 318,280 
Battle Creek Food Co............. 043 
Bay State Fishing Co............. 51,385 
Beech Nut Packing Co............ 123,692 
Bennett Day Importing Go., Inc.. 1,953 
MOORE. WOOGE,. FNC. oe ccs es sewess 218,125 
PRINS NGS 5.65 5s ed se Bote vee Os 490.394 
POWER: TIGIBNG os css eines caw teense 1,410 
SPT MREG, DOG Os 6. si5.c 09's aces eens 24,984 
Calavo Growers of Calif........... 18,750 
California Fruit Growers Exchange 688,421 
California Lima Bean Growers 

er ey ee oe ene 72,138 
California Packing Corp.......... 753,710 


California Walnut Growers Assn.. 102,400 


Calumet Baking Powder........... 143,940 
Campbell Cereal Co... ...0. ..cece 4,787 
Campbell Soup Co... .....ccesseee 1,884,300 
Se eo | 51,500 
Canners League of California...... 177,795 
Carnation Milk Products Co...... 171,100 
MSBTGO. CORD. 603s oiescaieis: 0: 510 io-s sc0isiercie's 275,350 
Chatterton @ Bons... .........esc0ce 6,227 
Church & Dwight Co., Inc........ 36,064 
Clamp, HATS Fc TBC 62:6 os. cecwscwe 15,520 


REE RIOD NEO oo os:000s,0:45 0,86 428830 * 16,000 


Continental Baking Co............ 297,100 
Corn Products Refining Co........ 566,478 
Cream. OF Whreat Co. ....< s.0000 6% aes 613,300 
(TOBCONG BALE. O06 6 060686 s si ceecen 23,493 
Gudahy Packing GCo......... 2.00.0 87,500 
Gollewe Ti FOO. «oe ciasc cdsicccsicss 78,640 
COOMMAR, Js Bo J; TGA s.cn os scccedee 92,100 
Dahlberg Sugar Cane Industries.. 14,933 
Davis, Frank &.,. Fish. Go... ...... 1,947 
Davis Baking Powder Co.......... 11,975 
Bs is ies AO) cas te sconeth sure rwreres cee 508,329 
OE OS OF: (| Oe es a 8,645 
BNE rene neem morse ones a Nees. ae 3,920 
Diamond Crystal Salt Co......... 98,925 
BUNGE: RG AANA BD seis oo 085-8 90.5)0:9, 50% 409-5 5,933 
Duten’ "Tea TUSK CO... <.<:00s:050:60:0%8 20,000 
DWANSU = WEN CO... .ccccsesccesse 32,325 
Evaporated Milk Assoc............ 125,710 
Ezeway Food Products Co......... 6,600 
gS Gh 6: eee race 1,520.069 
Florida Citrus Growers............ 137,500 
Floridagold Citrus Corp........... 12,750 
RNIN Ne 6 aie. saidicraw ai: tlsevanrees 26,210 
Formosan Government Clearing 

NNN ne edie ics kipew.c Seb RAO aRe 1,358 
PTONEIN: BARS CO. coves sacvemcsss 224,370 
Fremont Canning Co............. 54,451 
Prencn, Hi Fj GOs vccwasewevsieccs 102,385 
Fruit Products Co. of Florida..... 12,750 
Prat’: WISPAGCH CO. «.<«:0:<10\80.00:010:0 sci 109,870 
ROUND, BG. hss, CIOS 6.009600. veecse es 1,880 
General Baking Co. «..cicsesesedcve $0,790 
Gebhardt Chile Prod. Co..... wane 54,250 
BPAPATGCU GO ois 6.6.55 snes s.6 5 91000 3,816 
Gorton Pew Fishers Co............ 48,000 
Great Atlantic & Pacific Tea Co.. 299,500 
Gulden, Charles, INC... .<<.06600000 57,492 
Hanson, Christian, Laboratories... 36,962 
Hawaiian Pineapple Co............ 443,100 
PROOHED;, 88. Oy TCs o5c-00.05.08 00:8 si6 34,160 
SESS ar Sa 0, Rees reir ear 557,350 
Heublein, G. F., & Bros........... 56,53 
i a | aera aor 48,340 
PLE 6 2 6: eee eee 3,379 
Horlick’s Malted Miik Corp....... 166,748 
Hormel, Geo. A, &-CO. 2 6s cceccees 231,046 


Huntley & Palmers.............0+ 1,975 


ES ASS i ee 232,352 
Indian Tea Growers Assn......... 21,801 
Tealian Vineyard GO... o.0660scsene 15,572 
ee | SN ears 0's Bonn s sae 423,300 
JOHNOL Macaront CO o.c.c..6:isic:00s eves 3,181 
PONCE DOITY PATI 6. sc iiosccsscses 16,237 
Kellogg Co., Inc., Kaffee Hag...... 795,348 
Kitchen Bouquet, Inc............. 33,873 
Knox, Chas. B., Gelatine Co....... 230,106 
Kraft-Phenix Cheese Co........... 32,500 
La Choy Food Products Co......... 34,800 
SS eg teh CE eer ae ang rea 5,600 
Lamont Corliss & Co.............; 12,550 
Oe RE a) | a a a 18,994 
Leggett, Frances H. & Co.......... 1,492 
Leggs, A. C. Packing Co., Inc...... 2,373 
Libby McNeill & Libby............ 310,200 
TREITIC OGG Oia. 6 ics 3 8s swine eee 46,500 
LHEWOR, TOR. ds. BRC. 5. cc icccesicc sews 9,358 
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FOODS & FOOD BEVERAGES (Cont.) 


Log Cabin Products Co........... $ 123,355 
Loose-Wiles Biscuit Co............. 136,200 
BARE WOL PIOG, COs. 66 06066006605 a0 499,530 
BOOTING (OS (OO. 666s co 0.00 cbs 0 50% 12,600 
MRS ODE. CO ba 6 s:s:0/0. v0.0.0 éeeies 36,156 
BOBETOUHBOUIS CO. 665.66 v0.6 dos ees 42,617 
ME Oe IO os, 6.05500. Wis. s\ 08 @ O86 s 4,831 
Minnesota Valley Canning Co..... 52,150 
MEME DOUG, TNCs s0.000 svicesavens 24,325 
BANE TADIOCR COs. ccccccceseces 177,775 
Monocacey Valley Canning........ 2,638 
Te eee 82,050 
NEY, NG) Nake. 0600.0 0 eee wisi sis & 11,943 
Mt. Mansfield Maple Merchants... 2,551 
OE see ere re 500 
Ae OR: Be See ee a eee 1,650 
BEUMIOY. OOS: COe i i060 ease cds cwicnes 4,000 
RIES 5. go hab: 5-0 da9c 8.0: S IS HEALS 83,673 
ferke, Lb. Bi. CO..0.0<0% lean eieerece se 2,820 
PODERO MIG. (CO 6: 5:6.0:6si0:sa0ve sinew 7,385 
POOR POA ES COs 6 cckicuns cee acess 13,400 
PORICK GF FOr, TAGs o0c:cccciecswves 23,723 
ee as 0865-6 4 See he OR ERICH 342,450 
Piggly Wiggly Adver. Committee... 94,300 
Pitispury. Flour Balls... .cscccas 469,730 
NE Oia esigicses.cts alee Nee ee ws A 


Price Flavoring Extract Co 
Premier Malt Sales Co............. 
Proctor & Gamble Co......6 66.0005 
CS eS eo errr 


Renerecte, CG. D., TBC. 6 vnc isncdecnes 

Reid Murdock & Co...... pe ea Waser 128,300 
Richardson & Robbin Co.......... 19,275 
MUU, SUC ssc 5.0.0:5.5. viienav tease ts 1,675 
WOON, WY 6 tes Oe OO, bocce cece sewe 50,275 
PONT TOOL CO Oiis ic oic.ccsssis oon vnwwss 3,508 
Royal Baking Powder Co........... 431,527 
Rumford Chemical. .. «ssc. sccscss 1,200 
Russell Miller Milling Co.......... »300 
MBMEA COMES - COPD. « 6. 5.os:s cwsceices’s 114,515 
SMOG WEL BIER. CO isos. 5 con siesieneeis 8,000 
Shredded Wheat Co................ 71,680 
Peer DAES. CO. 6 55s. ca oss canewe's 238 
Skookum Packers Assn............ 11,775 
Snider, T. A.. Preserve Co.......... 65,449 
Southern Cotton Oil Trading Co... 1,057,150 
Southland Pecan Co., Inc.......... 3,173 
Sprenger FOOW CO... 0.ccsecacceress 2,159 
Stokely Bros. & Co., Inc........... 4,690 
Stowe Mahrile Co.............. Roe 3,158 
IME EREGIGUEO. 6 cc. ocinccs peels tcivecws 17,088 
Sun Maid Raisin Growers of Amer. 264,563 
oo SE ee een rere 329 
Switzerland Cheese Assn.......... 201,400 
Syndicate Des Fromages a Rogue- 

PPR PR IICO 5.5, sis Venieinieraus: cee elev e:8ce's 6,704 
Thompson’s Malted Milk Co...... 82,640 
Three-Minute Cereal Co........... 94,751 
Tupman THUrlOW CO... ..0.6005 cee 20,099 
WRMCTWOOd, WM. CO... osccsccs cvs 68,678 
Van Camp Packing C0... .<.0..05% 164,450 
Vegetable Products Corp........... 1,538 
Vegetized Foods, Inc..............- 33,654 
Walker Properties Assn............ 9,582 
WHEEEEY DOEO? GO. is occ ces accvisecus 318,150 
MEE Oe oss sceetcanc ceed cenees 501,020 
Washburn ee eR Or eee 291,300 
Washington, G Vcottes Refin. Co. 2,400 
Wenatchee Dist. ee 7175 
Western Grower Protective Assn... 29,250 
Wheatena Co. Operative Assn...... 209,664 

2 | ee eT ee Te ee $26,541,883 

GARDEN 

Acme White Lead & Color Works. $11,085 
pT A Ir 1,052 
George D. Aiken.. 4,498 
S. L. Allen & Co... 8,192 
Alliance Mfg. Co 3,093 
American Fork & Hoe Co.........- 8,402 
American Greenhouse Mfg. Co..... 8,100 
American S660 Co... .....0.se0scee 4,071 
Antrol Laboratories, Inc..... MASE He 24,235 
Arlington Walesbly Gardens....... 1,292 
Armocost & Foyston, Inc.......... 1,500 
Armstrong Nurseries............++- 1,589 
Atkins & Dunblow, Inc............ 9,867 
Babcock Peony Gardens..........- 1,776 
rg A OS CR eee rire 2,875 
Ball & Socket Mfg. Co..........0. 2,528 
Bt te MRT OR Vic oisic oss cc binin sss 6 sae ence 2,878 
Barnes Bros. Nursery Co.........+- 1,000 
TRAPP RECIOG. ciuk cnc cceces sees reweus 2,326 
Bartlett Tree Expert Co...........- 23,850 
TSANG), POPES, THC. .5.00.5000c0ccvecess 3,074 
Bay State Nursery Co............+- 3,393 
BODDInK Oo AGEING. «<6 6006.c530.0 0508 8,660 
Boston Woven Hose & Rubber Co. 6,600 
Brand Peony Farms..........+.+-- 4,400 
Bristol Nurseries .........eeeeeee0> 1,824 
Brookman Mfg. Co.........+: wake 2,345 
Ti WE, IUCEOOsic6 csc csacecccess oe 5,741 
WOOVOTG BUSS C065 oi cis ccc cicecess 3,583 
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| 1 
Advertisers 1929 | Advertisers 1929 Advertisers 1929 
By Industries Expenditures By Industries Expenditures By Industries Expenditures 
sinned tia: | GARDEN (Cont.) HOUSEFURNISHINGS (Cont.) 
page wnes , | Phila. Lawn Mower Co............$ 5,450 Bigelow Hartford Carpet Co......$ 117,200 
: © | ‘ 
Burgess Seed & Plant Co.........$ 26,164 Pioneer Rubber Mills.............. 8,000 | Bigelow, Ruth Campbell, Inc...... 1,795 
W. Atlee Burpee Co................ 39,422 Plantabb's Corp. ..........s000s. 1,447 Bird & SOM.........-.seeseeeeeess 6,000 
Champlain View Gardens......... 1.252 Potash Marl, INc..........c..eeeees 2,398 | Bissell Carpet Sweeper 49,991 
gag Be yo gt ng Oa ey ETON ANU Ol va a cacdcaccn nk chan 1,381 Bodart, Jacques, Inc.............- 21,400 
tn iets a. eat 2'332 uavertond Manure Co.......-..<s. i eae — CO... ccc ccc ccc cccces ~~ 
2 Be entices Meta ¥ MUN NON ud db 6 cancsadescaaceede : My chtnavaceadéanasaseane ; 
eee ee eae Te Oh, MIDs ci ccnkéarensannsves 2810 Boston Woven Hose & Rubber Co. _—_7,,795 
Cole a Pre SCOR CERES 29'935 UG IAI CO. cic cwacaccevdavauss 3,459 PMNMNONS DUGse cnccedenucescenssac's 1,002 
peo at ae mamoetmiscmen hanes 4'519 Rosedale Nurseries ............-6-- 2,727 Breneman, Chas. W., Co........... 35,410 
oe Pg A Cleat 4462 Ruadle Murphy Co............6-+: 1,322 o£ Seer pennen nae 5,580 
T E 2 peters 203524 Carl Salback .....ccccccccccccccess 2,021 Brunovan, INC........-se eee eeeeee- 12,160 
—, Seed an bert evieialaisieies 2210 John Scheeper, Inc.............6-- 24,000 Burgess Mfg. Co............eeeee-- 5,236 
Depos eC oi Pita e Sir as Se 5749 Schenley Gardens, Inc......ccces- 8,816 Burlington Venetian Blind Co.... 3,850 
—— a Doda i, Spee 7625 Max Schling, Inc.................. 22,602 Burpee Can Sealer Co............. 2,123 
tp ee eee aa J. A. Selzer Seed Co............0-. 4,913 Burt Ti-Rak Co. Seer eee 11-560 
Be ee ee ; ©. BM. SeCOGt G SONS... .cccc ccs cases 971 California Fruit Growers Exchange ; 
LOS RR. Ae ree 34,316 L. H. Shumwa 
. Oe RR ree mre 12,778 Callins & Ackman Corp........... 53,100 
bg cog a a 1,865 | Shepard Laboratories... ......... 1,344 | Campbell Shops of N. ¥........... 10,088 
a woes ee 18'000 | Shoemaker’s Riverview Farms..... 1,466 | Campbell, William, Co............ 28,583 
a: fom os 7983 | Geo. N. Smith.............ceceee 1,174 | Cannon Mills, Inc................. 364,400 
go eng y &-qggeaneibaneaaame 1343 | Society of Amer. Florists.......... 144,958 | Cappelin Glassware, Inc.......... 2,800 
Erkins Gratien sk 2 a Ld aR ead 3452 Soaserene: mviuersen & Seed House — CNN OE ic eetios cadceesewas 10,770 
SOR I kia a MOOURIGY BONe CO ie ccickcnwcqsecas 1,310 Carlin Comforts, Inc. .....ccceses- 12,865 
DM. Perry é = BL CR ae + ary Pere Nurseries Re cmeeauscdeds —_ CR OR Fa caccdcideaceusecudoes 18,000 
Ben ee me ip eas 4 1 Pi ee eee 1,392 CORGET BOG ioc ccccccscesccescecascs 19,100 
os ipa ta oa Star Rose Garden................. 1,000 EN i xorcéisivten adkwiawkens 1,790 
Fleury Tree Pune te 1.025 Stark Bros. Nurseries.............. 28,779 Cote a ON RR re ne oe 1,415 
MGRMAR TT ROC ooo. eos bccn ce 1.862 Stillwater Gardens, Inc............ 1,000 Central States Mfg. Co............ 92,977 
Galloway Terra Cotta Co.......... 81413 OE By ee 13,930 Chambers Mfg. Co......... doaenke 28,033 
Garden Chemical Co..... eee a 9/374 poo gg cata Ce ecavaasesaus ey po yor Rally een ag ee ey eee = 
u Bi ccccctccccccccccces OF ariotte urniture Oocccccceces ’ 
poner Rag Ry dha idl a fap 81,080 | Charles of London............+.-- 8.455 
REO aya enapengtons Sn | 2 en: Be! Cea sevee 13,500 
Gillette's Fern & Flower Co....... 4.950 SR eee 1,57 Chesterfield Furniture Co..... eee 1,200 
Templin-Bradley Co. .............- 5,300 Chicago Flexible Shaft Co......... 64,158 
} et — a relict ace aap ppt Terrare Gladioli Gardens.......... 1,506 Cs Re ee cavewa caus 6,441 
B. F. Goodrich Rubber Co......... 8400 bo ere re 12,439 Cinderella Washing Machine Co. 4,000 
Goodyear Tire & Rubber Co....... 13.200 Tobacco By-Products & Chemical Clay Equipment Corp............. 3,834 
Elmer Gore ........2+..- +++. oe ee... Slr comaunassenien §a74 | Clinton Carpet Co... ---...+..+-+. 113,680 
9 ee GES aot Ss ROR Re R ee eee = Col Vy, ohn, ons Sais a. 
pte Recah gue Reg CO... +--+ 0s gor PERSO SREB O AN. Cc ocii aie ocnewendienes 2,740 Coleman Lamp & Stove Co 
MMs viva vacesuieeecnes 1.105 Tt Beeaden tee bette teeeeees on ot ren pednanntietes 
lammond Paints & Slug Shot.... * 73 See eee e ee eee ee 1232 Columbia Mills, Inc.............-- 
ae P _ & Slug Shot.... oe Van Yahres Tre es Service, Inc.... 1,020 Canasiocm ne lg ee alae 
OO Wetec ccccccccccc, | EAR | Reema uncer ae snes 4591 | Cooper Williams, Inc., Assn. Go.:: ~ 7,040 
No iy Tage hagas Ll etd tl a ell , Copeland Products, Inc........... 32,000 
tao. 3133 | Virginia Carolina Chemical Co... 2,400 Copenhaver, lowe...... sibeanbnes 6.938 
HGH ti . ie i ia yer carr 1.285 Robert Wayman.............-++-+5 5,799 Corning Glass Works.............- 160,000 
Heller Bre “4 ROCCE CCS I 1798 Wayside Gardens.................. 8,505 Games Bris. <<... ..ccccce... "4.180 
Henderson, Peter & Co............ 17104: | ~Whitten-Ackerman Nurseries...... 1,729 | Grosley Radio Corp..............- 23,250 
PONS NUSEGLS COie ccs cc ccceccccace 2,029 rey eo ENC..0 ee eeee essere Py p ncn Mfg. CO........cccccesveces om 
D. ill Wursery OO... ...0.cecccveee 4,169 Atami... 1288 upples CO..........csecececeeeees ,275 
gg > CO... eee e eee eeeceeees py Wyman’s Farms Nurserties......... 1,124 pn Algg Douglas & Co........... oan 
CE Houdeheyl AG Sceeresramces 1451 Zandbergen Bros. ........cc.e2e0e- 6.890 a. 2'800 
Robt. Evans Rca sacead vines: 1.201 a meena oe oe “tees OO... cc ecccccccess = 
Ms EERIE OP Ole cae cae ce dscne cues 1,93' MIORD <6 bike side cdccteuseesnnseues 1,611,480 steer ce eee e eee cenes . 
meting Ay y Rng fhe eos Teche teenie Bike. 2500 
r Bit & Sna ‘oO 260 |  .}.}.}.} } }»8ygancRrETReNIcHINGC. OOlltlté‘(i*‘L;!SOCDOGUbener Shopping Bag........... 4 
uaa... 6.492 HOUSEFURNISHINGS De Wolfe, Elsie.............. vee hy 4,090 
Jacobson Mfg. Co.......... 2.000085 14,054 Abbott, Theo. A., & Co............ $ 12.830 Diament, A. L., & Co............. 2,808 
ME MMOD gig pcs ccnccwarevars 1,126 Absapure Refrig. Corp............. 1,250 Dixie Met Prod. & Co., Inc 3,405 
Japanese Plant Co................- 5.737 Ackerman Galleries ............... 4,800 Dooley Presser Foot Co........... 1,093 
ee eee 2,256 Fig biasoy FF ng Inc........ om Dormeyer, A. F., Mfg. Co.......... 17,335 
Johnson Be Saar tas 2,4 me Dupon BLLETY.. 2. eee eens 67 Dupont, E. I., & De Nemours Co.. 49,450 
W. Jung pow — Sh Semen y+ a aoe Appl. Corp........ re WINGO OMe cc cccacaadeacuedescasdas 2,345 
te A eee ere i yO 1 ere 2,033 Brwmetney. Ga ME, TRG ic ccs ccccccccsss 2,384 
Keith Sen esas Ragone seedd esas Lose yO A > Ee eee 13,550 Dwight. Manufacturing Co......... 59,075 
We We OE Gc vn cc cece nccecsess 9,338 Alaska Freezer Co...........-..+. 1,925 Eden Appliance Corp.............. 19,267 
King Construction Co............. 4,050 ri grea pee” CO.....-.. 00. a — 7. Appliance Co., Inc... 302.475 
Mrigee Mik. CO....5..605cce0. 4,707 en, Louis L...............0eeee- 9, dison, SY 2 eee i 
Klein Mie. a l(t ee ial SE ee 1,265 Allweather Ventilator Co., Inc..... 1,400 WIN ON oo ca deececcccewuutnceas. 1,960 
BOM TGNACO. go mcr s owcnce 14,549 Aluminum Goods Mfg. Co......... 126,500 Electro-Master, Inc..... ngudineanats 8,000 
Lancaster Country Seed Co........ 4,870 ee ee Pe aca steeeeeere poe a Corp..........-- pap a 
is & Valentine Co........... wee 2,700 erican Gas Machine Co......... smon eet snvenseesax ee eiuieu 5, 
Ones. Hy. Ely CO... sos cci ves veces 2,182 American Metal Products Corp.... 1,050 | Eureka Vacuum Cleaner Co....... 116,850 
Livingston Seed Co................ 1,256 MIMCCICER STOVE CGn.. oo. cc ccccccves 262,200 Eveready Co..... Rinne we daiade wees 2,150 
Lord & Burnham Co.............-- 15,675 American Thermos Bottle Co...... 24,000 Excel Electric Co.........-c.ccccee. 8.949 
Wm. H. Lutton Co........ eceaeees 8,075 Amory-Browne & Co.............. 46,050 Fairclough & Gold, Inc............ 5,618 
MOGTOROY BYOB: 20.66.6050 5 c0dsce0> 5,499 Anchor Cap & Closure Corp...... 53,750 hi Be ae 1,309 
McLaughlin-Gormley-King Co..... 8,713 Antique & Decorative Art League. . 1,520 bo SA a eee 6,293 
Malony Bros. Nursery..... 7,071 Arch Clearing House, Inc......... 2,450 Is voc cscdcdevetcsces 1,110 
13,528 Prema, pag CO rictscecccagun a Farmer, Edward I., Inc,........... 20,330 
5,875 rmstrong ¢ RRS cc cwewadumee es ’ Wrens Bee Bee Cec ccscicesiccucs iy 
6,298 Artcraft Furniture Co............. 1,908 Farrington Co........... euea tenes 6,480 
3,068 Art Craft Ware Studios............ 9,132 Faultless Caster Co......... beet ae 18,000 
26,177 Assoc. Curled Hair Industries..... 52,800 las LO ee eee 2,782 
3,138 ane _ = REE ieee ia re Tae ln Ce re ae 
2,302 OME cig canna caneaaa ae é Finne oh  * Sr rere 5, 
2,039 — ae Re aeKdeeacdeacene Roo Florence Store Co: SRP ey py 
1,483 A eer me Re Pe Serre 5,800 
10,747 Barton, Price & Willson, Inc...... a. rrr e 9,695 
National Garden Association...... 10,418 CO Oo eae 4,300 We Ct GIN ing ace ccdniceucees 102,500 
ational Home Planting Bureau.. 46,352 pe A ee 49,630 Fraunfelter China Co............. 8,500 
FS a .-. NES KE REE OR Oa 1,966 Boumgarten. Lg & Co., Inc.. 12,520 I Tian avuncnsdnvueend vs 4370 
y See OO See 5,289 eams, Nath. B. Sons............. 1,747 French, William A., & Co......... 1,600 
- Bi. OUD SOGOU COsiicicicocccces cncecs 1,081 | Beard, Eleanor, Inc................ GIGS | Prigitsive Corp... 2.60. ccccccsecscs 1,041,720 
riental Plants Co................ 46,518 | Beardsley & Wolcott Mfg. Co...... 8,742 | Gem Appliance, Inc............... 11,827 
Roderick Payne, Inc............... 1,617 | Beaux Arts Shades Co............. 3,540 General Appliance Corp........... 3,624 
heme an po 1,593 | Beh & Company................... 6,115 General Gas Light Co............. 46,475 
Stowe & Wilcox Co.......... 3,600 MING Te Biv cceceectcsicnveesicis 7,360 GOMGEEE TOG. Cisco deg ccviccccune 1,608,844 
crag Lawn Mower Co............. 10,175 Berkeys Gay Furniture Co......... 118,770 CEI fice caeds codcesasaviance 2,500 
Pratt H. Peterson, Inc.............. 2,214 SOR, WHITSENEID 6rd ctccdndeceswndes 1,493 Gibson Refrigerator Co............ 30,700 
OP INNUIBEPY OO... 666 ccs cecense 4.089 | Bicknell, J. F., Lumber Co........ 2,303 Gilman, Aa Cn  GOiivcccncccssaces 30,700 
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Advertisers 1929 
By Industries Expenditures 


HOUSEFURNISHINGS (Cont.) 


Ginsburg & Levy. Inc 
Glass Cont. Assn. of America 
Glenwood Range Co 
Graham & Zenger. Inc 
Grand Rapids Upholstering Co.... 
Grand Central Wickes Shops 
Graybar Electric Co 
Griswold Mfg. 
Grosfeld, Albert, Inc 


er ey 


Gump, S. & C., 

Haartz, J. C., Co 
Hamilton Beach Mfg. Co.......... 
Hamilton. John G., Inc 


Hammacher, Schlemmer & Co.... 
Hampton Shops........... plssssnce aces 
Hankscraft Co 
Handy Washers Co 
Hart & Cooley Mfg. Co 
Hartshorn Stewart Co 


ee ee 


ee ey 


ee 


Hazel-Atlas Glass Co 
Hearthstone Furn. 1? Inc.. 
Hendryx, “Andrew B., Co 
Herrick Refrigerator Co 
Herzog, Mrs. Geo 
Heywood Wakefield Co 
Higgs. Jackson P..... 


Hill Clothes Dryer Go Se a ee 
if 


ery 
ay 


Hoosier Mfg. Co 


LC eee eee ere a 


ey 


Tilinois Refrigerator Co........... 
Imperial Furniture Co 
Innovation Trunk Co 
Irish & Scottish Linen Damask 


ee ee ee 


Janes & Kirtland. Inc 
SONMAOT GF PAMIEMCT 6 osc occ cceicse 
Johnson Handley-Johnson Co.... 


Kalamazoo Store C 
Kannent Bessant 
Chas. Karr Co 


Kennedv-McCand! ess ‘Corp RC 
Kensineton Mfg. 


Kent-Costikvan catenin w bieieree las ae 
NIE PINTS 66.5 .5:0:01d:0'8 odie boise ee 
Si ie US a J Cc i re 
BeeIOe. TAG THIBC soos c ccc ccee ens 
A. Kimhe!l & Sons 
Kirsch Mfe. Co 


ee ey 


i de, ©, ee 
Klearftax Linen Looms............. 
Knane-Voct Mfg. Co 
Knoedler, M., & Co 
Kompass & Stoll Co 
Kroehler Mfe. Co 
Lammert Furniture Co 


Lamson & Goodnow Mfg. Co 
Landers, Frary & Clark 
Lane Co., Inc 
OO OU eee ee 
Larkin Co., Inc 


ee es 


Laundrvowners Nat'l ‘Assn. of Uv. 8. 


Leavens. Wm. & Co., Inc 
Leonard Refrig. Co 
Lewis & Concer 
Lewisson & Munves, Inc 
Liddell, Wm. & Co 
Lightolier Galleries 
Chas. P. Limbert & Co 
Lloyd Manufacturing Co 
Long Song Ti Chinese Curios Co., 


ee a 


Se Pome rere er renee eres eeseseeees 


Louisville Bedding Co., Inc 
Lovell Manufacturing Co 


HOUSEFURNISHINGS (Cont.) 


RAGIR Ee COOIONG so isiein0'010,.0:0.0 esis 0'eeele $ 
Lyon Metal Products, Inc.......... 
Macbeth Gallery ........ Riewbereats 
PINS A 5a oo fo 5G ain Kiktwssie: wlela laine. ccoie 
Majestic Elec. Anpliance Co........ 
ES oo ee a Sr 
Malleable Iron Range Co........... 
Manning & Boman Co............. 
Fi Bie) ARTONNIOD 26:5 56:6: 1610-5 '.85,055:0.0'8.0:9"8 
DAOC TEAM (COs. &: 5:66. 0'0:6:5;:h:0.6:078.0:600-0 
Margerison, W. H. & A. E. Co..... 
DIATE Ol PVICB 5 os :6icis's isos eerRieiaceie 
Marshall Tield Go CO ...c...00c0s0ssees 
Master Bedding Makers of hepenene 
Master Metal Bed Co.. sie ieneacs 
ak Gc i ne ee ee 
McCray Refrigator Sales Corp...... 
MeDougall. Alice FOO. ..:..0060s0606 . 
H G. McFadden & Co...... ee 
McLean Company. Andrew........ 
DVRORISIROT «DING 0 ins 14.5.8 ininisiecd 0.6.0:0.0:6%008 


Meadows Mig. C0.. ....ccccceeeceses 
Meets-a-Need uate. 2: ear ae 
BIGITY DICVETS CO. 6.0.5 o:0.6:0:0:0:0' aGreaare 
H. C. Meyers Studios... ceseiawerase 
LG) C1 errs eee eer renee 


Miniature Ship Model Co.......... 
Mitchell Moulding Co.............. 
Mode! Ship Supply Co............. 
BMEOdSTte COM... ccscccccvedececsees 
Modern Kitchenware Co........... 
Mohawk Carpet Mills......... aa sete 
UL Be oy a oe 


National Enamel & Stamping Co.. - 
National Pressure Cooker..... Sins 


National Stamping & Elec. Works. 
Naumkeag Steam Cotton se Baisieisieie 
PEVEIEMIOG Ok ecikncssssne ne neee enicar 
Newcomb. F. J. Mfg. Co.. iy entas 
Newhouse Galleries...........+.- “ 
New York Galleries, Inc........... 
MICHGIS HUONG OO secvicccvsiescsccss 
NOME TBC, COTO ie 6 oo.ssc esis sccees 


WOMECE NUD CIIG 6 6 cicis6:616:60wisinccescie 
OR FPA CE, EIN. 0 6:6 0 i6.5:5:0 50 w¥:0 6i8:6-0:0:5 
Olid: Hickory Furn.. COsiceccvccvccss 
Old Mill Paper Products........... 
Old North State Mills............. 
Old TOWN WGOIEN CO..ci06c6scccsee 
Oliver A. Olsen....... oe Coe 
SIGBTE FE BS 6:6 5.60ice ee veswecees ee 
Orinoka Mills..... 
Orsenigo Co., a 
Palmer Bros. Co.. 

Partridge. Frank....... pe 
Paterson  alaamceed Paper bane pews 
POCK Go BU). c.0::5.5:0% Sneaks Wiis 


POMDSTS) BECR. CO.vc o:s6:0:00.00006000 
Perfection Mfg. Co.. ene yr re 
PETPectiOn STOVE CO. 6 ::0:6:0.s:c000:0:05 
Plummer. William H. & Co., Ltd.. ° 
Ponsell Floor Machine Co..... Hass 
Practical Patch work.......00ssseeces 
Prairie Window Ventilator Corp.. 
Premier Vacuum Cleaner Co....... 
PPO, BE. Ge COs. TNC isc:6c vn sicns ee 
Quaker TACO CO... 6 .605sc000 lewers 
Radiant Steel Products Co......... 


Reave, Ethel A. Shop........e..s-; 
Reed Shop. Inc....... ee re re 
BUCTINIGTON CATING 6 66 5.66:0:0.00.6.8:00-000% 
Ritcher Furniture Co...........0:. 
Robertshaw Thermostat Co........ 
Rome Company. INc.....ccccesese: 
Rookwood Pottery 7 Maskenvacanes 
Roper Corp., Geo. D....... pene wos 
PROBE RCI ss 0 6:0 6:5 6:5:550:0 0.6.00:0:614-056 
PROBOUT, COOID s 650s0:00:6.0:69:40:46%0-68 
Roseville Pottery Co...... Se 
CHPOPBe BOvle GF COivisscccsicccevces 
Rubberson Products, Inc.......... 
OS a RR eee re 
John Russell Mfg. Co...cccsescsees 
a Sr ee er eee 
Sack Cabinet & Hardward......... 
St. Mary’s Woolen Mfg. Co......... 
Sanford a rE er or aati 
EURO TINS 656 6a basics 0084.05455% 
Savo Mfg. Co.. ees ara tps Apratndcala RIN TEivinrees5-3 
Schmeg-Hungate- -Kotzian ateatyeeareats 
Te Ch a OR 6: Se ee eee ee 
Schmitt Bros..... Rn rere 
Schumacher 4 Co., Pisccsccscecess 


HOUSEFURNISHINGS ware 


Seeger Refrigerator ..............$ 9,400 
Seidlets & Van Bearn, Tne... siuelenies 10.350 
Seinsheimer Paper Co..........+00. 1,218 
Seligman. Jacques & Co........... 1.200 
A. 2 BRUOTB OE BONS s. cccicciccetieces 98.000 


BOEPVICE GIGS, INC rcscccsecercocsece 197,900 
Seymour Woolen Co...........e8- ‘i 14,475 
SNAawW Furniture CO. .<66cccccnsscce 3,462 
Shoemacker,. James & Co.......... 22.348 
Shuler & Benninghopen........... 23,800 
Oo aren nee an. Se 4,365 
PHICOL EVAR O COs v5 60.0.6'6:60 00.0016 o0'e% 1,714 
SIMMONS CO... os 0:00:00 ariaturs Rahn eta - 821,316 
M. Singer & Sons. Re ee 4,340 
ae gl Sewing Machine Co....... - 264,155 
oo PN NO is iain 6:3 sa tieeeies.es 94.350 
jh REO MOM ENO toe iesiacaeteewa ee 26.000 
Solitaire TAG Obie os ccccseccee 1,066 
Sons-Cunningham Reed & Rattan 
CO BC ces vas RES 8,275 
Spear ET ons o. 56 e156 3 124,191 
Spiegal May Stern Co.......... ° 31.650 
BI ee ON. UN Ges cvs coves ce cecvcus 5.090 
Stair & Andrew of London........ 4,620 
Staniey Proaguct CO.....cccsecsvcse 1,159 
Sterling Bronze eneieia Saticerens tarsi 2 6.000 
Sterne COLD... << ccicsvc Sateuees ree 51,281 
Co lo as RE 2 a <r 15,250 
BtOrE Ne Puls. COs cc cccccss veces 9,500 
Streit, C. F. Mfg. Co... atie Shea nel 97.000 
Stroheim & ROMAN... .....00000% 5.960 
EHUICCOGE Ratiey CO veo vv.ciee: sins c:o000.668 2,542 
PUVal, PRUs, bOCres vs 004000 ceo v0 8.740 
Sunshine Safety Lamp............ 1,159 
Superior Appl. & Patt. Co......... 3.456 
Swartsbaugh Mfg. Co.............. 3.034 


Syracuse Washing Machine Corp.. 12800 
Tappan Stone pieeiaebonaonoueaanan 5,408 


EM OECMOP LOO’ 6.3.65 .0 6/65:0:6:6'0 a 8iei ease 1,40 
Therma Products Corp............ 2,039 
Thonet Bros... oo... teu ees eneurees 1,790 
Js. Hy THORNS: OF CO.. 6.0c00% Shem nies 2,830 
Three New Yorkers, Inc.......... 3,142 
Tiffany Studios..... pareetas Re er 1,000 
THE “FOR Bite: COvi0 6.00.05: wate 12.083 
Torrington Specialty Co 1,345 
TEPORBULG CHERG b00.0:40 000. b 06 Kes nweee 5.089 
pug a! Se Sa eae or ret 1,849 
Tuttle & Bailey Mfg. Co........... 3.883 
TERE SUE) MOINS Gg i cig nine. 0.0 650 6's. 60.0% 4,217 
Wagner Electric Corp. Rareteecauk es revecwac a 1,700 
WEOIGO COLDCS COic ccc ciccives vicccencs 9,500 
Walker Dishwashing Co........... 8,125, 
WHOERNBUGCR BALIIS 6c cicccicccccdcceee 121,950 
WALTER BURGOS Cease 6 icces vos ceeeees 3,014 
Wasmuth Endicott Co.. Kar averae aiwieiaave 7,250 
Waters Genter Cobos ceccccsccecns 127,700 
Wedgewood, Josiah & Sons........ 18,900 
Weller Potteries .:... maeere. cuties 14,000 
Wellington Sears Co... .csescsccces 67,700 
West Bend Aluminum Co.......... 4,475 
Westinghouse Elec. Mfg. Co........ 59,300 
WUNGOIEr-ONG COic ccs ccccecesccens 2.068 
Wheeling Corrugating Co.......... 138.300 
PIERCED QE ss o'55.0.00.s0.cceeees ecole 39,705 
White Sewing Machine ‘Co Wadiwose 25,700 
BE, a. WRIGGRIE BOG oie c.ccccev secs 91.600 
Will & Baumer Candle Co.. ti 2,400 
WOE DAR OO v0.05 ecese be baccn 3,037 
Williams Oilmatic Heating Corp.. 30,540 
Williams Sealing Corp............. 12,000 
Winchester en Teg Arms Co.... 6.500 
Wincroft Stove Works............. 3,844 
Winthrop Furn. vee WR AAAS Ore ee 3,824 
Witt CO...6:«: Baaraie w eieiers'a Sis Seaw Meiensare 2,192 
Witt Cornice Co............sceseee 4.666 
BW. WOGIWOPrtD: CO... ccc csgcevvene 23,200 
Agnes Foster Wright............+- 1,610 
United Royalties Corp............. 1,750 
United States Rubber C@.......... 19,500 
Utica Steam & Mohawk Valley 
GCC RINE «55 -c0'0 orcans sins cee bs 95,350 
Vacuum Cleaner Speciaity Co.. 6,507 
Valentine Seaner Co,.....c0seese0e 50.060 
MT RTG EO Ob sis atcgingiaie nominee aslas'e 8.420 
WAN ADtS COMM as ors sca s cacesweees 1,290 
Venezian Art Screen Co., Inc...... 2,388 
NE ROLIRCOD © Osis s<600.6 cn. cive'ooeinnels 1,377 
Vermont Natives Industries....... 1,165 
Vernay, Arthur G., INC..60. 0.80008 17,220 
WOuUTath COMPDADY 6.66 666 ci cceceses 56,850 
Voss Bros. Mf x i ee 22,650 
WeatnGiiied (At CO vec.00.50.0606 00% vee oes 3,630 
Howard hes Galleries.......... 2,700 
AVI COVE COs occccnccasarceensace 5,455 
ener Aes 
Bio) 2 eee ee Toe ee $19,773,204 
JEWELRY & SILVERWEAR 
ere a 
PUA COLD. As onc nuccciiecsicbedoe sess 27,775 
American Chime Clock I Fe 2,013 
American Optical Co..........+. ... 126,177 


Anniversary Pearl Co..... seweverennts 2,569 
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JEWELRY & SILVERWARE (Cont.) 


Apparatus Eng. Co 
Associated Silver Co 
Baer & Wilde........ Uiscecceaeas 


oe Sere eee eee eee 


JEWELRY & SILVERWARE (Cont.) 
Whiting-Davis Co 
A. Wittnauer Co 
7 a eae Optical Co 


soeeeceercesee ee 4 IOF fF £4. VWWAULTIGUCTE WU.. wee cere ee nenneees 


Carl Zeiss Optical Co 
Zenith Watch Co 


’ Pretzfelder & Mills, Inc.... 
Bausch & Lomb Optical Co 


fe) 
Black, Starr & Frost.... 


LUBRICANTS & PETROLEUM PRODUCTS 


Alemite Mfg. Cor 
American Gas Association 


ee ee ey 
ee 


J. E. Caldwell & Co 
Carrington & Co., Ltd 
Colonial Mfg. Co 
Crichton & Co 
Crystal Diamond Co 
Jos. De Roy & Sons 
Du Maurier Co 
Elgin Nat’l. Watch Co 
Eisenstadt Mfg. Co 
Elite Jewelry Co 
Freeman of London 
Carrere Go Oth. TiGivcciccscccccncse 


ee ey 


Carbide & Carbon Chemical Corp. 
Ethyl Gasoline Corp 
Feddo Highland Coal Co 
Gulf Refining Co 
Indian Refining Co 
Kendall Refining Co 
Oxygen Hydrogen Co., 


New York Lubricating Oil Co... 


CEGCRCCCC RCC ceeCCCes iano | Se eee See eee SSS eS CEO H SS 40) % 


Oklahoma Mater ral Gas Corp.. 
Pacific Gas & Electric Co 
Penna. Grade Crude Oil Assoc..... 


ed 


Goldsmiths & Silversmiths Co..... 
B. E. J. Gross Co.... 
Gruen Watch Makers. 
Guaranty Watch Co 
Hamilton Watch Co 
Hammond Clock Co 


Philadelphia & Reading 
Quaker State Oil Refining, Inc..... 
Shell Co. of Calif 
Sinclair Refining Co., Inc 
Skelly Oil Co 
Standard Oil of California 
Standard Oil of New York 


38: 


IOD 


ATIMAR CO, bts cccicescewscccass 
Heros: Watch COiccsccc cccccscces 
MO BCR) a a eae 
MPOMGNGE PORE) COs oc cescvccascese 
Bipp-Didisheim Co. ........ccceces 
Hodgson Kenard Co 
Illinois Watch Co 


er) 
wow 


8 


rd 


8 
Oo 


8 


Sees 


sIHOWO OWN 


— a) 
_— 


George Jensen 


8 


Core ree eer ees seeses 


MACHINERY & MECHANICAL SUPPLIES 
Allen ee a Ventilator Co.. 


— 


Knickerbocker Watch Co.. 
Kodel Elec. & Mfg. Co 
Krementz & Co 
La France = Co 


Loftis Bros. °% ‘Co. 
Dan Low’s & Co 


Reed 
wat 
ss 


a) 
Allied Power & Light Corp 
American Blower Corp 
American Laundry Machinery 
American Machine & Foundry Co. 
American Pulley Co............... 
Ar-Con Tool Co 
Atomister Corp 
Baker Mfg. Co 
Bartlett C. O. & 5 ned Co 
Batenburg, P. J. 
Bedaux Chas. E. Go's 
Beisser Key Machine Co 
Binks Spray Equipment Co 
Broderick & Bascom Rope Co 
Black & Decker Mfg. Co 
Boice Charles Co 
Bradley Washfountain Co 
Bunting Brass & Bronze 
Carrier Engineering Co 
Caterpillar Tractor Co 


Sat fa oe 
gseee 
Sass 


Joseph Meyer Bros 
alg Chain Co 


National Jewelers Publ. Assn 
New Haven wr ™ 


ee ee 


Nu-Way Optical Co.. 
I. Ollendorf Co 
Oneida Community 
Perpetual Self- Winding Css is 
E. E. Petri. Inc 
Rogers Lunt & Bowlen Co 


re 


Chicago Flexible Shaft Co 
Chicago-Solder Co 
Clark Sanding Machine Co 
Clayton & Lambert Mfg. Co 
Clipper Belt Lacer Co 
Consolidated American Mech. Co.. 


Royal Diamond & Watch Co...... 
Reed & Barton 


ee es 
Cece eee reererceesesss 


Santa Fe Watch Co 
Sangamo Elec. Co 
Self Test Optical Co 
Sessions Clock Co 


Cunnedy-Otto Mfg. Co 
Cutler-Hammer, Inc. 


R. F. Simmons Co 
Spaulding & Co 


comer eee ese eee ees BDICVD | BICICO LISTE UO... cc ccc creer ccevsccves 


Delta Specialty Co 
Diamond Chain & Mfg. Co 
Dodge Mfg. Corp 
Domestic Electric Co 
Double Rotary Sprinkler Co 


Cr 


Sterling Diamond & Watch Co.. 
pUdahaker = Cc 


ey 


ee 


Cy 
ec cy 


Edison, Thomas A., Inc............ 
Electric Spray-It Co 
Electric Magnetic Tor! Co 
Elwell Parker Electric Co 
Estes, L. V., Inc 
Evergreen Lawn Sprinkler Co 
Fairbanks-Morse & Co 
Fate-Root-Heath Co. . 
Faultless Caster Co 
Flint & Walling Mfg. Co 
Foley Saw Tool Co., Inc........... 


er 


Ce 
ee 


ee 


Jason Weiler & Sons 
Western Clock Co 


Food Display Machine Corp....... 
French & Hecht, Inc 


Advertisers 1929 
By Industries Expenditures 


MACHINERY & MECHANICAL 
SUPPLIES (Cont.) 


Pulton Syiphon Co...........ccccece $ 7.650 
General Blectric Co.......cccsestce 254.968 
oi Ato) err re 1.568 
Goadell=PRatt CGi 0c < cceccccccccces 2.900 
Goodyear Tire & Rubber Co...... ‘i 76.000 
Graybar Electric Co............cc6 12.000 
CePeOlE OMe avaccsseadaeecandnwan 9,150 
Hamilton Metal Products Co....... 3.220 
Harnischfeger Corp. ..........--++- 9,600 
Haywood Equipment Co........... 1,708 
Poo | errr 4.200 
Hendey Machine Co..... duedieeses 5,500 
Heston & AMndePaon......ccesccces 1.616 
Hyatt Roller Bearing Co........... 57.334 
Tig Electric Ventilating............ 29.895 
Industria] Brownhoist Corp....... 10.200 
International Exposition Co....... 2,125 
International Harvester Co. of 

BUNGUICR EG, cece ces cdeccceucnes 35.875 
International Paper Co............ 24.000 
International Resister Co......... 1,568 
International Ticket Scale Corp... 25,576 
po os 2) ore rrr re cr. 1,159 
GOI INOS cc acccaatidcecdanucns 1,200 
Jones Motrola Sales Co............ 1.666 
WRN CMs ec ccccccccucdedeacaseaes 2.178 
Kemp. C.. M.. Mig. CO......ccccdes 4.250 
Kester SN cc csgnwiaayas 5,281 
Kewanee Private Utilities Co...... 1,975 
po Sere ror re rrr ree 7.760 
Tae OR oo cks ccccendnavidaseesas 8.400 
Hegre A Ce oo acess eneseaceces 5.849 
Loomis-Mannine Filter District Co. 3.750 
Touden Machinery Co..........+- 2,316 
Louisville Drying Machinery Co... 9,760 
Ts CHOU filigc. 6 hc cedcceccceccus 1,350 
Midland Appliance Corp........... 8.611 
rere 6.760 
Milwaukee Die Casting Co......... 1.740 
WROEe: CHE Cina acincc asics css ive 7.650 
PRGORM Oe Mies ccscacechaesdacs cadd 10.0°6 
New i ap ea” i > ere 125.000 
Weison. 1. W.. Mig. COis.....ccccce 4.462 
New York Po Bona, Sepp eaeaay 2.000 
Winsted BIGWOT CO c cciccciccces. cece 1.814 
Niagara Hudson Power Corp....... 10.0°O0 
WCE ON dccsdancededcccccuceds ‘i 41.6°0 
OCakite Products CO.6.cc6 cc cceccee F 4.178 
OGnan. D. N.. & SOMGisccs.cccccce 2.177 
CHC We Cis cc kictedsecaterwe 2.8°0 
Package Machinery ..........--++ ? 19.250 
Parker Rust-Proof Co.............. 6.675 
Parks-Cramer Co. .. 3,400 
Parks Woodworking Machine Co.. - 2.980 
Pneumatic Scale Corp., Ltd....... ‘“ 1,290 
Porter-Cable Machine ‘Co Ragdeceus - 1.840 
Richard Wilcox Mfg............... 6.000 
Robbins & Myers, Inc............. 23.707 
Rock Island Plow Co............++. 1.934 
Weernhe BON Oe cc cddcccedacetscews 4.256 
ate Toe Wats Chia ccccaccecdeades 1,170 
Seott Bunsback Machinery Co..... 3.421 
SE I OR daeedddeicaceecccsues 5,521 
Shepard Niles Crane & Hoist Corp. 4,950 
Signal Electric Mfg. Co............ 1,554 
Serr CA DUNG aca decacncuccibas 9,455 
SIF. Tdstridsy Wiese ccs. cceccuce 55,120 
Skinner Irrication Co.............. 4,375 
Pr ie: | >) 10.652 
South Bend Lathe Work.......... 20.058 
Snerial Prortnetion Machines, Inc. 22.670 
Speedway Mfg. CoO........seeeeeees 8,000 
Spratue Swecialties Co............ 2.000 
SUMO S WOUM Gia 65. doce seis acccs cues 1,775 
Stokes, Jos., Rubber Co........... 10.090 
Stuchine COWAM COi.ice.ccccvccce 10,250 
Sturtevant, Be Fc Che ccc ccccccves 9,138 
CEI ONE oc iicdetcdedacicewses 1,860 
Tessmer Machine & Tool Co....... 9.551 
Thew GHOVE COissceccccsccsccescs 9.350 
THOMA BEIGE, COtscccccacewccces 5.450 
Timken Roller Bearing 0 See 137.250 
Coon eer ree 56.090 
U. S. Hoffman Machinery Corp.... 131.500 
Uv-To-Date Machine Works....... 2.583 
Van Dorn Electric Tool Co......... 48.090 
Weta aROOG, BING. 6 occ ctece cesses 5.933 
Waco Foo! Work, BiG... ..-ccccesc. 19,577 
Wagener Electric Corp.............. 8.500 
bit A >” ee 14,800 
Wee OE OAs aoe Scecds ccecuess 1,192 
Western Electric Co............... 45,474 
Westinghouse Elec. & Mfg. Co... 32.760 
Weston Electrical Instrument Corp. 8,200 
WHEE Went CN asin 6c ccd ccnccaccsnss 7,100 
White Ghowers. Ine......ccccccess. 2,367 
Whitman & Barnes....... weunenne 24.000 
WI Og Bide ccseeccdcecccce 2.359 
Witte Engine Works............... 1,901 
Woodworking Machinery Co., Inc.. 1.200 
Worthineton Pump & Mach. Corp. 8,550 


Yale & Towne Mfg. Co............ 9,450 
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Advertisers 1929 
By Industries Expenditures 


OFFICE EQUIPMENT 


Acme Card System Co............. $ 33.880 
Madressegraph Co. ......scccoverves 120,380 
Aluminum Co. of America........ 24,095 
American Multigraph Sales Co.... 35,140 


American Numbering Machine Co. 2,645 
American Sales Book Co., Ltd..... 
American Tel. & Tel. Co., Assoc’td. 5,500 


WEIN TITY GOT. TOOT. oi ooo so scien 8,509 
Arnold Check-Riter Co., Inc....... 3,808 
Art Metai Construction Co........ 57,955 
Automatic Electric Inc............ 32,860 
Automatic File & Index Co....... . 5,800 
Baby Calculator Machine Co...... 4,564 
OD MEE SID ie 5 dc atecceewsbennens 5 7,008 
Co 2A er nee 4,785 
Burroughs Adding Machine Co.... 302,745 
POUSROl, ALVA CD,. o.<00.6600 68000 20,8°2 
Carslon Victor Co. Organization... 2.695 
Chicago Hardware Foundry Co..... 1,870 
Te 6 ee ern ene 22,775 
Detex Watch Clock Corp........... 9,125 
Dick, A. SMD ss dewiaccdse e600 were 130,845 
Dictograph Products Corp......... 18,409 
Diebold Safe & Lock Co........... 46,565 
oe eee Sse alatorn’s 39,894 
Do-more Chair Co........ Daeeenies 5,260 
Pamon, THOMAS Ax, TNC..0..csecses 42,092 
gy BI Ee 6: er ee eee 4,940 
Elliott Addressing Machine Co.. 19,469 
OS BONS, NOG i. 6 sin 'c0bs0:0-0.6:0,0% beans 6,171 
Felt & Tarrant Mfg. RRR: 55,900 
General Fireproofing Co........... $0,120 
General Office Equipment Corp.... 71,280 
Globe Register Co...............:+ 4,400 
A, IONS Re Sere ele 12,000 
International Business Machine 
re re eer 26,200 
International Typewriter Exchange 21,938 
Invisible Metal Furniture Co...... 5,722 
SUPE IOS iickdexaatehine tao ae e's 6,900 
Lyon Metal Products Co., Inc..... 53,300 
NERD GOD, oe eins ab awe-s: sara e-< 16,717 
Marchant Calculating Machine Co. 61,835 
AL Oe eee ae 1,350 
BRIS, CINVIG Bop TO ie cise nvewers 1,300 
Monroe Calculating Machine Co... 168,400 
BEOOFS DORN C., OOTP .ieciccccvcvscss 7,212 
REIN BO. 5 'sis 5a b-wig die w.p.ws 96.66% 1,275 
Multestamp Co., INC... .0...00.c000 9,576 
National Blank Book Corp........ 40,080 
National Cash Register Co........ 140,300 
National Vulcanized Fiber Co..... 14,494 
Neva-Clog Products Co............ 1,637 
Portable Adding Machine Co...... 7,250 
Portable Typewriters Manuf....... 86,870 
SAREE BRUT, SO 5065.56: :5:6 9:5)0'6:0:8"s 16,334 
Reliable Adding Machine Co....... 9,961 
Remington-Rand Business Service 597,934 
Royal Typewriter Co............... 320,020 
Runkle-Spence Mfg. Co........... 1,290 
Safe-Guard Checkwriter Corp..... 3,991 
Shaw-Walker & Co.........sc00e0- 22,600 
SIRS sini cigisis aise mark biaielb nis ot w'0%s, 24,000 
— 6 ee cer 1,272 
Cc. Smith - Corona Typewriter 
“on rr oo rere ae 244,368 
Smith ‘Typewriter Sales Corp...... 47,745 
Standard Mailing Machine Co..... 4,242 
Stationers Loose-leaf Co........... 16,430 
Stromberg Blec. Co........s0c.000- 4,170 
ETO MOND, sisiacs diene steno os ov 0:0 7,890 
EE MC se 6 wins webs WS oibiaie-e 54-04% 66,050 
Toledo Metal Fur. Co. Sema rshanis emis < 5,000 
United Autograph Register Co.. 5,200 
Victor Adding Machine Co........ 4,456 
WUMMBMBECT CO, accccicsvoscccecccss 3,085 
Weis Manufacturing Co........... 3,000 
Yawman & Erbe Mfg. Co.......... 32,540 
RL s550achoosesoakcuansouees $3,412 140 


PAINTS & HARDWARE 
Acme White Lead & Color Work..$ 8,500 


Aluminum Co. of America........ 77,060 
American Hardware Corp.......... 204,066 
American Screw O0.........0..000. 2,670 

SOS & OE 6: eee 1,392 
OR Ae Se o'r e 13,883 
pee el Chandler Co... cs.s.ce 23,300 
Berry B EPO ees ene 67,580 
Billings ey Spencer & Co phew [eee 2,672 
BOBNOT VOTRIEN: G0 ..:0.0:06 6000 se0 62,276 
Bridgeport Hardware Mfg. oe 2,770 
Brown & Sharpe Mfg. Co.......... 19,859 
KPRDOG, TORIIUG, FC.. o cscs cceaces 5,808 
og Cal Ut 6 a ee 5,534 
Casement Hardware Co............ 7,985 
Chimney Rock For E> Oe 2,216 
Olose-a-Door Mfg. Co.............. 1,006 
Cornwell Quality ‘Tools os ree 2,400 
TPOGCONES TOOL OO..0.cccvccccesveces 3,553 
Disston, Henry, & Son, Inc........ 29,975 
Detroit Si eee 238,100 
Devoe & Raynolds Co............- 105,800 


Advertisers 1929 
By Industries Expenditures 


PAINTS & HARDWARE (Cont.) 


DuPont, E. I., De Nemour & Oo.. $ 239,000 
Egyptian Lacquer Mfg. Co., Inc.. 6,700 
NO a chi pict odie wesc aes eh alas 16,638 
og So rn 3,970 
Florentine Craftsman, Inc......... 1,060 
SeOreuner, T., Go BONS. cic scccesivess 1,034 
SOG: PTAth. OO ie x 6.00:6 visas escce 1,602 
Greenfield Tap & Die Corp........ 2,680 
SAMBO AIS DIR, CO. 6.6 .csins v0. 6eeeees 1,800 
Household Patents Co..........00. 1,841 
EPWitk AUBE? Bib CO. sec cisascccecess 12,000 
Johnson, S. C. & Son......... cove GeOnto 
Kant-Slam Door Check Co........ 1,224 
MONMCOY DAL. TOs 65606 cccscawace 15,146 
Klein Matheas & Sons....... sareuts 36.000 
pe a ee ae | 1,922 
OTIS RSEUI roi avai @ ib Sos earner 8 RK tae 65,600 
Maydole, David, Hammer Co 4,000 
McDougall-Butler Co., Inc......... 6,204 
Medusa Portland Cement Co....... 4,902 
PACEATINCY BIR. CO. soicc csc ccccee ses 15,989 
eR OPOOET. SIO. 5 5 0:0:0.5:0:6:0.0's 9:aere satecers 3,167 
9 ee ee 4,980 
PAUTPRY VATIIGI GO. . .cccccecsccces 1,700 
New Jersey Zinc Sales Co.......... 14,800 
PNCHOISON: PUC OGOisoicdseccccccccedes 37,468 
percn BPs. MIs. OO... ic occcscccvase 47,304 
Parker Rust-Proof Co.............. 11,888 
Pavent CeOrenis CO.ii.. s 20.6000 32,000 
Peaslee-Gaulbert Paint & Varnish 
EAE CaN are erane rent nas 9,100 
Peck, Stow & Wilcox Co........... 5,288 
POD “TOO Oss sss cs asec ccccvees 3,006 
Plumb, Fayette R., Inc............ 8,839 
BON AEs iin), WIN Cses.0.60iney ms ee beis 1,462 
Pratt & Lambert, Inc... .06.5..0.006 169,700 
PPCRCCRS= VIB CO i i o:6:66.50:0:08 0538006 2,004 
Rice, A. L., Dit cira ss nniohaivacs sea cstiasies 1,633 
Russell, Burdsall & Ward Bolt & 
DEMERS ricinus: Soa a. codes cs MESES 48,000 
Russell Jennings Mfg. Co.......... 1,768 
ROPHORG BE GO) 6 056.066 ciec.vis-seis 7 84,100 
Save The Surface Campaign 98,000 
SIOIMOBS TOOK. 150, 5 ons s0:080 0ciseeices 5,050 
Segal Lock & Hardware Co., Inc... 12,750 
Sherwin-Williams Co. ............. 169,049 
Simonds Saw & Steel Co........... 58,564 
Standard Varnish Works.......... 32,600 
Stanley Works ......... Sighs e leh eats 16,077 
RICBUTOUG: 15, ty Orsi ic eawissecwteeees 21,300 
WECCICOUS: BALE. CO es co cinvciccc sconces 1751 
Sayer & CRANGIT . .o.cisccs dees 15,017 
POEIIOT,, TIN 66a. s:ecereio ne S46 4ieS00 9,813 
EEREROTG DO. 10. 65 69:0:5,63:0:40 s:0\6:000 13,004 
Tropical Paints Oo ONT CO ii é.ccscaes 32,000 
Zruscon LAVOTAOTICS. »..<.0.0:s:s.00:0 00% 1,080 
United States Gutta Percha Paint 
re re issssesdenes See 
Valentine & Co................... . 278,200 
Wadsworth, Howland Co., Inc..... 36,590 
Winchester Repeating Arms Co.... 6,950 
Wood Shovel & Tool Co 
Weiteins, J. Bl. GS CO ici. ou sins c0svee 
Wooster Brus CO.s. sccckcscncccass 


Wyoming Shovel Works 
Yale Towne Mfg. Co............. 


Ye Iron ee ics cia comes 

FANNIE, in i ciserocuie ora nene bears outa 

RADIOS, PHONOGRAPHS & MUSICAL 
INSTRUMENTS 

PAVARCS TIOC. Wise sinccciccisicc veces $ 1,062 
Aero Products, te craigs hear 1,921 
Aerorox Wireless Corp pactormtaysievarevain ie 1,574 
AMCd RAdiO COr se os:o:c ecco cvsicce 23,890 
American Bosch Magneto Corp.... 50,500 


American Federation of Musicians 8,250 


AMECELTICAN PIANO OO... ccccciessccene 45,250 
IMGMICAN BRIGG WO ics ince ecc cassie 2,227 
American Transformer Co......... 3062 
RICO OUD, «0.0 .esrsis.cc:0.0.00.08eens 10,500 
CS re 68,196 
ee ee ee OS oo ane 39,000 
Arcturus Hadio Tube.........00icsexs 12,400 
Artee Radio Sales & Mfg. Corp.... 2,400 
Atwater Kent Mfg. Co............. 335,720 
BBlIGWIN: PIANO COs. oicicccesccsecevs 1,400 
Barawik Co. ..... 7,107 
Belden Mfg. Co 5,000 
Bond Elec. Corp 3,250 
Broch, 1s. B., Bere. COrDp eis oss cicccss 6,000 
Brambach Piano Co...........-... 27,434 
Brunswick-Balke-Collender Co.. 55,756 
Buescher Band Instrument Co.. 58,979 
Burgess Battery Co................ 47,500 
Bush & Lane Piano Co............ 7,200 
RNNNES TRB ass ian 8s Sisal S Oras wees eecta Ge. 2,736 
Cable Radio Tube 80 y 0 a re 32,000 
TRDOHOTE COMI. onc sicsccacssenverss 40,000 
COEDOTUMGUM OO. .o5ccccc ccc ceses 1,241 
Carter Radio Co..... Sriaechonarnbareats 1,849 
GCECo Mig. C0., TNC. .6.6.scc000cs ee 4,544 
Central Radio Laboratorics........ 1,446 
Century Musie Pub. Co........0.0. 13,773 


Advertisers 1929 
By Industries Expenditures 


RADIOS, PHONOGRAPHS & MUSICAL 
INSTRUMENTS (Cont.) 


Chicago Salvage Stock Store...... $ 2,408 
Chitckering G5 BONS... ccscccccssess 12,500 
Clarostat Mfg. Co., Inc..@......... 2,241 
Colonial Hadio Corp...s<.ccseseces 1,500 
Columbia Phonograph Co.......... 7,124 
2 oe CARS SS ear eee ae 30,651 
Consolidated Radio Corp.......... 3,450 
Orosiey BAGO: COLD issn. cecccs.veves 295,916 
Cunningham, E. T,. IMC..... 2.6865 48,069 
Davis Phonograpn Co.....0.eccccce 1,147 
PY, POR BGC. GO. 6c ccc ccecceeaes 15,667 
RE AL eae ea 29,512 
DG POrest MAGI CO. ..66s 6 esiccaes 27,169 
Duovac Radio Tube Corp.......... 2,190 
Baison, Thomas A., INC...5.6666 60% 1,716 
MOC, DOCCIOIOY CO. o5:6c.0 6ic-scis oe see e's 1,364 
OG) SAIC aise ci wees ob eels SROs 2.633 
MY TESIO OO 6 65. 6c5:n eo0res 0.0 8 awe o 1,859 
MAE, AIG ny ch see a e.ceolee so ees s.nence 4,801 
Bxcello Products COrpic:c ocsccscc 2,633 
Predera! Hadio COPD... .cc00 csescees 1,250 
Freed-Eiseman Radio Corp........ 16,000 
PRORCH BAGsery COV. 66sec ccs ccvas 16,000 
Preshman, Chas. Co., Inc.......... 16,075 
Oneral BISCtric CO... ok se ccccese ss 2,653 
EROS NOS hoe mecca reser coesews 4,873 
SPaVa? TASC. OOK 6is6 dicceccncewese 149,385 
Grigsby GYUnOW CoO...660..csccees 470,930 
(eo!) 20,000 
Hammerlund Mfg. Co.............. 4,843 
Hammerlund-Roberts, Inc......... 4,981 
meraman, Peck G& C0... ..scescccs: 9,330 
High Frequency Laboratories...... 2,386 
PAOD TNCC., BNC... cccsesccaecswees 2,106 
RETO? Bey Ria. 5 6 KS 60.06 e cee 868 26,175 
Re, NOE ia. 4 a norte 0.05 6 i053’ ceare ws 1,525 
FIOCGWIN:;, CRAB, COs si ciciecscccce’s 2,126 
TROLTOCKS DGGE OOk ic ciscosiscscceses 1,936 
Independent Electrical Works..... 5,340 
International Resistance Co....... 1,483 
TVETS-PONG PIANO CO... cceccccccvss 6,389 
Jensen Radio Mfg. Co.............. 1,124 
J.-M.- RO Seer 1,372 
Kellogg Switchboard & “Supply Co. 11,400 
ETS Os GC 7 rear aee 26,000 
Knabe, Wm., & Co......... Reivers 21,130 
Kolster Radio Corp 76,700 
Kranick, & Bach......... we 1,600 
Lambert, Leon, Mfg. Co 1,443 
Leedy Mfg. Co..... ie eee ae 1,464 
Leutzg, C. R., Inc.....3. 1,590 
BRIGWiR Go TLUMAWIG, 6 oc cs vecssccedess 5,080 
INOVOR “AAG. -65.6.0.0 6 s'¢:0 06 alesie pais 8,000 
Mason & Hamlin Co.......cccece 13,150 
DIORA CYCIS CO\ .6:50.5:6 0000 pees 5,298 


Merchandise Clearing House Corp. 1,367 


Midwest Radio Corp.. Relea one 43,038 
Modern Antenna Co......... Seana 4,465 
Mussehl & Westphal.............. 3,233 
DeUtual Music Clu... os .cccccese 76,082 
National Co., Inc............ amar 4,685 
National Carbon Co........... ‘oo | eee 
National Piano Mfr. Assn.......... 34,295 
New England Mills Co......... aera 3.771 
Norden-Hauck, Inc...... ‘RnER eee 3,271 
Ottawa Furniture. Co.. .......6.c000 1,062 
Pan- ae Band Instrument & 

MIRROR hohe cle omerasauineas sania 5,083 
Peck & Hitis Furniture Co. siateeaiee 4,830 
Phila. Storage Battery Co...... ceee 263,000 
PHO BiectFic MAG. Co...6.66csceeces §,325 
Pilot Radio & Tube Corp.......... 4,530 
Polymet Mfg. Corp......... WineewnEs 18,000 
Frege Guild, TCs « .:60.0 vese0's eietea nas 1,560 
Quam Radio Products Co.......... 2,000 
BOGAN COy ccsvecsevccee ai iet eraaters 1,904 
Radio Equipment Co.............. 1,778 
MAGIO Specialty Co.. ..ccrcccececes 5,614 
Radio Victor Corp. of Amer bicwer ». 1,581,446 
Rea Lion Capinest. Co... ....ccessss 8,000 
Mmavoncon. Ble. CO... 5. cccsee cee 3,032 
Rolmonica Music Co............... 2,144 
RMIBON: BICC. OO iig oo 5c ssc ccsaeenes 3,440 
BOW) DISGCHIMULOLS.. «6.6 oc0.0 6 suicicecc ses 1,056 
Schmoller & Mueller Piano Co..... 1,321 
Scott Transformer Co.............. 4.683 
RIEL Soiaincrewrarate esio esi ei tae ene 3,107 
Sentinel Mfg. CG oi. 505. 6:66: sereige es 8,000 
Shortwave & Television Labs., Inc. 1,64 
MMOWCRS TLOS.. CO... occ ic cscescasens 5,000 
Silver-Marshall, Inc. .............. 11,360 
Sonatron Tube Co..... ie eTee R aee ss _8,000 
Sparks-Withington Co............. 70,000 
Sprague Specialties Co............ 2,000 
Stanley Light & Rack, Inc........ 1,600 
Steinite Radio Co.......ccces sees: 25,250 
REGI WAY. GF ODEs 5 cere's veces sewsns 273,550 
Stewart-Warner Corp............-- 95,750 
Stromberg-Carlson Tel. Mfg. Co. 67,100 
Supreme Instrument Corp......... 1,800 
Sylvania Products Co.............- 15,000 
TOIOVOCR! COED. occ. 0s 0scc:teeisise +0: 1,146 
MNS MIE 5.6. 555s 6:6-6.0rosiwesnienniees 97,650 
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RADIOS, PHONOGRAPHS & MUSICAL 
INSTRUMENTS (Cont.) 


Thordarson Elec. Mfg. Co......... $ 6,802 
Townsend Laboratories............ 12,504 
TRORBUTC GRICE CO... ccccccciccccees 1,763 
Triana Bale. Co., INC....0cccecsccss 16,934 
Underground Aerial Products..... 7,216 
Vose & Sons Piano Co............. 4,120 
Walker, George W., Co...........-. 2,177 
Wessell, Nickel & Gross Daabacrarsde<s 4,138 
Western Radio Mfg. Co............ 2,092 
. Weymann, H. A. & Son, Inc....... 1,441 
Welhst@s. Pes IN Oe OO ccc cessicssceces 1,944 
Wholesale Radio Service Co....... 1,757 
Wise, Wm. & Co...... Che heeweiwacs 3,200 
WIS COR icc sc ces ccends eiassaaaes 10,809 
WHIEOES, hes caracamnceeenerekneeess 11,163 
Work-Rite Radio Corp............. 2,490 
Wuriitder MIG. CO... ccs cccscess 11,300 
Wurlitzer, Rudolph Co............ 14,714 
EMIGDE eisoes Clade Ovals cuesoued $5,560,485 


SCHOOLS, CAMPS & CORRESPONDENCE 
COURSES 


(Private Schools Not Listed) 


Alexander Hamilton Inst........... $131,218 
American Auto Painting School... 1,200 
American Business Builders, Inc... 62,635 
American Inst. of Business Admin- 

ISGRERDE. 6s decdeecucckedgawcunnee 1,121 
American Institute of Psychology. 7,571 
American Landscape School....... 7,128 
AMeOCTICAN BOHOL! vcccsccccccccccces 158,545 
American School of ‘Aviation eadies 5,503 
American School of Music......... 4,647 
American School of Photography.. 2,795 
American Society of Chiropractors 4,066 
Art & Decoration Publishing Co... 5,997 
Associated Guidance Bureau, Inc.. 1,111 
Assn. of Military Colleges & Schools 

0 BN: Sere abeaed ae sane 5,254 
PU CREIRU EO 5 ia. san ca haes- ces se8.es 5,195 
Aviation Institute of U. s. Pvecaes 21,414 
BADCOT: ZNSCIGUES .... oc cccvcnscesecs 2,125 


Blackstone Institute ..... anes ne 9,112 
Bliss Electrical School... ; 6,735 
PB errr rrr 3,498 
Hogue, Beniamin Ni... cciccvccses 6,170 
Bogue Institute of Stammers...... 2,562 
Bradley School of Flying......... 2,632 
Breitbart Institute of Physical Cul- 

ee nee 1,890 
Brief English Systems, Inc......... 2,391 
Brinkler School of Eating......... 5,552 
BOROMO . civic cece desea Shen ee <one 5229 
CAlVEFt BORGO! 6 ocscccccacoccs ney 12,978 
Camp Dan Beard Woodcraft....... 134 
Capitol Candy School........... 18,945 
Chautauqua School of Nursing.. ae 3,255 
Chemical Institute of N. Y., Inc.. 4, 
Chicago Corres. School of Music, 

IMG arecaisce ease k wigs ciblerserteaeud wows ee 7,184 
Chicago Motor Training Corp.. 25,683 
Chicago School of Nursing........ 21,535 
Chicago Technical College......... 23,820 
Columbia University .......-cccers 47,426 


y 
Cooke L. L. School of Electricity... 110,294 
Coyne Electrical School......... 209,140 
Columbian Corresponding Coliege 1,608 


Dayton School of Aviation........ 8,675 
Detroit School of Lettering....... 7,390 
Dobe, Chief Draftsman............ 18,432 
Doubleday, Doran & Co., inc...... 42,584 
ERVGY AP COR, Oi Mivasicccs esas caccvees 1,045 
Easy Method Music Co............ ‘ 1,526 
PGE: | ECOMMOB. 6.6.cc6cccccecvcs 1,694 
Federal SCHOO, IMG... ..66siccccces 97,249 
Feuchtinger, Prof. Eugene......... 2,154 
Fireside Industries ...........see0¢ 146,087 
First Hawaiian Conservatory of 
RE EES givin avec warcncicne wees 40,376 
Fisher Hobart ..............0. 0002. 
PYOnRlin, PNStitute... «<cees cons cscs 77,550 
Goebel Art School of Flying era aeas 2,912 
CREGP COORG eo 5 co cca cues cis cee 22,401 
Hollywood Voice Institute......... 2,910 
ome Correspondence School..... 7,224 
MOOKIGF THEGHUTE. <<..o0.cscncececss. 6,223 
Illinois College of Chiropody...... 2,828 
Illinois School of Music Sr 8,500 


Sheeler a Bac dich Veiala We encveacqa:slors 20,404 
Institute of Applied Science...... 6,271 
International Corres. Schools...... 240,830 
Jowett Inst. of Physical Culture.. 15,584 

aird Ext. Inst. ........ Re aeue eae 1,389 
Lng OO neteee: 2,945 
La Salle Extension University — 174,695 
Lederer School of Drawing........ 5,347 
Lewis Hotel Training Schools..... 96,443 
Lewis Tea Room Institute........ 17,826 

jederman, Earle E................ 74,572 
Lincoin Airplane School.......... 1,339 


Advertisers 


By Industries Expenditures 


SCHOOLS, CAMPS & COURSES (Cont.) 


Marsay School of Beauty Culture.$ 
McCarrie Schools of Mechanical 
McSweeny Electrical School 
Meyer Both Co 
Michigan Aviation School 
Moler System of Colleges 
Moody Bible Institute 
Motor Inst. of America 
Murray, Arthur 
National Academy of Music........ 
National Elec. & Auto School 
National Poultry Institute 
National Radio Institute 
National Salesman’s Training Assn. 
National School of Cartooning.... 
National School for Commercial & 

Trade Organ. Executives 
= School of Interior Decor- 


Wermemeiiet Inst. of America 
New York Academy of Music 
New York Electrical School 
New York Institute of Photography 
New York School of. Interior Dec- 
New York School of Mechanical 
Niagara School of Music 
North American Institute......... 
Northwestern School of Taxidermy 
Ohio State Auto Schools.......... 
Pacific Technical University 
Page-Davis School of Advertising. . 
Palmer Institute of Authorship... 
Parks Air College 
Patterson School 
Pelman Institute of America...... 
Pelman Language Institute 
Perfect Voice Institute 
Porterfield University of Aviation. 
Pronunciphone Institute 
Quinn Conservatory of Music 
Radio Assn. of America 


Radio Television Inst 
Radio Training Assn. of America.. 
Rankin System, Inc 
Reser’s, Harry, Int’l. Banjo Studio 
Russell Patterson School 
School of Applied Art 
= of Engineering of Milwau- 


- Modern Kindergarten 


a 


Shepard’s ‘cede, Ine 
Sherwin Cody School of English... 
Sky Harbor Flying School 
Speedwriting, Inc. 
Standard Business Training Insti- 
Stillman Marshall Assoc........-.. 
Strongfort, Lionel Institute 


ee ee es 


Farnell SYStOi, INC... cc ccc cscceses 
Titus Inst., Inc 
Tri-State College 
U. S. School of Music 
Universal Aviation School...... 
Universal Plumbing Schoo! 
University Extension Conservatory 
University of Applied Science 
University of Chicago 
Utilities Engineering Institute.... 
Von Hoffmann Aircraft Co 
Womens Institute 
Ware School of Tea Room Manage- 


ey 


Wayburn, Ned, Inc 
Whitehead Bridge Studios 
Wilford Academy 
Y.M.C.A. Trade School, Inc., Radio 


ee 


SHOES, SHOE FURNISHINGS, 
TRUNKS & BAGS 

EPO e ELT CC COT CET EE CL EE $ 

Abbot Shoe Co 


eee 


ee 


M. N. Arnold Shoe Co 
Ault-Williamson Shoe Co 
Avon Sole Co 
Beacon Falis Rubber Shoe Co..... 
Boyd Welsh Shoe Co 
Brown Shoe Co 


SHOES, TRUNKS & BAGS (Cont.) 


Theo. Bergman Shoe Mfg. Co...... $ 
Cammeyer ..... aanewe gucuddeabedes 
Cantilever Corp. ......ccccccccesss 
Chieftain Mfg. Co. Wie had cilencaanaaeae ¢ 
Commonwealth Shoe & Leather Co. 
Converse Rubber Co........-eeee+s 


Craddock WORRY COiiccccccccccsvaen 
Daisy Products ........c.ccccccces 
Daniel Green Felt Shoe Co. ena 
Dorothy Dodd Shoe Co........ vee 
Revinngg DKGW CO... 26 cc cccccccce wee 
Dunn & McCarthy Co............. 
Educator Shoe Corp. of America.. 
Enger-KresS C0.......-.ssceeeeeees 
pO eer errr rrr 
Beverets BArOi. .<..cccccccccccccccs 
Excelsior Shoe Co...........-eeee> 


re a to) eee ee 
B. F. Goodrich Rubber Co......... 
Goodyear Tire & Rubber Co....... 
Julius Grossman, Inc...........+.-- 
Haffner Bros. Co...... 

Hamiley & Co.......-:ccces- 
Hartman Trunk Co 
Heefner Arch Support Co.......... 
Hermes, LAG. .ccccccces adiaguvaeene 
Bee BuhBet Cass... cccccccsccess- 
Hunt-Rankin Leather Co.......... 
International Shoe Co............. 
Jarman Sh Co....... ccc ccccccces 
Jommmom G5 MGFOINY.. « ..6<cccccces 
Julian & Kokenge Co............. 
Jung Arch Brace Co..........cs.e. 
George E. Keith Co..........cccees 
Kleistone Rubber Co.............. 
Knit Goods*Specialty Co........... 
La@ind BehOuers Cok. .- ccc ccciccces 
Lima Cord Sole & Heel Co......... 
Lotus Shoes, Inc............ eineede 
BEI TRO COT ic cae cece cccccsccce 
Mendel Drucker CO... ccccevcoss 
pe eer ee eer ree 
Miller Rubber Co. of N.Y.......... 
Mishawaka Rubber Wool Mfg. Co.. 
National Shoe Retailers Assn...... 


y errr rr re 
Robinson-Brynon Shoe Co 
AD A eer 
— Mocasin Co. & G. H. Bass 
semaie i le Serer rr rr ree 
SG BO Pree rr rrr rr 
Sehmikel Byan, Inc... ....sccee. 
Schoft Pierce Shoe Co............. 
OE ere rrr 
SR I ON ke cote vowednvecues 
+ pac a Wilchaawandesons cd 


A. G. Spaulding & Bros............ 
Standard Brief Case Co............ 
pe err reer r ree 
Tanners Shoe Mfg. Co............. 
Thompson Bros. Shoe Co...... e 
Bo el ko Sr re 
United Fast Color Eyelet.......... 
United States Rubber Co.......... 
United States Shoe Co............. 
PP eer 
Wren “REG Cihids cesiccccwcuccae 
Wee I SEIN dca cecdcewkecuuse 
Williams Mfg. Co....... ee@Keeeunine 
OP whakbue 


vA OR | GO SAP er eee 
Assn. of American Soap & Glycer- 

Pt eC ecddeansccenceues 
poe SS a eee 
Bay West Paper Co da 
po I ere rr rere : 
DAM GN 5 oa dda dsp decdaededawds 
We Fe a, Chas ok de 5 ces cd eKcKoe 
Ree I OA eadiadccdedwcsas das 
CG CRs isc ccdcccic ainownades 
Carpenter-Morton Co.............. 
Carter Products Corp............-. 
Carbona Products Co.............. 
CRN CAS Sica divide ee visesi a 


S ALE 
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SOAPS & HOUSEKEEPERS SUPPLIES 


(Continued) 


Cudahy Packing Co............... 
Cummer Products Co..........0ee 
PEIDNOS BOD CO. 0... ci veccccviess 
Drackett Chemical......... 002.6... 


BE Se ee 
Fax Laboratories, Inc............. 
EO eas bon G5G.sc.c ce so :cls ota Gls 
BEONEIOT, PAE NSO iin occ cas vsiaeseev sce ‘ 


Hygienic Products Co............. 


130,174 


Intl. Combustion Tar & Chemical 


a? 


Corp. 
OiRY Glass GICANE?.... 2.6.6. sisccceee 
sonunson, 8. C., & SOns........00 
Kristee Mfg. test stra ee 
CS SO © Fee ere 
EM PONCE BINS. CO. 2. occ s cscesces 
OOS SL: eee . 
ROOVER MINIS OO S655 .01515 ow die whens 
LO BG lc’ a ae 
Liquid Veneer Corp.............0. 
McCormick & Co., Inc........... R 
DROIT ETO, OTD so eie v sice ove vewsee 
BECUBINIDS BITE. COioigvg ccccccccccse 
BROOM TOKUUO COPD. ois c ccc ess cee 
Monroe Chemical Co............0 
Morgans, Enoch, Sons Co 
a EO a a ee een 


Northern Paper Mills............. 
aS Cy CE on ce 
Pacific Coast Borax Co............ 


Regal Paper Co., Inc..........4 @.. 
BRIS EOGUCES GCOTD .. 0 00ccebecccenee 
Ritzenthaler, JONN...........ss000 
COUGAR CO... iccsiceecesces ee ‘ 
co LS 6: 


Pe AES MOO ois kale ais ew aanee sees 
Lo Oe, 6) ree 


RE, Sy Ob ius 6 94 DEH As wees 
Vernay, Arthur, Co., Inc. : 
Wells, E. 


SPORTING GOODS, AIRCRAFT, 
CRAFT & SUPPLIES 


Dovid T. Abercrombie & Co....... 
Alsetcrombie & Fitch Co.......... 2 
Abraham Fur Co....... eer teince foe 

Acme Boat Co...... 
ce on 6 ee rere a 
BWTR AMBCO COI. 6cseciccsccccccscs 
Air-Fed Stamping Mfg. Co......... 
ae Oe 6: ee ee 
Alward-Anderson-South & Co..... 
PSROTICATE FEB Oi oie 6 0c oes oes 
American Car & Foundry Co...... 
American Eagle Aircraft Corp..... 
American Fork & Hoe Co.......... 


American Wading Pool Co......... 
Animal Trap Co. of America...... 
og a eee 
Army & Navy Supplies Co......... 
Ashaway Line & Twin Mfg. Co.... 
Atlantic & Pacific Mfg. Co......... 


Beckley-Ralston Co................ 
Re Mie IDLE TIO iio kb ves o's daweees 
meuanca Aircraft Corp............ 
Benjamin Air Rifle & Mfg. Co..... 
Bessemer Engine Co...........000. 
OS 9 OR eee eee 


Bonfield Sea Skiff Works, Inc..... 
ls, Bossert & Sons, Inc............ 
Boyd Martin Boat Co.............. 
Bradley Knitting Co............... 
Browning Arms Co.. 
Brooks Tent & Awning Chea 
Buckus Novelty Co..............6. 
Burgess Battery Co......cccsccccee 
PR RG Oo OE CC Oe 
Burke Golf Co 


WATER- 
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SPORTING GOODS & SUPPLIES (Cont.) 


SOIC VORUOP CO a sis asace isos ccacewiace $ 20,150 
GOO; CAMMONTET COs. 6 i0isicis siccsicciseee 1.669 
Chicago Roller Skate Co........... 18.815 
Chris Smith & Sons Boat Co...... 62.010 
Climax Bathing Suit Co........... 2,673 
CHACCR'S: “TOY BROOD. oi.6scccscccs sce 2,919 
Coleman Lamp & Stone Co 1,800 
Colt’s Pat Firearms Mfg. Co....... 32,606 
Columbia Knitting Mills.......... 2.250 
COMMANG=Alre, INC... . 0.00006 00008 12,130 
Consolidated Shipbuilding Corp... 1,690 
Continental Rubber Co............ 1,700 
Crawford, McGregor & Canby Co.. 81,775 
Creek Club Balt CO... s:0..vcescvsess 6.654 
Crosman Arms Co...... Oe cre ; 8,990 
Crusader Apparatus Oe datinkscaacke 5,968 
Cycle Trades of America.......... 145,000 
SN ass o50 5,5 woe SAW 96:0 5: 55008 44,632 
Dayton Steel Racquet Co.......... 5.776 
TIGIEG HUGCUIC CO sais he ecciersec acces cc 6,504 
DUOC YG PRC MOO os. 5a sig 10/0 610 6-0-6600 6 2,877 
M. E. Dodge Boat Works, Inc...... 12,400 
Draper=-Maynard Co.....crcccsccsve 7,688 
DIVAOCK COLD: oss sodiccaseesex cass 3.600 
Dunlop Tire & Rubber Co 42,34 
Dunphy Boat Mig. Co. 2.6 ..0s0 1,540 
MDA BIOS 6555 0 0s 0 00609. 8:4 ere oc0 1.279 
E. I. DuPont de Nemours Co....... 8.675 
DWiGht TUMMDE? COe. v.66: 6060 sees 10,184 
Dwine, Dwight & Sons, Inc........ 1,355 
Mastman BMOGGE CO... .6.c6sccc css 601.750 
Eclipse Machine Co0..........c0ceeess 7,950 
BS eNO NSIS oie saiecdsrenate ais ei bier neace 20,179 
Enterprise MIC. CO. cs scccsccncccs 31,087 
CAR eS a eer 5,923 
ASG PCIBOTT AGO osi0. 6, sisi a tine 00 0 cee vis 1,744 
Ly OY Clr ee ae ee a 5,100 
Fokker Aircraft Corp. of Amer..... 3,290 
Folmer Graphlex Corp............. 29,563 
paleve TS Coste) Jil 6c ih eo ae 69,800 
PRIME Nicci Gai aio Giwigce lath kda ewok are 5.796 
AS Eee POO CO io visivcisiccccavans 14,857 
PERCH BALCELY COse vies dis cs sivcin cies 8,000 
Funstan Fouke Fur Co............ i rly gk 
Gar Wood, Inc..... I oC 5,300 
SED DOT tes CO ei s.68ccccwieec evinces 2,325 
ANG Ne. COikcscccccciweocesee ve 2,159 
Gold Medal Folding Furniture.... 2.484 
Granger Goodwin C0................ 1,781 
Ce CORRE: |e) OSE APS See ara ee 4,890 
Harley Davidson Motor Co......... 21,125 
D. P. Harris Hardware Mfg. Co.... 14,490 
REOOKOP WSOA0 COs 60:8.6:6-04. eae rs dnae 1,410 
NERA BYE OUND oops a kiswsriesin see averse’ 7,703 
Hercules Powder Co..........s.00- 842 
W. I. Hershkovitz Furniture Co.... 2.361 
Hickory Golf Share) Co...... 6 60ss0% 2,375 
Js Jv TAMOCDTONOL COie 6 isc i sc cece 1,139 
Hill Bros. Furniture Co............ peg 
Hillerich & Bradsby Co............ 12,007 
pRB eh: Os ll o/s 5,371 
Hirsch Weis Bis. COs... iccvc ck sacs 5,418 
Hobert Metal Mfg. Co............. 1,170 
Hodgeman Rubber Co............. 3,185 
EROOROP BAER: COs. 6.00 viseceessccwense 1,154 
1S CIR 0) ee ree 3,064 
SEDONA ee OO 6.651 9:0 165596 89 See wa 34,150 
BIOGINE HOBG COs 6 a. 5.c.0.0 0.06000 00s 027 
Hunt Helm Ferries Co............. 3.244 
peOb el a vy crt: 6. sa ee ar 6°RT 
PIUIMPRPCVS) BNC. 6.6566 6.0.0:0;s00'0005:0 ‘ 1,200 
Ideal Aeroplane Supply Co.. canara ews 13,246 
International Projector Corp...... 2,779 
DUC NIA OOo ica 05k 6.86000 wows 60s 3,404 
W. 0. JDQMBOR BF GO... ic. vssccinsencs 2.435 
Jantzen Knitting Mills............ 100,047 
Iver Johnson Arms & Cycle Works 31,827 
Nester Johnson Mfg. Co........... Bos yf 
JONNSON MOO? COs. 606s ese scveses 97,092 
EAD PIOGUCHS CO) 66.6560 ciiesce ores 2,107 
MOBNCUS MES. COs. sicicccscccneces 2,000 
Ken-Wel Sporting Goods Co....... 4.545 
TE, TRCIG FE GACC 0.0.05 cis vais ces tiene 2,886 
POOPIMBU BEE, CO iskisin scene seve secs 5,056 
Biddie Gym G0., TC... e660. occ cee 974 
Kokomo Stamped Metal Co....... : 1,677 
Krieder Reisner Aircraft Co....... 1,567 
PE OUIMOTR MOO. 6 n:5.0:5's 0is 0:5 0:4 0.6 e016 sales 2,900 
SHODOTLOr IIS CO. os i.ccsiscicvscvewewee 3.346 
CERES OS, OT Oey eee ee 6 276 
TOY “TONG CO.e cciccvcescciccvicees . 2,940 
Lind Hendrickson, ods on ge 2,835 
DORAN “LOY WOLKS 6666686 vans canas 1,337 
Lohdill Emery Mfg. Co............. 2,686 
Ludington Aircraft Co............. 1,414 
Luders Marine Construction Co... 2,550 
Lugar Smith Mfg. Co... .......6.. 1,251 
Lyman Gun Light Corp............ 4,690 
CARA Se Or 1,000 
Mahoney, Ryan Aircraft Co........ 1,476 
DEAT GF BORGO. 6 occ ccd asc cesa ce ae 

G. H. Mansfield & ag pa laiiaesiess WA 1,941 
Marble Arms & Mfg. Co........... 11,038 
Martin Auto Fishing Po inc.. 3,128 


SPORTING GOODS & SUPPLIES (Cont.) 


Martin Firearms Co... «2... 006086 1,815 
EE BR Oo 56:06: 0550.6 6niecas'e. 80s. 10,889 
Mathes Yacht Bldg. Co.. 1,800 
DOOR CPCIO COs. ocbisccwcsecenes ces 7,837 
Fay. Ss PRCIBCIMACD 6 o0.cecsicsce cece ccs 8,757 
Meiselbach Caturucci Mfg. Co..... 1,938 
DACITIMORCY COPD, 6.65 cee ee ciescce ves 5,171 
BECTII“© "TOY COLMP....ccccccccevescs 1,000 
OD REBCG BOR 6.6 6:c.0.5.0.0:0 0:00.08 v0 1,427 
Metropolitan Lamp Goods Co..... 1,933 
BEichael BMICPAAGER. . .. iscccces se vee 5,355 
— Model Aeroplane Supply - 
Selassie ee -ninchisiaareernw eee vis 712 
Mitchell Mfg. Co Ere rere 1,601 
Montague Rod & Reel Co......... 11,400 
Moosehead Whitely Exerciser Co... 1,085 
DAL. CAPMO) BATE. COs. 6 ccccs-ccescess 9,993 
PAGING MEG. COis esc ccccses waren 5,985 
National Carnon: CO....00cccscccss 21,509 
New Departure Mfg. Co............ 11,066 
Pegs 0. EMRE (Onc 0 0's w:.0. 0 8.0 0:86 5 a 2,374 
NICDIO BET. COssecdsccces aceis Misheverecs 12,597 
Ocean Bathing Suit Co............ 4,500 
Old "TOWN: CanGe: CO... vccccvecceces 13,338 
Outdoor Motor Corp.. ‘Ken 72,556 
PATAMOUDE MEP. COs cis cccccisiesys 11,277 
A POIGR IILON,: Ge csceaacieen noses wan « 1,297 
PESREr 108). i,66.0400%: Pamewe eaee te 2.848 
WACK, FAC. 0 .0.0-0:6 tsaee' Sinesiee cae 2,000 
Peckham Foreman, Inc Sait urerer siete 1,800 
Penn Rubber Co. of Amer......... 5,450 
PONT VAT BOA CO. iii:6 05.00 650-0500 3,654 
Pettus: Cartridge COin occccccccccs ss 14,944 
Professional Golfers Assn. of Amer. 2,200 
Progressive Exerciser Co........... 7,480 
Qt. TG VEF - COl cick cea ceses 83,962 
Rail Mine Industrial Co........... 1,911 
A. J. Reach & Wright & Ditson, 
> aig taie-siots siete aia s bie Gls aie saree § 6% 7,827 
Remington ArMs: CO......c6cecrcve 80,196 
RACRATGSOD BORG CO... ccc cesicccs 1,971 
Richardson Rod & Reel saesanie Beta eareo%s 1,061 
Robeson Preserve Co.. ee 1,722 
BCOMOTS. PULHILUTC CO)..6.0'60.0scc0cc0s 1,107 
St. Meingo Mfg. Co. of Amer...... 2.075 
Ds OOEADEOI) ANC r 6 50. 6:00 v:0is:c0sicenees 1,750 
Savage Arms _— Rialeleis pbisieiee: Rinses 5,870 
Be OEE COE Dic oes 406.0 sss, gr oss weeee 25,250 
Shakespeare Co. Rial gle cio Seikinipered o-8a's 3,55 
POINICD: Go WERBOR 656i vio coe cceieceve 8,210 
SOuUth. Bena Bal CO... occ icccccccs 7,795 
A. G. Spalding & Bros. Co......... 117,891 
MRI NAT. COs, 6.55.5'0 0. sib. 608.0 00s. 800 1,922 
Standard Pressed Steel Co......... 2,807 
Y OR re ecainca se 3,554 
Sterling ENGINE Co..ccccesccvcces ‘ 5,042 
Tr. Stevens Arms Oe. is siesse000 0% 3,312 
Swaine & Adeney, Ltd............. 2,470 
F. C. Taylor Furniture Co......... 2,984 
"TRIMS BS TINGS, TNC. oi6i0ces cesses ss 1,600 
Thomson Bros. Boat Mfg. Co...... 5,550 
WP POVOIOITOS COw y. «6:54.40. se ss ee sansa 4,150 
United Drug Co...... Pe 1,416 
U. S. Cartridge Co..... eon Geints ore's 6,750 
U.S. Line Co. Paamec us oo Oe ears 2,169 
U.S. Model Aircraft ‘Corp ER es 1,518 
MDa POOL Os i ariiere-oies ee Chitinase es 43,440 
Universal Motor Co... 4,205 
Utica Dux Bak. Corp 4,925 
Vulcan Golf Co........ hearer etiie te 11,087 
JOON WENGMBEEE oociscccscccrcocse 23,831 
Wenher Lifelike FIY Co... 6...6cc0ces 2,764 
Western Cartridge Co.............. 32,630 
Western Wilson Sport Goods Co... 37.613 
WestHCIG. MIC. CO... iccccccecceces 2,971 
Whippy Stygal & Co., Ltd.......... 1,181 
Wilcox Crittenden Co.............. 2,000 
Winchester Repeating Arms Co.... 144,964 
Samuel Winslow a! Mfg. Co... 1,177 
Winton Engine CO... 0: vesescsccces 3,800 
PAPIVONG WUOEIE oc. 0104.60 010.0 6610-0 010 0100-0650 1,477 
Woods Bie. CO., Tutsi. cscs iusce 3,653 
Bs Ps OU Oe Cie iio 6ikis 6s escisieace 5,600 
PRE: tv har tes coma almicimne eases $3,506,379 
STATIONERY AND BOOKS 
Abingdon PYOSS:.... ves<ss 060 ses ses $ 7,813 
Areo Digest Publishing Co......... 2,342 
BIGOU ALG BUUGIO soc occ vcesiesverves 13,754 
ANCFICEN: CIID ©O..0.0.05 080506. c0e ons : 1,155 
American Crayon. 00.........06s008 1,408 
American. BiCHO: CO. e650 cc cscs 6.650 
American Medical Asso............ 6.675 
American PENCIH CO... ...66006ccsccee 65.293 
American Tech. Society.. acaiais 17.350 
AMOeriGaNn WelKIV. .c0ccccccccvecies 7,741 
American Writing Paper aera 82,205 
OVO MPO SOU Wiss 40:6.5 0s 450s sersenece 5,609 
ID: APDLOtON WE CO). ..6eccciccc0 sees 6,438 
Arden Publishing Co............... 2,291 
AIG POM SUUGIOS. .2 6.06 cecvcs sees 3,935 
BPCWAY PO CUOIOR s.<.6.6.5.<6,0:6 seis, eeaeins: ee 7,034 
Assoc. Env. Makers...............- 2,414 
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Advertisers 


1929 
By Industries Expenditures 


STATIONERY AND BOOKS (Cont.) 
Atkinson Wilmer Co 


AtIOMCIS MORGHIY «6 ccc cccccccscces 

THEO. AUGE] & CO..00 i ccccsecs a 

Automatic Pencil Sharpener.. 

MUTODOING CO... ccs cecccccccescoes 

MAMOr TAVIOL OOis cc ccccescctcesccs 1,680 
EET BERN sc candice cake ececcsee ns e 18,000 
Barrett Pent Pencil Co............ 1,348 
BGITOR 6 oicce.c0c,5.0 Wewebnwrewcagues 7,501 
Binney-SMith. CO....cccccccescace ‘ 14,875 
i ME MMCONOiesecceceesccccacdees 11,217 
MICROSD ccs casccsc Watenivedeces vere 2,275 
| RS A Oo ERR re ree 69,331 
Bobbs-Merrill Co...... Whence aedes 4,409 
Alpert. & Chas. BOs. ...0cccvescece 19,054 
Chas. Boni Paper Book............ 32,221 
Bookhouse for Children........... 10,990 
Book League of America.......... 12,619 
WFO) BIOMED a's a. clsis coe 000 wee e oe’ 2,537 
Book of the Month Club.......... 110,657 
DE ON ae woce cone ves oo kne kee 1,000 
Boston Cook School Mag........... 1,815 
Milton Bradley & Co 2,520 
MINNIGMEEINES cove csccuedcocccoaunes 10,949 
Bor. OF IV. SCIONS... 6 vcccsccees 2,375 
1 SR Be Sere ererer re 4,848 
Business Eco: Digest. ......2-csccces 1,227 
Camis: PLese....c.cccccnccdsacee 7,087 
COO NE, OOo iis nc occccesicec sade 1,835 
CF Ee OUR e ck béceencaseecéstsiaces 1,529 
CAPLETS ED OOo occ cscciecscccecuces 71,415 
Cathedral of Engraving............ 3,536 
Jonathan Cape, Harrison & Smith 3,673 
OES 2 errr mere 6,860 
COMGUTY PET. COi ois ci cecessveues 1,845 
Central OWio Paper Coe... 6.666606 3,200 
CNADTONE Ge COV ai cc oc ss ciceewns eens 1,315 
Chemical Foundation. Inc......... 14,600 
Chicago Daily NeWS......cccccscces 12,019 
CHICORO ERIOUNG 66 cc ccessccsceasse 8,480 
OME 6 Cds cee cesces sucess 2,150 
Children’s Book Club, Inc......... 3,570 
Christian Herald Assoc.......cccece 3,603 
CON CCOME EE Koen auscrsccksevseeetanes 8,121 
Classroom Teacher, Inc..... ee 6,480 
PP. COMler GF SOR. . ce cecccnnceces 50,769 
MOMOEG COMNOT : MCr cc cc cccccnnceens 2,901 
Colonial Greetings............ aware 4,417 
COlOY ATG BONGO. 6.66 ccc cccccccnses 1,940 
FF, B.. Compton & Co... cccccsccctes 77,679 
CY OTE CO i oc sicic s cicicc ccc cncee 28,142 
CHIBI OEE CO, SGeic cc ves saccedecess 10,686 
Constructive Seat Work Service... 1,101 
Lewis Copeland Co..........secccece 30,764 
Oo\ es So Oo ee cri ca 3,282 
COWATE DECOM 6 v.55 30s s k0e'scé cones 3,975 
Crane Bre COs, TNC. oc ccncccccccnns 29,361 
CHOI PE, Cie ccc vicnveccseesss 17,974 
Curtis Ub, Oks. caccscciccncccvus 1,046 
Curtis 6s CAMOTOR:..«...0 <0 ccccccccces 6,190 
UO, PIGS. CUcs covccccccenccveuase 11,351 
Denney Tam CO..c.c. -.cscscescosess 10,040 
it. &. Denison & Co....... «ees eieus 1,425 
Dennison, BHeg. Co....csccesccccsee 64,139 
Detective Story Club, Inc.......... 5,357 
OC. Bic DOSUOr GS BONS. occ cccccnsccns 8,866 
LO are ee re 3,186 
Pingwall Boek, Vile... sc cc ccc cease 1,748 
w ENMOM CHUGIOIOG CO... cccccccccacs 58,131 
MOG, NACHO GF OOic ccc ccscccccvcess 35,666 
Pe Ei ICMIOEIN ya is aisiced ose tion ncess 1,850 
Doubleday Doran & Co............ 49,303 
MOITY EIOGHIA G6 COk..cccccccveccce 1,246 
ROW; ORION Gt ODicncsicc cccecescces 9,022 
Frederick J. Drake & Co........... 8,807 
BING EWIVENStHEG. c6c cc ccescesscess 4,927 
PIF SOENCG: Oks wc eccccsccvescee ss 16,000 
Es ERAGGORY Ce COs ocd ecceweccess 20,646 
OGIO PONG COriceecicccecccascces 20,750 
Eaton Crane a PIk@. «4. .6....00000 82,200 
Bherhard Paber CoO........ccesccsees 32,690 
Eberhard Faber Pen Co............ 18,265 
BOUCATIONG! PYOG6.600cccccscescsce 3,010 
eS er rrr 3,298 
Encyclopedia Britannica, Inc...... 207,710 
BGO MIG Osc ac ce wdisevacccenseas 504 
Engraved Stationery 29,160 
LOOK AIO OMCs 666 cecicts.cccecsces 4,659 
Esoterika Sinton BOIS. occ cscces 7,680 
materbrook POR CG... ...0c0csccscene 33,951 
MUOEVUIES EEO ees cackveccssccouess 4,555 
Experimentor Publ. Co............ 6,745 
BOWCGCG PUR: COve os cenenccicisccns 12,698 
Fifth Ave. Stationers, Inc.......... 2,390 
WOUGSE Gz COPORIs 66c66 ssc ccusccaes's 5,500 
POEUN: Pull. COss. ccc cccccescscee 6,370 
Lo ere ener 2,146 
BYANElN Pupls. COi«. .oscccccsnccce 25,009 
Funk & Wagnalls Co............-- 5,536 
BUPAPIGN=GEMO sc. icascoeccsecosece 12,473 
Garden City Publ. Co.............. 19,249 
Gardners Chronicle Co...........+. 1,160 
Garrigue Globe Corp.............+- 1,917 
CRONSTAL PENG, COs. 0.0.05 vce wwe oe 3,186 
WhEGCHICK GIOWING.. ccc cicccwccenas 1,558 


STATIONERY AND BOOKS (Cont.) 


Greeting Card Age'N.. .....6.cccccss $ 3,062 
Gregg Publishing Co............... 1,762 
CHOINOY BOGIES <6 dc cdcccccsccess ee 22,414 
LOUIS GueRene® o «occ cccisesscccece 5,800 
CREE BROS 6 dao hceniscive ceases 1,122 
Haldemann-Julius Publ. Co 15,357 
Hammermill Paper Co............. 209,000 
Hampshire Paper Co............... 16,470 
Harcourt Brace & Co............. - 17,297 
BRAPDCP Go TOGic ccc cccccsess ie eeKee 45,477 
BT a eee rrr rer errr 1,161 
Harvard University Press........ ; 1,770 
Hearst Pacific Coast Newspapers. . 6,019 
Norman P. Henley Publ. Co........ 1,575 
donn A. Bertel & CO... cc cccccccces 24,807 
Charles M. Higgins Co............. 13,029 
High School Home Study Bureau.. 8,306 
PRISCOEICR) PUD. CO... cccccccsccces 4,005 
pic Bs eee 2,295 
Houghton Mifflin Co............... 8,070 
House Beautiful Publ. Co.......... 4,000 
Howard Hunt Pen Co.............. 3,228 
Hunting & Fishing Magazine...... 4,325 
TOGO Cig vieciccccaccacccccoces 35,194 
International Magazine Corp...... 1,600 
Judd & Detweiler, Inc............. 2,925 
Judge Publishing Co........... nate 1,307 
Py ere errr re 1,372 
PoC I reece rrr errr 3,000 
Kimberly Clark Co.. Re eanwdseavingo uae 28,800 
Alfred Knopf Publ. Co........00000- 8,907 
Geo. LaMont & Som.......ccceeees 45,585 
Be ey Ns Binds cccccsccccccces 3,240 
DB. Th. EAWrORee,. ING se nc occcccccces 1,200 
©. PrAMEH MN LOGVICG «0.0.6 ccc cccccses 8,956 
Leboeuf Fountain Pen Co., Inc.... 2,950 
Life Publishing Co.....0.ccesscsces 1,401 
Limited Editions Club............. 2,352 
eC FOO isc cccccscsccedoccas 4,500 
a ie NIRS i i ads waelcedeonnen 11,817 
DRG COM Gle ic ane a censccen paces 110,572 
BSGCle Ave BO dc vce ccccceccacses 5,576 
Bittle, Brown Gb COsc. cccicescseces 18,265 
WIIROR DEVOTIONS 6 oho ccc cctcacceeds 7,932 
Longman, Green & Co............. 3,821 
Los Angeles Examiner............. 1,517 
EE ORE Sicducaccecs cehawncesays 119,529 
MeCOPMNICE Ge COiik ccc cic cccccscess 881 
MiCCrae Binieh: COs. 6 oc ccccccccccess 3,266 
McGraw-Hill Publ. Co............. 79,745 
McKenzie Engraving Co........... 5,581 
McKinley, Starr & McKenzie...... 6,943 
WEG, “POC Ce COoiccecicccscccees 25,690 
OUI BO: ee 2,970 
Mackinnon Fly Publ. Co........... 5,025 
PO OG ere Cree 31,500 
Magazine Builders, Inc............ 2,847 
Magazine of Wall St............... 1,020 
Magus Publishing Co.........e0e0. 22,396 
Manchester Guardian ............. 1,290 
MEOMNGnIGE COi, Etes sc eiceic ciccscce 31,066 
URN OM cca eccctancasdecenaees 38,416 
Messenger Publ. Co............2055 16,656 
po a 5,079 
Modern Mechanics’ Magazine...... 2,930 
Modern Homena King............. 1,042 
pS 2 OO Serene 6,952 
MOOS Push POR Cok. ccccccscccccss 18,393 
MROPGGT BOUGION Ss 6 cc oc ccc cccicc ceca 1,504 
WRGRCGe BOG. SNCs ccsidcccccccacces 32,513 
Wk, BecrrOw GF COs cide diccctess 2,927 
Motion Picture Publ., Inc.......... 10,814 
pM RC, A eee eee 1,140 
National Fibre Stock Envelope Co. 1,344 
National School of Bus. Science... 22,450 
Those. Nelson & SOM. «2.2 cccceces 27,227 
New Era Portrait Co............00. 10,237 
N. Y. Daily Investment News...... 4,328 
We SCRA THUGS oo cec ccecccvs 5,414 
pe A i Serre 6,530 
WH Wiles Beemer CO occ cdicccctscsces 8,584 _ 
Novel Magazine Co..............05. 1,376 
URNS Oi vin c area sconcas cescdes 15,343 
Cnet HOG f0F BOvGis. sc cecccccvess 9,231 
Ce OR ee errr rrr 2,790 
CMDOMNG SHC. COi..ncccicccccccces 3,600 
Oxford University Press........... 1,630 
Paine Publishing Co... 2.0. sccccee 2,925 
Thos. Paine Hist. Ass’n............ 2,593 
Parents Publ. ..ccccccccss Lramenate 3,510 
eee Be ON eins cccccesucneaceess 429,880 
Paraons Paper CO... cc ccccccssccecs 2,235 
Pathfinder Publ. Co... ..ccecscccese 12,602 
Patterson Parchment Paper Co.... 17,692 
Payson & Clarke, Ltd.............. 4,869 
Paysons Ind. INK......ccceccseccas 1,948 
Penn Publishing Co........... ‘iaewa 2,695 
Peoples Home Journal............. 1,785 
Periodical Sales Co.........seccccee 1,500 
Perry Pictures C0... cccccccsccces 1,260 
Pfening & Snyder, Inc............. 1,846 
Pieture. A MEOmG ie occ ccccceccsicece 1,000 
PIStOrial TOVISW «<< cccccsccsccctes 1,080 
BPIGHOGY PIOGiiccc cccvcseccscedcvces 2,386 
Play Skool Inst... ....c.ccccccccese 5,271 


STATIONERY AND BOOKS (Cont.) 


Dy a $ 1,933 
Powers Engraving Co.............. 5,108 
G. P. Pretman & Sons............. 8,886 
Pe ID ee ’ 17,682 
ROGER BION wcseccccecceeceses 6,862 
Co See heesuise eae 5,350 
Q. BR. S. Devy Corp....... cue 1,080 
Ralston University Press Midewcsuws 72,756 
Rand, McNally & Co............... 69,750 
Reading Masonic Publ. Co......... 2,666 
Review of Reviews..............06. 16,996 
Reynolds Fitzgerald Co. ........... 1,116 
Reynolds Metals Co................ 1,262 
Richmond School Furniture Co.... 1,405 
Rittenhouse Press..........c.-00- 19,786 
Ronald Press ........ Watawaceandads 6,320 
Russian Cement Co........ a vadaky 67,959 
Ruxton Multi-Vidor Corp.......... 6,390 
St. Nicholas Seal Co.........cc.s. 9,046 
Sana eb grog A ON iswadewcalcedéaa 2,782 
oO SC) | an 14,565 
Science hows Latter Bawa een wea wee ,690 
Scott Stamp & Coin Co............ 1,920 
ee 16,779 
Screen Secrets Magazine.......... 13,375 
Chas. Scribners Sons.............. 3 
Scripps Howard Newspapers....... 201,704 
SRE NI Ce daok ccc cdecs cence 11,310 
SE OA a cccacacse cucccecdecacces 1,418 
Settlement Cook Co............... 7,794 
W. A. Sheaffers Pen Co............ 372,719 
Sins & SeMuster.. 2.2 cccccccccces a 
Spencerian Pen Co............cece- 10,616 
ESO a eer 2,306 
SIN BIG ido cis ceasceceeses 201 
SCMNGATG DIMFY CO... ccc cccccccess 26,495 
Standard Playing Card Co......... 3,1 
Stanford University Press......... 1,402 
Stellar Publishing Co.............. 1,660 
be I eee 7,401 
ER IU kdad ease xeWacsewadxwe 8,000 
Strathmore Paper Co.............. 56,000 
"REM MINTS ik eA ddaindadadckedaweweds 3,5 
Swedenboorg Foundation, Inc..... 3,336 
Cee Bawa cawndadwcaddcaeds 1,617 
fa Se eee 1,290 
Elizabeth Towne ............ccceee 2,292 
RRUNONE WRN Os i ceccwicuedadcace 10,700 
i 8 | eee 2,500 
United Portrait Co................. 25,175 
U.S. Chamber of Commerce...... 59,500 
A > ree 29,015 
U.S. Pinging Card Con. ....ccscsese 99,300 
University of Chicago Press....... 2,837 
D. C. Van Nostram Co............. 8,578 
We ESOT a ddatacewsdeded xaie'e 6,191 
SS 2) akeandadvadesaveaRe 1,395 
Vogue Engraving Co............... 1,417 
Paul Von Bockmann.............. 9,033 
WER ORIG e aad dadensuwacecdkbesiwcne ee 159,489 
Waltham Art Publ. Co............. 6,232 
Samuel Ward Mfg. Co.............. 5,180 
PPA EA. >. 12,126 
Sie WENO OW Na scasscacaceccaaws 144,000 
WORE BIN a ca ce cceenccwecnns 2,887 
L. BR. Waterman Co.....ccccccscece 233,125 
Webster Publishing Co............ , 
Weldon, Williams & Lick.......... 2,000 
BR 2” | ees 3,269 
John Wilcox Publ. Co............. 2,056 
Willett, Clark & Colby............ 2,2 
BPO SI, eee 7,425 
We WO ORs dice Kewncsaeccaes 5,168 
Yale University Press.............. 6,047 
RUNG had ilde dee des Whee ESeaeS $5,798,048 
TRAVEL & AMUSEMENT 
BRO BONG CHR i6 665 466. 4.46s ccecen $ 2,766 
Alberquerque Civic Council....... 5,803 
Alemeda Chamber of Commerce... 24,045 
All Year Club of Southern Calif... 264,430 
PRD BOI 0 ok 640-6 606 dk ddecuacces 1,195 
Amarillo Chamber of Commerce... 6,550 
American Character Doll Co....... A 
American Express Co......... aexed 35,186 
American Flyer Mfg. Co........... 25,062 
American Manufacturing Concern. 2,000 
Amerop Travel Service............ 1,165 
Arcade Manufacturing Co......... 8,125 
Art Craft Guild Travel Bureau.... 33,333 
Atlanta Chamber of Commerce.... 24,655 
Atlantic Gulf & West Indies Steam- 

SUD EA hace dececuds as keaua on 39,326 
Automatic Rubber Co.............. ,636 
Automobile Club of St. Louis..... 16,000 
Baltimore & Ohio Railroad........ 1,430 
Barcelona International Exhibition 60,910 
Penee ROGHAE Chas ve c6ccccccccces 2,390 
Bermuda Trade Development Board 14,400 
Birmingham Real Estate.......... 1,200 
Jas. Boring’s Travel Service....... 22,701 
Brunswick-Balke-Collender Co..... 140,779 
Cores | CONG bo kecew edd ccaseae 195,154 


Camden Chamber of Commerce... 
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TRAVEL AND AMUSEMENT (Cont.) 


Re 05. 55; SOS. < c0o5s.0.cien nyse $ 26,205 
Canadian Government Information 

ee Rr eee 5,205 
Canadian National Exhibition..... 13,355 
Canadian National Railway....... 174,257 
Canadian Co. Pacific Railway..... 149,860 
Canadian Pacific-Soo Line ........ 1,433 
Cannes Chamber of Commerce.... 2,215 
Carolina Power Light Cr........... 2,457 
ao er rer ir rr te 3,746 
Chandler Improvement Association 13,317 
Chicago Burlington & Quincy R.R. 76,392 
Chicago Duluth & Georgian Bay 

ae 6 Sree eae 6,258 
Chicago Great Western Railroad.. 1,520 
Chicago, Milwaukee, St. Paul & 

ie OS ee 170,372 
Chilmark Park Realty Corp........ 2,784 
a te ear 13,642 
eet EE SOc sa nesswesseeses 1,234 
Colonial Air Transport, Inc ee 8,060 
Colorado Springs Welcome Club.. 3,597 
Columbia Pictures Corp........... 4,865 
So es Serre 3,111 
Eo ee ee 50,311 
SS A 6 eee 1,932 
Cuban National Tourist Comm.... 18,919 
Cunard & Anchor Lines........... 162,461 
Bapteler FAITG; Tite. os cicc scons cas 1,586 
BARTIOS TRGUSGTIAL... ccccciscosccves 82,205 
Daytona Beach Chamber of Com.. 1,518 
Del Monte Properties Co........... 3,450 
Detroit & Cleveland Navigation Co. 23,539 
Dollar Steamship Line............. 166,347 
TOOETATE TIDINDRIY.. o.0:0.0.00:00:0050 00000 3,590 
Dowst Manufacturing Co.......... 2,000 
SNEED PSII GIs 5s 5 60's 0 09,015 010100 0:00 56,265 
Durable Toy & Novelty Corp....... 9,000 


East Michigan Tourist Association 2,242 


Educational Film Exchanges, Inc.. 15,980 
Electrical Research Products...... 145,580 
El Paso Gateway Club............ 7,864 


ON TSS: RRS ric ior 
First National Pictures Corp....... 
Fleishbaker & Baum............... 9,000 
Florida Department of Agriculture 
Florida East Coast Ry & Hotel Co. 5,606 
Florida Gulf Coast Hotels Co...... 
BOO PA OTD ic v0.00 cb cane vs eves 
Franco Belgique Tours Co......... q,a12 


og ie io Se ere 25,905 
co ES Sone ere ee 62,385 
Furness Bermuda Line............ 27,016 
Galveston Chamber of Commerce. 3,215 
Galveston Wharf Co............... 1,860 
German Health Resorts........... 12,953 
German Tourist Information Bur. 24,848 
Georgia Power & Light Co......... 1,336 
ORE RMR AIDS, «+ 0:4:60,4.9 6 90.3 albie oe 76,802 
ROI INR ss 565 os aos winleve:6 010010 6-0 s'00 6 4,920 
Grace Panama Mail Line.......... 1,300 
Great Northern Railway........... 36,309 
Great Western & So. Railways of 
eer or 28,633 
Hawaii Tourist Bureau............ 132,810 
Holland America Line............. 18,115 
ee, PREEISEEED BIO. 55 6.005 06 6.50.0:0 0 s.0-9,0 10,971 
Hudson River Day Line............ 4,428 
SERRA ROY THOT, «0:05.00 606 sc wwe’ 9,000 
Indiana State Railway............ 12,475 
International Mercantile Marine.. 216,224 
BE BOND ob sachs ce nesesessa sous 3,039 
Jacksonville Chamber of Commerce 20,958 
Jamesville Products Co............ 4,855 
Kansas City Chamber of Commerce 31,630 
Kinsbury Manufacturing Co....... 5,345 
Knapp sy eo re errr 12,471 
KoKoMo Stamped Metal Co........ 2,444 
Lake Country Chamber of Com.... 1,350 
Lamport-Holt Line........c.csoes. 1,934 
Lawrence Properties.........csse- 11,450 
Ee SONA COIs 05.5 05:05 06.6% 0001008:9:6 1,039 
ZnOROl GOPPOrTALiON.........ccccsecss’ 34,857 
TAGEIORSCIG BEG. CO......0ccccveccces 3,239 
Lloyd Sabaudo Line............... 3,006 
London Midland & Scottish Ry.... 14,762 
London North East of England & 
DMEEEML coca sche obewine sewer a eé's 32,296 
EE TT ee 8,000 
SS oe re ene Se eee 1,310 
Los Angeles Bureau of Power & 
aro ey ee 13,675 
Los Angeles Chamber of Commerce 31,910 


Los Angeles Steamship Co.......... 9,032 


Louisville Industrial Foundation.. 22,560 
Louisville & Nashville Railroad.... 55,388 
Lyonsport Aero Club.............. 9,000 
JOSTENS CS 0 1,320 
Maine Publicity Bureau........... 4,309 
Manufacturers & Traders Peoples 

0 ener 1,860 
rrr rer pax 8,170 
ES eee ee ee ie 1,542 
NS od 6c: ee eee er ae 10,512 


Advertisers 1929 
By Industries Expenditures 


Advertisers 1929 
By Industries Expenditures 


TRAVEL AND AMUSEMENT (Cont.) 


Metro-Goldwyn-Mayer Studios....$ 50,315 
Miami Chamber of Commerce..... 32,209 
Missouri Pacific Railroad.......... 2,640 
Montauk Beach Div. Corp......... 10,710 
Motor Transit Management Co.... 77,250 
Munsey Steamship Line........... . 1,100 
Munson Steamship Lines.......... 3,005 
Navigazione Gen. Italiana......... 2,623 
Newark Chamber of Commerce... 1,100 
New Orleans Chamber of Commerce 37,998 
New York Central Line............ 117,780 
Nippon-Yusen-Kaisha N.Y.K. Line 29,539 
Nogales Wonderland Club......... 6,911 
North German Lloyd.............. 6,348 
Northern Pacific Railway.......... 111,497 
Oakland Chamber of Commerce... 31,323 
Oklahoma Chamber of Commerce. 1,200 
Oklahoma National Gas Corp...... 11,165 
Orange County Chamber of Com- 

| a ee eee eee 1,284 
Pacific Steam Navigation Co....... 1,136 
PACING SUCAMSENIN: COis 6 o.000:6 cess 4,520 
Panama Mail Steamship Co........ 9,168 
Pan American Airways............ 4,788 
Paramount Famous Lasky Corp... 285,412 
NE IU i hos. a.5 0.5.5 ciwrars wade hw.00-8 6,1 


PBURO TECRANGG ok. c scieycsecew sve 6,825 


Pennsylvania Railroad ............ 54,880 
Phoenix-Arizona Club............. 11,873 
Pinehurst Chamber of Commerce.. 7,729 
Portland, Oregon Chamber of Com. 9,789 
Psychic Baseball Corp... 2.5.5. 3,139 
Puget Sounders and B. C. Ass'n... 1,050 
PORN WOYS OF FRANCE « onc icio ccc csceee 34,109 
Raymond & Whitcomb Co......... 55,393 
UN SE OR a oe eae 9,945 
BROCK TRIM EAVES so ioc. 5o:6.6.0.0.0-6 e085. 41,549 
Rockland Light & Power Co....... 4,320 
Royal Mail Steam Packet Co....... 7,360 
St. Louis Industrial Club.......... 10,502 
St. Petersburg Chamber of Com... 13,483 
Salt Lake City Chamber of Com... 11,770 
San Antonio Municipal Informa- 

RRIPIR TENOR sis 0:0'6 5-0: tcassis, 0-010 626-0 028 11,613 
San Diego California Club........ 16,190 
Santa Fe-Harvey Co................ 3,625 
Santa Fe System Lines............ 107,169 
RE AICMORTIINAG MIO sisi oie o6 655 Kio bus oes 1,600 
Sea Island Company.............. 9,789 
Seattle Chamber of Commerce.... 20,928 
te oe i re 1,778 
South African Government Rail- 

Se Rr nn eer re 13,302 
Southern California Edison Co.... 5,850 
Southern Pacific Railway Co....... 17,720 
Spanish Royal Mail Line.......... 4,715 
Spartenburg Chamber of Commerce 1,274 
Spokane Publicity Tourist Corp... 13,545 
Students Travel Club............. 3,951 
Swedish American Lines.......... 1,095 
Swedish States Railways.......... 7,461 
Swiss Federal Railways............ 15,236 
Talahassee Dept. of Agriculture... 1,300 
MNEILO TAUIND 6s oclscs stones mcs cde os 4,538 
Ten Thousand Lakes—Greater 

SE Se raran a entire 9,801 
TOURE TRDOW TO seo visis:cc cece cee sue 2,508 
OY PUTRIPUTC BAO... oc vccceeccues 1,624 
Travelaire Manufacturing Co...... 1,350 
MSBORRO Wi. AT VOD S000 isc vc ce svse es 1,104 
Tulsa Chamber of Commerce...... 6,270 
Union Pacific Railway............. 191,702 
United American Line............. 64,538 
RIMIGOG PLUG GOin occccecccncacccss 26,864 
United States Lines............... 61,834 
United States Shipping Board..... 37,790 
MIPIVOTEAL: PICCULOS « o.05 ccs soe eens 91,265 
Virginia Conservation and Develop- 

SUUENG AIIOI sion. o.6 a 0a o'5 ose esd eae 20,339 
fe Ue Oe Ie eee re ee 47,895 
West Palm Beach Chamber of 

RSMO D  os5 osisisie cies ans aise ieee s 3,149 
Where-To-Go Bureau.............. 131,812 
Wilmington Chamber of Commerce 1,100 
Wolverine Supply & Mfg. Co....... 2,380 
John Lloyd Wright Line........... 6,321 
Yosemite Park & Curry Co........ 13,409 

OME ce BERNE RI CID A $5,712,849 

MISCELLANEOUS 

polit ove ct. Mee | co el So es ere aren $ 7,966 
American-LaFrance Foamite Corp. 20,900 
American Mfg. Concern........... 5,661 
American Products Co............. 115,968 
American Seating Co.............. 3,600 
American Tel. & Tel. Co.......... 1,038,746 
PCE CO So 0: | aa RS aaa er 3,192 
RNS AU AWOL: Ob OO. oo :a his coos ee ees 148,000 
Battle Creek Dog Food Co......... 1,649 
Bemis Bros. Baw Co... ...cccecsecs 17,250 
F. H, Bennett Bisc. Co.. ........050 3,366 
PeUBiT TADOPACOLICS «6.6.6. scsi 5 cee se 4,167 
SES SSO 6 86S asa enais Onsale ons 2,998 


MISCELLANEOUS (Cont.) 
BtOweT 82 Bigelow... ..6cscs ccsescies $ 64,510 


BUSN TOPRUINAL CO... cc occsiecnccwes 23,494 
Campbell-Ewald Co................ 15,690 
OE oe eee 1,750 
Chicago Mail Order Co............ 47,102 
Chicago Sign Sales Co... .6e6s 1,496 
Charles Williams Stores, Inc....... 44,363 
Tie Sie OR CUINOSD 5.555.600 ses cee neenes 2,656 
Pe EE aoe orcclk oy aaicnces seieew'e 9,118 
Continental Can Co... 06.6. cesccees 3,500 
Wm. Cooper & Nephews........... 21,689 
Day-Meyer-Murray-Young, Inc..... 2.760 
DuPont Cellophane................ 66,500 
Eis @). WRVRNG GbtCOw. oi66 i hac bss seeees 4,346 
WieoOr VANS Go CO. os cscs cccccece 31,081 
Berwin, WAGEY GF CO ios iccsccesees 1,780 
Federal Mail Order Corp........... 1,174 
eee a's os. a5 515 oidis: aed e/a 'o-6 ew 2,547 
Pai, WEIeer Bo CO... 060k 6 csc bees 12,605 
Fifth Avenue Building............ 11,160 
VS US 0!) o : a 4,113 
1 3 A a ree 10,291 
Oy ie POU GO as.cpeceeneseocnwe 44,906 
RUUSG Be GAOINONB s o:056 68s eccceneweee 4,491 
SE FUE 6 56 010/60 6.0. 02 5''0:0's.0:8'6.0' 10,646 
Geisicer, Max, Bird Co.........0.0c6se-6 7,172 
HONSVAL TOK OO hii oise ik ccc cseces ces 5,070 
TLOVO?, Fass ClOY CO. cic vccicciscses 55,478 
CHOPNOR Mares COie cciiccicscccseusie 9,624 
i EN cis loe hale Kae Ga eemaee's 5,512 
Bs Sire RE SOO o's <i seisiere worse bee aes 6,619 
BP. EMER: 06a, ie kee kbe wee sees es 15,150 
Health-O-Quality Products Co..... 41,990 
PHIMICO OF WARCNO. 6.6600 csc ccaccves 17,550 
mome Bullders CUD... 2. 6.060 csices 3,00 
International Fire Equip. Corp.... 7,100 
International Paper Co............ 3,400 
OEE COO 6:5 6.0.5.0 0b.0'K 0b brew eee 08% 18,361 
Jenter Exhibits, ING....6.66.0 506086 1,320 
Johnson, Smith & Co....... 060 38,799 
BeODG. W. ISGHOBE, INC....05650 cece. 6,039 
AE Bo 6 a ee 1,700 
gt 2 a 1,977 
BOROSIGS BITE. COs. isc ccesccccss cee 3,045 
Lancaster & Allwine............... 3,094 
Se I eee vu sali Were oe Viekeee 5,704 
Irving I. MeCathran.........0:.<s. 2,041 
Magnesia Products Co............. 3,780 
DAGIGOR: SOUNGHES 6.0. ccc sc cee ccces 1,742 
DIOUVGL WER. CO. ie esis scnsss caves 2,133 
BABBOM, SOITy Gi. COs cscs ccscawcsse 5,016 
BIOTCMARGINO DIATE oie ccccccsccccvwce 19,760 
RR ir eee 4,888 
PT Be ie 6.50, 5 05.6 pins Os 60m cons 6,621 
Montgomery, Ward & Co........... 379,051 
National Bellas Hess Co............ 151,670 
National Casket Co... 2... 6ccccscs 58,700 
National Sales & Mfg. Co.......... 1,145 
ORE Re ee 20,334 
Palmolive Building. ...:......00.00000 4,600 
Paris-American Pharm. Co......... 55,670 
Ds, So POMC G COCO oe 6 5:0'0:06b vs 00.0 249,380 
Pua. Bila Pood Co... 2.62.2. ciscss 4,819 
Photographers Assoc. of America.. 110,800 
FOnISON’S GITG BOD. 6 66. cic ce ccc 0s 14,453 
POM BEMerD COPD os. 6 o.6 sd cei vewcceee 88,285 
LR ARR i 2 ee re ee re 1,326 
Porter Chemical Co.............csess 10,287 
Postal Telegraph Co... ....0...5...0% 79,800 
Frank Presbrey Co................. 5,230 
Publishers Classified Service...... 18,789 
ET EIB 6.6. 666.0% 068 bd wes. d.wew'y8 wee 10,149 
EVTONG: BHIG, CO. 60 kick occewasooeces 2,975 
URKCY ORCS CO... 6 ksi cc cee cc ccee 10,750 
Radio Corp. of America........... 12,365 
UADOOIIE 205 CO. ooo soes isciacecwcds 3.03 
SVMs he SEY DRIES 65.6: urs eas 0:5 ere bea hs. 15,858 
BEEN Se ORG oe Korn b eee hae eae eeee 13,189 
NS ROMINN oho dinig a nnee'eieinie. syeeoes/asice 4,326 
ONS BSE oe 6 is. a5 bi6'v Heh end wens ae H0% 4,125 
ROVIS=SawWVS? CO... i. 5k kee sce 1,196 
PROVO) ORIOS OO so.6-s.0deieeccetweweinees 1,018 
URIOU UY ROHN 6.56 o.s biac018 vince ewes eames 1,277 
Sears, Roebuck é& Co.............. 213,197 
Seaver-Williams Co................ 13,580 
C. FR. SIMMONS 66.5. ook os oes vice ace eas 4,070 
SPLAtt s POCO. 66s. isccccscewswe ce 1,457 
Micah eet URSA Bisco aio: eleisc Sovetrresacercreat 6,548 
MUP RUSS Ge ICI TAIN 66.5500: cicaies oe 75,709 
Taylor Instrument Cos............ 37,810 
Textile Bag Mfrs. Assn............. 13,800 
Thayer G2 CHARGIEL. oo 666.0.5:0-0.05.0-00: 5,698 
U. S. Realty & Improvement Co... 5,080 
MU EU c AMER MONIT cs 55.5 6-04.65 ne 160-0:8: 0106 2,691 
Bibs WOCOON COs. 66 o.s56 6 ccicseaee's 1,620 
Western Union Tel. Co............ 3,438 
Ty Aa AMINO ao. 60: bse: 01s 6c0 4.4, Mi ove 0-0. 10,650 
SA: S61 rr 2, 
Wilson Chemical Co............... 19,526 
Re Rea NE ENE oo cos A\ 68 in 0b @rscd acdc ee wise 1,85! 
FP. W. WOOlWorth CO... 056 ccs occa 477,700 
WOPIBG, WEG 65h. 5iieieicessesaees 2,5: 
PURE Coy aerate ste nec aca oes ee ores $4,590,054 


CPANG “GOGOL 5 aise cic cece sare $210,381,875 


90,054 
81,875 


M 


AN AGE 


M 


E 


ee! 


‘i ] 
CITY 1929 1928 | Gain or Loss CITY 1929 1928 | Gain or Loss 
IOIIMIONG ..oiccisis es ae enss 48, 184, 138 47, 730, 198 | 453, 940 Gain||Louisville................ 36, 107, 736 35,313,710 794,026 Gain 
BisMiAGHaM «.......66.5.. 62 6 32,183,569 32,640,004 | 456,435 Loss|| Milwaukee 36,779,140 36,303,027 476,113 Gain 
(ee ee 66,396,192 62,186,916 | 4,209,276 Gain}| Minneapolis 36,825,332 34,677,641 2,147,691 Gain 
|. | Nearer gee 41,921,381 41,158,628 762,753 Gain||New Orleans a ‘ 43,534,394 43,208,107 326,287 Gain 
RIN err. 2k ikielare Ss eH 90,451,260 88,115,766 2,335,494 Gain||New York..... .| 181,444,510 173,852,367 7,592,143 Gain 
ot 43,643,705 42,571,977 1,071,728 Gain!|/Oakland. | 28,777,938 28,166,124 611,814 Gain 
MSI MNETIO 5770-4 a liv sive < Oak al 45,150,412 44,893,575 256,837 Gain|}Omaha. oe 21,430,427 21,086,081 344,346 Gain 
COMmmMOUS . ose sess Gs | 38,664,963 39,429,126 764,163 Loss Philadelphia . ry 79,944,447 78,977,048 967,399 Gain 
DE, ons so hn tee a5 eel 34,831,552 32,149,502 2,682,050 Gain|} Providence 34,326,645 33,039,364 1,287,281 Gain 
Des Moines. See re eel 19,106,057 17,486,558 1,619,499 Gain!|Richmond.. . 23,347,496 22,224,146 1,123,350 Gain 
Detroit. eee oe 65,199,134 60,195,562 5,003,572 Gain||St. Louis...... 49,662,760 47,501,980 2,160,780 Gain 
Denver. eer rare os 25,304,964 31,370,917 6,065,953 Loss|/St. Paul... .. 30,459,422 29,264,130 1,195,292 Gain 
RMN oO) 8 dogs ccarwre hie BS | 38,287,224 37,007,082 1,280,142 Gain||San Francisco 49,148,739 44,585,728 4,563,011 Gain 
INGIANODONS 6. ce sinc ees 37.643 622 34,881,082 2,762,540 Gain||Seattle....... 36,086,833 34,995 316 1,091,517 Gain 
Los Angeles....... 4 | 76,234,970 76,700,988 466,018 Loss ‘beacians 51,789,969 50,536,093 1,253,876 Gain 


NEWSPAPER ADVERTISING LINEAGE 


BY 


_ “TOTAL FOR 30° LARGE CITIES 


CITIES 


“BY CITIES AND INDIVIDUAL NEWSPAPERS 


CITY & PAPER 1929 } 1928 | n CITY & & PAPER 7 1929 | 1928 | CITY & PAPER 1929 1928 
ee —— | = 1 = . | ae _ . aes . = 
~ BALTIMORE | | DETROIT (Cont. ) | | ~ OAKLAND 
Sun... . - 15.843 486 15,965,146 || Free Press. . | 15,483 622 15,088,080 1 RVI. 6 kc ce ce 18,282,656 18,184,908 
*Eve. Sun. | 17,649,590 17,449,942 || ?Daily (tab) | 1,554,196 _ |}*Post-Inquirer.. .. . 10,495,282 | 9,981,216 
1American. oral 2,042,443 2,631,723 | { a Ha || ————- -- = | -—~— 
oa, eres 8,471,131 7,648,426 | TOTAL | 65, 199, 134, 60, 195, 562 | TOTAL 28,777,938 | 28,166,124 
*Post . .| 4,177,488 | 4,034,961 DENVER | 
tee nee | News... | 3,624,302 | 8,151,795 || w , OMAHA P 
(1 ee 48,184.138 | 47.730.198 Beat } 1 || World-Herald. .... 13,764,618 12,561,537 
| SIGs oss i »,680,662 | 14,514,804 || 5. News 7.665, ) 
H | il* 8News 5000159 || Bee-News........ 7,665,809 | 8,524,544 
—— || # SPoct | 3°704. i| —$—$_$____|____ 
Age-Herald.......| 8,587,740 | 8,326,540 ||" Ot: -- | Ses 704.159 || Toran........} 21,430,427 | 21,086,081 
News. 17,553,522 17,738.896 | es i LE 
*Post . 6.042.307 6.574.568 TOTAL j 25,304,964 31,370, 917 7 PHILADELPHIA 
. — |] HOUSTON } | Inquirer... .. 18,488,202 | 18,768,355 
TOTAL... 32,183,569 32,640,004 | Chronicle .| 16,538,816 15,567,244 || Record 8,660,076 | 8,477,307 
Post-Dispatch | 14,019,810 13,700,190 Ledger... .. 12,982,837 | 13,344,348 
BOSTON | ||*Press | 7,728,598 7,739,648 ||*Eve. Ledger .| 12,788,149 | 13,202,777 
Herald-Trav...... | 17,876,596 15,868,746 || | |__| *Bulletin _..| 20,799,428 19,260,626 
Globe............] 16,644,712 15,902,906 || Torat. | 38,287,224 | 37,007,082 ||*Sun.... a Ce 166,470 
Post. 14,729,102 13,522,713 || \|*News ...| 6,225,755 5,757,165 
*Record.... 1,636,537 1,627,172 —__- 18.153.135 | 17.264.001 1} ————— } — 
American and Sun | il St 2'600.5¢ atana's i] Tora | 70,944,447 | 78,977,048 
” Sigiegeaaie 7,566,853 7,769,691 || reat See | eee 
“Transcript 7,942,392 | 7,495,688 i mes ee | re | peenenen: | 
ee ee a a |} Journal. ‘ - 10,615,711 10,367,109 
TOTAL. 66,396,192 | 62,186,916 || TOTAL. 37,643,622 | 34,881,082 "Bulletin... 2.) |. ee 15,719,573 14.541,066 
| i| LOS ANGELES | || 4Tribune. 2,849,243 | 3,082,906 
BUFFALO | l| Times... ... .| 22,340,752 | 23,348,948 |l*4News...........| 4,662,628 | 4,487,025 
Courier-Express...; 11,596,489 | 11,145,834 i| Examiner. . : 20,603,870 20,436,262 || Sunday News- 
1. aE Aare 13,171,954 | 13,718,915 ||*Express : 8,937,432 | 9,196,054 || Tribune iT 479,490 561,258 
*News... 17,151,938 16,293,879 |\*Herald.. 16,114,672 | 15,871,534 || —a $= 
- ——!-— ———--||*Record.. . 4,389,140 | 4,581,696 || TorTaL 34,326,645 | 53,039,364 
TOFAL.... 41,921,381 | 41,158,628 |/*News (tab) 3.849.104 | 3.266. 494 
1] $$$ —_____ RICHMOND 
CHICAGO i} TOTAL 76,234,970 | 76,700,988 | News-Leader. . 12,136,670 11,710,062 
be News. eae | Phere i| LOUISVILLE | | Times-Dispz itch . 11,210, 826 . 10,514,084 
deste a yok | Se oe'117 || Courier-Journal 14,508,684 13,922,353 || mp _a—e. 
Herald-Examiner. . 13,790,532 | 12,795,117 | Bavald Dost. 9336-411 | 91130255 || TOTAL | 23,347, 496 22,224,146 
‘ | S we ’ | ’ ’ {| 
Ga ae 5,128,899 | 5,769,942 [lar 12262641 | 12'261.102._ | 
«American. . 14,558,133 | 14,529,489 i eS sisruinwsinl| Semaine’ | ST. LOUIS 
‘Journal... | 2,208,357 | 3,647,874 nae | ~||Post-Dispatch ..| 23,652,160 21,495,880 
WTWINE... 6s csar sos 1,699,326 | ae TT pOrAe 36,107,736 | 35,313,710 || Globe-Democrat...} 13,959,300 | 14,052,900 
canis EN Ee vee ets MILWAUKEE i|*Star.. at 7,782,900 7,859,400 
TOTAL. 90,451,260 88,115.766 Journal..... 19,763,186 18,538,116 || Ti imes. a + 268,400 | 4,093,800 
|} Sentinel . 6,394,903 6,972,178 || $f 
CINCINNATI | gS 2,220,291 2,455,743 | Tora .| 49,662 760 | 47,501,980 
*Post . 10,262,798 | 9,682,070 ||*Wis. News........ 8,400,760 8,336,990 | } 
*Times-Star....... 15,572,004 14,951,860 || -_ $$$ $$$ | —________ ST. PAUL | 
Ber eter 14,209,892 | 14,180,880 || Torar 36,779,140 36,303,027 ||*Dispatch. . ...| 10,565,296 | 9,996,980 
Tribune. ..... 3.599.011 | 3,757,167 | Pioneer ...| 11,413,304 10,590,328 
—— |- | MINNEAPOLIS 0 . |i News. ...{ 8,480,822 8,676,822 
Tora. 43,643,705 | 42,571,977 |] Joon | a. a | ———_——] ~- ————— 
643, | 71, Journal. . 14,763,731 14,192,974 || Tor | “se4se.42 aes 
\|*Star. 7,039,765 6,555,021 | sesh See | nee 
Bony oe omega | || SAN FRANC | 
‘ain Dealer. 17,171,957 17,054,475 | NCISCO | 
News-Leader 11/308:406 | 1213227350 || _ Totat. —— 34,677,641 || Chronicle... .... ..| 12,278,008 | 11,338,824 
*Press. . | 16,670,049 | 15,516,750 || NEW ORLEANS | Examiner. ...{ 18,564,255 | 17,205,928 
I. 3 Times-Picayune .. 18,892,220 18,615,202 5Call-Bulletin. . al 10,090,010 | 8,754,396 
ToTAL | 45.150.412 | 44,893,575 — Gitamiee we ere 10,173,891 9,775,545 \* News . inl 8, 216,376 | 7,286,580 
| { weates. <<. cs: 8,492,828 8,679,090 aii a 
COLUMBUS | | *Tri > 07 " To 9 | 
Dispatch... ...| 20,625,439 | 21,114,379 i oct ee cias nsec Wa oc A ee | 49,148,739 44,585,728 
journa’ ast 6,406,782 | 6,849,216 TOoTAL.. 2: 39 : 
i: “ 11,632,742 | 11,465,531 NEW YORK a alate ou"! ea) 17,658,910 | 17,105,776 
——$$———— | 1 | | 
ToTAL. 38,664,963 39,429. 126 American. aa 12,324,652 12,426,317 | —" seen 11070924 6/326. 187 
| Herald- Tribune. wan 21,044,974 19,707,974 | *6U R ey ee ; 9 i 68.264 
weme AFTON re eee: ee 30,838,954 nion Record. . y Papen Meme er ok 
ease ene tak 1,633, “ kK J orle 2 on | 
Herald 02... 35:| epgeaaae | | Sete llteee Geis ""'| “Deseees | aemeeee Torat | 36,086,833 | 34,995,316 
Journal 7,035,336 | 6,993,378 || News (tab). 12,291,168 10.444.164 
ar *Eve. Graphic... 3.954.210 3,136,768 — | 2 621,881 | 26,951,387 
Tora. 34,831,552 | 32,149,502 || *Eve. Journal...... 14,526,002 14,071,810 — a 73.351,919 | 13798072 
DES MOINES *Eve. Post. 6,206,612 5,559,968 || Eve. Times.......| 7,730,431 | 6,898,993 
bean 8,272,987 | 7,559,959 lag World. bry yer Pig pe Herald .. {| s'876:159 | 5,393,988 
T , , We , 7 7 is 7 
ere 10,833,070 | 9.926.599 ||, Telegram am. aba 5.918.040 5:738.054 || Ve News | _ | _— 
7 | > rooklyn Eagle... 17,492,160 18,506,860 | | - 
TOTAL 19,106,057 17,486,558 uaiive ae  acraue sseeers | ToraL .| 51,789,969 | 50,536,093 
; DETROIT *Standard Union...| 5,211,428 5,035,462 ] 
CWE cas as 32,653,502 30,459,968 ~ —_—_—|—_—_ —|| 
Times. 15.507.814 14.647.514 Torat........} 181,444,510 | 173.852.367 || 


Morning American discontinued April 1, 1928. 
‘Started publication June 3, 1929. 

‘Evening News and Morning Post suspended pub- 
“Compiled by New York Evening Post. 


lication November, 1928. 
4Providence News and Evening Tribune merged 


December 11, 1929. 


5Bulletin merged with Call, August 28, 1929. 
*Union Record suspended publication Feb., 
*No Sunday Edition. 


1928. 
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MAGAZINE ADVERTISING BY INDIVIDUAL MEDIA 


Below is compiled the dollar volume, as computed by National 
Advertising Records, of advertising carried in 1929 and 1928 by 
individual magazines, divided into major classifications. 
totals here given are less than the N. A. R. totals for these re- 


The 


spective years because the original lists were not exactly the 
same. Here comparison is with identical magazines. Most of 
the gain in 1929 over 1928 was made in the last two or three 


months of the former year. 


MONTHLIES 


All Fiction Field.. 
American Mercury... 
Atlantic wermnauned 
Forum.. 

Golden Book... 
Harper's Magazine.. 
Review of Reviews.. 
Scribner’s. 

World’s Work.. 
Quality Group Color. . 
Color Combination.. 


| eee 
FLAT 


American mise Liwike Se eae 
Asia.. : 

Boys Life... 

Child Life.. 

Classic. 

College Humor.. 

Cosmopolitan. 


Parents. 
Photoplay. 


Red Book 
Screenland.. 
Smart Set. 
Sunset. : 
True Confessions. . 
True Romances. 
True Story..... 


Delineator.. 
Farmer's Wife. 


Holland’s. 

Household. . 

Ladies’ Home Journal... 
McCall’s. eee 
Modern Priscilla . 
Needlecraft .. 


People’s Pop. gaggia 
Pictorial Review . ‘ 


STANDARD 


CE ge oe rane Gr are eae aE omnes 
ORNL NOL... kan iawhicis eo buiee oe oes 


eR: cans nav ervosvnsves 
OTR DACUIES eine 0:isie oo se Svea 
re essteesn ay eres eed 


Physical Culture. A uehaeehuth, ober 


BRED cic dehemese Roce eb ebnamn 
ee 


Good Housekeeping............005- 
Harper's eS Rr ea 


People’s Home Journal... esa nee 


1929 1928 
$382,974 $473,289 
189,403 185,131 
421,772 394,240 
212,647 
222,886 194,475 
417,361 374,115 
531,145 356,968 
254,420 223,597 
657,812 430,874 
72,200 
143,400 
$3,506,020 $2,632,689 
5,364,032 5,398,700 
668,394 542,074 
374,248 402,025 
208,620 229,253 
316,064 228,040 
201,998 218,331 
188,441 180,356 
353,907 338,678 
4,611,374 4,155,926 
634,515 653,947 
499,978 391,062 
100,311 
214,911 
961,240 811,226 
507,204 526,591 
1,213,340 1,309,570 
83,514 9,203 
355,127 
172,499 193,696 
150,981 159,308 
489,406 
3,790,506 3,297,597 
$21,460,610 $19,125,583 
5,402,022 4,429,630 
1,003,825 977,977 
12,298,200 10,178,670 
1,986,567 1,627,414 
800,123 699,168 
1,378,709 1,177,410 
16,306,651 16,603,340 
7,591,294 7,235,488 
810,088 835,274 
578,394 650,832 
314,982 695,591 
865,732 696,805 
6,508,390 6,565,910 


1929 1928 
WOMEN’S— (Continued) 
Vogue. cpawer 3,764,332 3,025,273 
Woman's Home Companion... ates 9,400,049 8,666,529 
Woman’s World.. Pe 1,040,251 1,108,369 
PEO su atawiwi ew ie save ears $70,049,609 $65,173,680 
GENERAL AND CLASS 
American Golfer.. , 141,375 96,131 
American Home. . 1,137,558 355,152 
Arts & Decoration.. eet a) 6,132 422,756 
Better “aaa & Gardens........... 2,690,788 2,152,841 
Columbia.. if aiiatecels 12,056 175,604 
Country Life. . Re ee tee 680,373 502,029 
Field & Stream............00.0000- 338,002 316,026 
REGS MUNGOROUOO 6 5 sis.ce s a:'5.0.06'0.6.05,:008 106,907 
PEGUSR CHORNIUICOEL 6-6-0 do-6-6 55 6'0 eens 08 1,234,447 960,680 
House & Garden.. 2,768,515 2,437,161 
Mentor. . 61,559 42,307 
Nation’s Business. . 1,907,944 1,313,994 
National Geographic... 2,107,050 1,912,484 
National eieeneeen 195,592 188,805 
Nature. 67,046 
Normal Instructor... 293,311 298,343 
Outdoor Life. piers ater aa eaies ree 203,940 224,115 
Popular Mechanics. ............... 1,380,578 1,320,797 
Popular Science.. 821,278 89,935 
Radio News. 232,376 344,820 
Scientific American .. ie sin warmed 91,870 102,906 
Science & Invention............... 130,619 131,182 
Theatre.. oe 208,020 183,964 
Travel. - 85,471 75,462 
Vanity Fair.. 4,122,757 949,943 
Total.. $18,685,567 $15,197,437 
WEEKLIES 
AND SEMI-MONTHLIES 
American Lee a ee er: 7,659,439 6,221,280 
ee —_— sbtnats aie ™ 42,362 346,629 
Collier’s. Sr rr 8,043,231 4,590,235 
Forbes.. 15,808 38,883 
Judge 420,731 324,520 
Liberty 6,146,863 8,702,475 
Life.. 792,993 760,699 
Literary ‘Digest. 8,861,799 8,009,722 
Outlook. . 134,632 134,965 
Pathfinder. . ccaits) arateiste 395,876 
— Eve ening Post. ahah 52,592,112 48,600,854 
Spur.. ; See 779,292 723,396 
Time.. 1,881,502 803,300 
Town & ‘Country. 628,846 528,173 
PRN oo rcs nna celpncreendueimarorecate $89,395,486 $80,285,131 


Magazine advertising recorded by N. A. R. 
here in totals by industries, ranked according to volume. 
With a single exception the advertising expenditures in the 
several industries listed during 1929 exceeded correspond- 


ing expenditures for 1928, though, 


creases were small. 


the year to $203,776,000. 


MAGAZINE ADVERTISING BY INDUSTRIES 


is compiled 


in some cases the in- 
There was a total gross gain of over 
$18,000,000, however, bringing the total amount spent during 


MAGAZINE ADVERTISING (In Thousands of Dollars) 


BY MONTHS FOR 1929 ’ 
1929 1928 Jan. Feb. March April May June July ug. Sept. Oct. Nov. Dec, ] 
Drugs & Toilet Goods......... 35,054 30,032 1,832 2,876 S\tst 3,574 3,088 2,917 2,921 2,431 2,720 3,351 3,445 2,961 : 
Foods & Food a pais woes 27,186 27,284 1,726 2,530 2,451 2,485 2,246 2,161 1,799 1,645 2,063 2,848 2,827 2,401 
Automotive. ; scheae 26,343 22,937 1,361 2,150 2,093 2,671 2,671 2,503 2,591 1,919 2,192 2,114 1,959 2,114 
House Furnishings he hia te epee 19,554 17,999 1,042 1,341 De i fi | 2,185 1,984 1,662 1,160 763 1,570 2,162 2,118 1,790 
Building Materials.....:.......] 10,478 9,816 486 821 967 1,309 1,105 924 728 628 930 1,057 928 579 
Housekeepers’ Supplies......... 9,212 8,721 521 642 799 1,050 998 804 724 608 993 818 751 498 
Clothing & Dry Goods.......... 7,733 71,009 366 485 733 835 713 702 505 311 722 939 848 567 
Travel & Amusement.. 7,141 6,231 674 568 665 782 791 644 484 301 322 460 645 798 
Stationery & Books. 6,121 5,676 503 504 502 438 360 422 313 255 436 726 772 884 . 
Radios, Phonos. & Mus. Instr. . 5,617 5,384 508 372 373 328 245 235 295 309 456 739 865 916 
Cigars, Cigarettes, Tobacco.. 5,581 5,220 452 413 460 566 419 423 498 404 469 456 495 520 
ewelry & Silverware. 5,307 4,950 355 176 256 398 512 658 340 135 276 649 674 872 “ 
orting Goods.. 4,281 3,886 253 162 217 407 500 577 647 285 297 363 260 306 
nfectionery, Soft ‘Drinks . 4,142 3,722 222 274 337 355 412 424 441 366 385 323 319 278 } 
Financial & Insurance.......... 3,896 2,969 273 304 296 360 347 358 343 263 290 363 335 359 E 
Lubricants, Petroleum.......... 3,685 3,317 214 243 226 415 319 386 358 321 340 274 258 326 I 
Shoes, Trunks & BAGS. 6c 3,544 3,503 197 166 276 See 367 387 198 108 282 394 400 392 A 
Office Equipment... ; 3,501 2,705 290 251 284 339 330 314 295 203 196 339 291 364 Cc 
Schools, oem Corres. Courses..| 3,461 S272 346 409 355 270 230 208 215 231 273 320 334 264 I 
Paints & Hardware. ae 2,914 3,675 92 103 244 394 549 366 192 83 169 296 296 124 F 
Machinery & Mech an. » Supplies os 2,753 2,309 164 220 278 313 238 250 205 183 203 226 276 191 S 
Garden. :s ak 1,729 1,268 139 245 326 262 184 130 94 81 91 60 52 57 a 
Miscellaneous .. 4,534 2,791 182 437 384 326 722 289 280 229 376 460 421 423 N 
bani os H 
Pio cetvecesnckccessaiewe 203,776 185,205 12,219 15,706 17,438 20,444 19,310 17,756 15,436 12,075 16,062 19,749 19,582 17,993 € 


n- 


ang 


SALES MANAGEMENT 144E 
> = e +. e _ es 
*Showing Dollar Volume Carried By Individual Publications in 1929 
TOTAL || TOTAL |AMERICAN| CAPPER’S | COUNTRY |  FaRM ma | Oe 
1928 1929 | FARMING | FARMER MEN | FIRESIDE | JOURNAL | papminG 
iuicenetics Industry... és bs teteccaccanccslle Rekauene Ie anlGeare le 4,740 |$ 376,673 |$ 1,445,780 |$ 142,712 |¢ 113,733 |$ 284,658 
Building Materials. Weinewaeneuens 731,695 677,036 7,160 63,265 195 82,104 67,893 156,660 
Cigars, Cigarettes & Tobacco. . ‘. 289,802 243,141 ‘warmaaie 52,704 25,837 76,300 88,300 ‘cea 
Clothing and Dry Goods. 195,002 196,126 3,340 25,649 82,215 22,132 28,080 34,710 
Confectionery & Soft Drinks. . ad eae wn ene 86,315 108,128 70 4,050 78,425 6,3 11,195 8,088 / 
Drags and Toilet Goods... . . ss... 6c sececsceces 594,010 670,773 87,663 96,504 157,001 89,388 140,539 99,678 
Financial and Insurance... ..oc cc cess cc ccccces 19,518 26,182 1,715 2,145 2,999 2,202 4,43 12,690 
Foods and Food Beverages. . 833,862 856,014 |. wales 125,925 330,432 108,798 135,369 155,490 
Garden. ee uche Reine wale 388,119 326,820 12,080 11,664 155,404 37,722 63,661 46,289 
House Furniture and Furnishings Pere eer e 832,245 905,215 17,210 89,498 528,175 80,042 93,598 96,692 
pbc toc td GG SUVCEWATO ccc cis da cess coeewus 106,513 100,482 13,840 11,551 44,802 10,236 7,475 12,578 
ubricants & Pet. Products. . pee nKtia we news 371,538 460,761 3,890 48,018 169,060 25,770 63,303 150,720 
Machinery & Mech. ‘Supplies. . Pore ree corer 1,838,966 1,437,227 25,150 184,348 685,773 132,302 169,388 240,266 
Office Equipment.. meets 3,245 5,691 450 216 1,491 2,088 78 660 
Paints & Hardware.. 137,072 104,634 1,110 3,158 65,238 5,562 16,348 13,218 
Radios, Phonos. & Mus. Inst’ s. rere ey ee 521,854 321,931 14,120 49,041 177,854 23,300 28,084 29,532 
Schools, Camps & Corr. CI: goss Siwa-sacuns 53,170 97,631 7,720 12,706 15,945 8,842 29,234 23,184 
Shoes, Furnish. Trunks & — an aeaivate Shade 174,427 167,402 375 4,668 87,421 1,638 34,810 38,490 
Soaps & House sins ie 178,131 130,155 1,230 1,614 28,477 5,400 47,114 46,320 
Sporting Goods.. 209,055 246,826 4,425 42,827 90,787 32,876 39,989 35,922 
Stationery & Books. . 95,977 66,741 8,020 9,151 26,370 4,890 9,442 8,868 
Travel & Amusement... Sr ee ree ee 130,060 152,063 6,175 22,446 43,525 14,492 24,679 40,746 
Miscellaneous........-....... earuvee Cees cae 611,069 1,125,149 97,855 97,655 373,839 135,734 215,270 204,796 
(0) rere rrr rrr cree ei Toe $10,794,424 |$ 318,338 |$ 1,335,476 |$ 4,916,804 |$ 1,050,830 |$ 1,432,721 |$ 1,740,255 
*Names and Expenditures of Advertisers Who Took as Much Space as $25,000 in 1929 
TOTAL TOTAL 
PARENT SUBSID- PARENT SUBSID- 
COMPANY IARY COMPANY IARY 
General Motors Cae. .-1$ 599,756 Goodyear Tire & Rubber Co., Inc.. $ 104,550 
AC Spark Plug Co.. ; $ 6,750 || United States Rubber Co.. 7 
Buick Motor Co. Swift & Co. . team 98,970 
PACH Ca: MEATOUOULG 0.6 655.6 00 see te os wesw csiaes 85,200 || Congoleum- Nairn, Inc... 94,200 
Pte Orr sree ness os ose seen crecens 105,600 Armstrong Cork Co........ wuhgadesedweued ans 90,000 
Se Co.. 77,766 || Radio Victor Corp. of I fessicavakdstexaaees 81,303 
Ethyl Gasoline Corp. . OMT WD tals Bite © ans cc oe a voce ce cca cece deduce cuxs 73,097 
Fisher Body Corp. GOGGO WGe DEGtar Cae Cee csc ccceieeciecccenccceeucs:s 72,000 
General Motors Teadk Co. Pe S72G@ | Cromieg MOGs COR ecg civ ccscendcceddcwcssccaews 69,169 
Institutional. . Ctr ere re 68,020 |] Gillette Safety Razor Co............ccccccccccces 65,770 
Oakland Motor Car Co. We CG ee eo 59,685 
Oakland & —: { 45,000 || Atwater Kent ANON bass vedeceesucwecnncenes 58,647 
Olds Motor Works... \ 16,600 |} Kelly-Springfield Tire Co.................22-000- 56,400 
General Foods Corp.. 328,793 RU AIINO ER, veda tend aenisaecdeewecadeecacwes 55,450 
Calumet Baking Powder Co.. 48,503 |} Timken Roller Beasing Co... ... 2. cccccccccces: 54,000 
Certo Corp 49,610 || American Tele. & Tele. Co. & Assoc. Co.’s........ 52,884 
Diamond C Crystal Salt Co.. 1,800 || Montgomery Ward & Co...........ccccccceceees 48,291 
Igleheart Bros., Inc. . 11,600 |} American Radiator & Standard Sanitary Corp. 45,700 
Jell-O Co., Inc.. 29 GOO li Pillebury Picts Mite Co. 4 o. 5. ccc cnecesccsces 42,800 
Maxwell Products C ©o. Tne. 27. S0e: lh Chananion Seat Fite COs occ sc cc cccccscsessscs 40,840 
Postum Co., Inc.. , F C G5: 750) Il Nasle Macheet Coe: ois ccc cisinencwaancedceucesud 39,272 
Ford Motor Co.. 211,600 MOMONBCRE: “cdrbcrwudeateadadaucyeeddekweneke 38,840 
Lambert Pharmacal Co.. a aire ec erra ears 210,300 Sterling Products es Panne sarcwadwendeeteeews 38,245 
Inter’l Harverster Co. of America, Inc.... 209,523 OGGE CONE idiccke dee cutieeenecedeusvaes ("eae 
Willys-Overland, Inc. . esiaca 204,300 Phillips, Chas. H , Chemical CMiitedsacuinandeas 15,366 
INNER OPN OO ooo hi dig Sidi ov. Gv.d awe ao eww ede 197,040 Wells & Richardson Co., MO oacccwencadecnwes { 9,586 
PEG NOME WEIS: y 66.6 608 aha cere able sieed-ce eels 17,400 I} Reynolds, Bh. F., Tobaced Co. cc... co ccc cscccciee: 35,600 
Mother’s Oats Co.. 65,030 |} Brown & Williamson Tobacco CONS a a5 c:cas cxass 34,180 
Quaker Oats Co.. | BIGGIG Th COUR OR WONG Oe Si ide cecscadscucdscouceues 32,400 
Liggett & Myers Tobacco Co. 188,449 \WEGHNM ONO es oe eras ccndceswadensecawedeege 32,400 
Chrysler Motor Corp.. ? 165,200 Stewart-Warner Speedometer Corp. ............ 31,860 
ee Motor Corp... My Ai Be CB ee re ener 29,392 
De Soto Motor Co.. ae ol BO £8 eee eee 29,183 
Dodge Bros., Inc. . t ZRTOP RC rrtme CameW CG, ices cecavcticcanaccsducoass 29, 
Union Carbide & Carbon Corp... oe 160,850 RM OENOC CM c.wnuvercédasnesdecccavamecus 28,550 
National Carbon, Inc.. poe { SA PCN re iiveneusdtsseaacecssccousceuass 28,200 
Carbide & Carbon Chemical Corp. . SOSOP TE Pattna MOtOn Car CORR oa ois co cc hhc cece wncecvans 27,000 
Texas Co.. Bas a 141,250 Paramount Famous Lasky Corp.................- 27,000 
Firestone Tire & Rubber Co.. 139,600 Wheeling Corrugating Co... 0... 0c. cc ccscwceees 26,958 
Hudson Motor Car Co.. 125,750 Mohawk Carpet Mills, Inc. . 0... sc ccccccccceens 26,380 
Goodrich, B. F., Rubber Co.. 114,900 General Tire @ HabheF CG. oceiceseccsvccewens 26,050 
*Comparative Amounts Spent in 1929 and 1928 
1929 1928 1929 1928 
Radios, teas & Musical Instruments......|/§ 3,732,216 |$ 2,081,775 ||Shoes, Shoe Furnishings, Trunks & Bags.......... $ 367,293 |$ 190,135 
Foods and Food Beverages........-.0eeeeeeeeees 2,025,176 773,476 Clothing MP RIN OMB acti guy ccenteveanedunnae 315,179 61,787 
BIPUiS CB HONEE GOONS 4 660 c ie 5 6 cic cicerccucevaes 1,930,562 977,552 ||Soaps & Housekeepers Supplies...............4.- 238,372 182,148 
Pi RS Rt TE ae pen eg ee 1,720,803 1,249,000 liButiding Materials . oi... ccc cccccccccccccccccccs 233,704 42,144 
Cigars, Cigarettes & Tobacco.................... 1,348,502 387,030 ||Paints and Hardware.............-.ece cee eceeee 151,600 28, 
Lubricants & Petroleum ES cnnceeuncenaves 161,439 Be es Se ore 75,893 44,500 
Mitancial Go InSUranCe s.« <6. ccccccdcccceiccscens« 923,377 656,147 RING REINO oi oe cera av eae d daleawaanesesa 43,626 22,760 
PRICE Or HOON cen cc coudiccdcccccccedecned 886,906 602,478 ||Jewelry & Silverware .......... 0. ccc eee cece eee 41,120 596 
EBON Ce MINUCIINORE i ccc code cecccseesecieee es 866,906 PMO faaai oc ascueen Keaecnorkave cui acdeeea wl 936 4,748 
Machinery & Mechanical Supplies............+0+- 592,947 RC eaeee | PMBUNCOIINIONEE o 6.5. 26 haa ck 55 6a este da We aviedaeaees 1,118,566 1,407,023 
House Furniture & Furnishings. .........0.000008 581,326 409,589 
Confectionery & Soft Drinks.........cceseeeeeees 563,984 701,164 TRUNANS accinnaka dara eee aol satan uae $18,720,433 | $10,292,496 


*Compiled from N. A. R. 
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$050, 000,000 


j—————_ is the official figure for 

———<« the amount spent in the 

——— United States within the last season of eight months, 
j————_ on ART and ANTIQUES. 

———= The greater part of this market— 

i the most powerful purchasers in America— 

———=—==s_ «is covered by the nationally 

j————_ authoritative magazine in the field— 


——— THE ANTIQUARIAN—the ideal 


i—————=«_ medium for this luxury market. 


PLACE YOUR QUALITY ADVERTISING 
WHERE THERE Is MONEY TO BUY 


ANTIQUARIAN 


Edited and Published for the cultured American 


420 LEXINGTON AVE. 
NEW YORK 


ws 8A limited circulation 


——=s gmong people of wealth 


Member of Audit Bureau of Circulations 
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In other volumes and through certain services, efforts have 
been made to supply interested parties with information re- 
garding important advertisers, particularly with respect to the 
advetising agency used and the one or two individuals in the 
company who are most concerned with advertising. 

Whether it be for the possible sale of advertising, or for 
the sale or negotiation of other things, it is generally im- 
portant to know as much as possible about the company 
from whom the business is being solicited. 
we have therefore gathered data from several sources—some 
of which sources were designed to serve the advertising and 
publishing fields directly, but others of which were conceived 
primarily to serve financial interests, including investors. 

We want, in particular, to acknowledge the help received 


DATA ON SOME LEADING ADVERTISERS 


In this section 


from the following: Standard Statistics, Poor’s Directory of 
Directors, and National Advertising Records. 
to thank the officials of some of the individual companies 
for their direct cooperation. 

The companies here included were selected because of their 
very large national advertising appropriations, and because 
they ‘are listed on the New York Stock Exchange, which 
means relatively better information is available about them 
and their activities. 

If our first year’s effort along this line wins a reasonable 
amount of interest on the part of the users of this reference 
book, it is our intention to enlarge this section very mate- 
rially and to improve in every practical way upon the 
quantity and character of the content. 


We also want 


American Radiator & Standard 


Sanitary Corp. 


LINES AND PropDucTs—This company 
specializes in heating and plumbing 
fixtures and specialties. 

SALES AND Prorrts—Building fell off 
rapidly in 1929 due to high interest 
rates. Consequently this company ex- 
perienced a smaller volume of sales 
although it was $144,582,874. The net 
profit was $20,012,171.36 representing 
13.85 per cent return per dollar sales. 

EXPANSION—In April, 1930 the Murray 
Radiator Co., makers of copper radi- 
ators, was acquired. Prices were low- 
ered in June about 10 per cent on boil- 
ers and 17 per cent on bathroom fix- 
tures. 

PERSONNEL, ETC.—Total assets as of 
December 31, 1929 were $226,804,489.00. 
The company has 38 factories in the 
United States, Canada and Europe and 
has the following ‘subsidiaries: Locke 
Pattern Works, Thomas Maddock’s Sons 
Co. (vitreous china plumbing fixtures), 
Kewanee Boiler Corp., Fox Furnace Co., 
C. F. Church Mfg. Co. (plumbing spe- 
cialists), American Blower Corp., Camp- 
bell Metal Window Corp., Voightmann 
Metal Window Corp., Detroit Lubrica- 
tion Co., Talleres Roca (Spanish Corp.). 

The principal officers are: C. M. 
Woolley, chairman of the board; T. 
Ahrens, president; C. H. Hodges, vice- 
president; James P. Moonan, advertis- 
ing manager. 

The directors are: Clarence M. 
Woolley (chairman), Theodore Ahrens* 
(president) , Rollin J. Hamilton* (secre- 
tary and treasurer), Francis D. Bartow* 
(partner J. P. Morgan & Co.), Charles 
M. Parker, Jackson E. Reynolds* (First 
National Bank of the City of New York), 
all of New York City; E. L. Dawes, 
George Pick* (George Pick & Co.), both 
of Chicago, Ill.; Charles H. Hodges* 
(vice-president) , Detroit, Mich.; W. C. 
McKinney, Henry M. Reed, both of 
Pittsburgh, Pa.; John L. McKinney, 
Titusville, Pa. 

ADVERTISING—The Blaker Advertising 
Agency handles the account. 1930 ap- 
Propriation is between $750,000 and 
$1,000,000. In 1929, $693,000 was spent 
Mm national magazine advertising, $45,- 
700 in farm papers, and $50,000 in news- 
papers. In addition $19,500 was spent 
for the first time in radio. 

*AHRENS, THEODORE, President & Dir. 
Standard Sanitary Manufacturing Co., 
Pittsburgh, Pa.; Pres. & Dir. American 
Radiator Co., Pres. & Dir. American Radi- 


ator & Standard Sanitary Corp., Dir. Lib- 
a Insurance Bank, Dir. Louisville Title 


*HAMILTON, ROLLAND J., Vice-President 
Secretary, American Radiator Co., Dir. 
sman Corp., Dir. Bronxville Trust Co., 

V. P. & Trustee John B. Pierce Foundation. 


*BARTOW, FRANCIS D., Dir. American 
Radiator & Standard Sanitary Corp., Part- 
ner, J. P. Morgan & Co., Partner Drexel 
& Co., Philadelphia; Dir. Johns-Manville 
Corp., Dir. Montgomery Ward & Co., Dir. 
United Electric Securities Co., Dir. Corn 
Exchange Bank & Trust Co., Dir. Home 
Life Insurance Co., N. Y. C. 

*REYNOLDS, JACKSON E., Dir. American 
Radiator & Standard Sanitary Corp., Pres. 
& Dir. First National Bank of City of N. Y., 
Pres. & Dir. First Security Co., Chrm. of 
Board & Dir. Lehigh & Wilkes Barre Coal 
Co., Chrm. of Board & Dir. Lehigh & Wilkes 
Barre Corp., V. P. & Dir. New Jersey Gen- 
eral Security Co., Dir. N. Y. Central RR. 
Co. & Affiliated Lines, Dir. Southern Ry. 
Co., Dir. National Biscuit Co., Trustee, Co- 
lumbia University, Dir. Southern Pacific 
Co., Dir. Montgomery Ward & Co., Dir. 
Tide Water Associated Oil Co., Pres. N. Y. 
Clearing House Asso’n. 

*PICK, GEORGE, Dir. American Radiator 
Co., Pres. George Pick & Co., Chicago, I1l.; 
Dir. Union Trust Co., Chicago, Ill.; Dir. 
Bernard-Hewitt & Co., Pres. & Dir. National 
Securities Investment Co., Pres. & Dir. 
Metropolitan Industries Co. 

*HODGES, CHARLES H., Dir., Member 
Exec. Comm., Ist V. P., American Radiator 
Co. and Standard Sanitary Corp., Chrm. of 
Board & Dir. Detroit Lubricator Co., Dir. 
National Bank of Commerce of Detroit, 
Pres. & Dir. Henry C. Hodges Realty Co., 
Dir. Grand River Avenue Development Co., 
Trustee, Henry C. Hodges Trust, Dir. Union 
Trust Co., Dir. Union Commerce Invest- 
ment Co., Dir. American Industries Corp. 


American Telephone 


& Telegraph Co. 


LINES AND Propucts—This is the 
world’s largest public utility company 
and js also the controlling factor in 
properties, forming together the leading 
business enterprise. Of the total of 
34,500,000 telephones in the world at the 
end of 1929, the United States had 59% 
or about 20,355,000. Of this number 
more than 20,000,000 were inter-con- 
nected in and with the Bell System, 
and more than three-fourths were 
owned by the Bell Company. The 
American Telephone and Telegraph Co. 
owns about 31% of the capital stock of 
the Bell Telephone Co. of Canada, and 
about half interest in the Keywest- 
Havana Cable. Bell lines have been 
connected with those of Canada, Cuba 
and Mexico, while with the recent de- 
velopment of trans-oceanic telephon- 
ing, it was possible at the end of 1929 
to reach 86% of the world’s telephones 
from any Bell system telephone. Ship 
to shore telephone communication has 
been introduced. Communication with 
aeroplanes is being developed. The 
American Telephone and Telegraph Co. 
owns practically all the capital stock 
of the Western Electric Co. which 
makes the Bell System instruments and 
equipment. Electric Research Products 
was formed to promote the use of 
many of the Bell telephone inventions, 


such as talking motion pictures, high 
speed submarine telegraph cables, and 
the manufacture of phonographs and 
records. 

SALES AND Prorits—Net income for 
1929 was $166,189,758 compared with 
$143,170,491 for 1928. $12.57 per share 
of capital stock was earned in 1929 
compared with $11.10 in 1928. Net op- 
erating revenue for the first four 
months of 1930 was $12,936,414 com- 
pared to $14,077,750 for the same period 
in 1929. 

EXPANSION—AIl] signs point to steady 
further expansion. Western Electric 
sales reached the new high of $411,- 
000,000 or 43% over 1928. Electric Re- 
search Products is of great importance 
in its own field although its earnings 
cannot be a material factor in an enter- 
prise as large as the Bell System. The 
list of subsidiaries is as follows: New 
England Telephone & Telegraph Co., 
Southern New England Telephone Co., 
New York Telephone Co., New Jersey 
Bell Telephone Co., Bell Telephone Co. 
of Pennsylvania, Diamond State Tele- 
phone Co., Chesapeake and Potomac 
Telephone C., Chesapeake and Potomac 
Telephone Co. of Baltimore, Chesapeake 
and Potomac Telephone Co. of Virginia, 
Chesapeake and Potomac Telephone 
Co. of West Virginia, Southern Bell 
Telephone and Telegraph Co., Ohio Bell 
Telephone Co., Cincinnati and Sub- 
urban Bell Telephone Co., Ohio Bell 
Telephone Co., Michigan Bell Telephone 
Co., Indiana Bell Telephone Co., Wis- 
consin Telephone Co., Illinois Bell Tel- 
ephone Co., Northwestern Bell Tele- 
phone Co., Southwestern Bell Telephone 
Co., Mountain States Telephone and 
Telegraph Co., and Pacific Telephone 
and Telegraph Co., Bell Telephone Lab- 
oratories, Inc., Bell Telephone Securities 
Co., Bell Telephone Co. of Canada, 
Cuban American Telephone and Tele- 
graph Co., Western Electric Co., Inc., 
195 Broadway Corporation, 205 Broad- 
way Corporation. 

PERSONNEL, ETC.—Total assets of the 
Company as of December 31, 1929 were 
$2,477,023,551. The principal officers of 
the Company are: Walter S. Gifford, 
President; N. T. Guernsey, John J. 
Carty, Edward K. Hall, E. S. Wilson, 
Bankcroft Gherardi, C. M. Barcelen, 
F. B. Jewett, C. P. Cooper, A. W. Page, 
R. W. Devonshire, R. W. Curran, Vice- 
Presidents. T. G. Cook is advertising 
manager. 

The directors are: James S. Alexan- 
der (Chairman of Board of Guaranty 
Trust Co), George F. Baker (* First 
National Bank), George F. Baker, Jr. 
(* First National Bank), Charles P. 
Cooper (* Vice-pres.), New York. W. 
Cameron Forbes (* J. M. Forbes & Co.), 
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George P. Gardner (* Old Colony Trust 
Co.), Boston. Walter S. Gifford 
(* Pres.), N. Y. David F. Houston 
(* The Prudential Insurance Co. of 
America), Henry S. Howe (* Lawrence 
& Co.), N. Y. John W. Davis, (* Davis, 
Pokl, Wardwell, Gardiner & Reed). 
Edward E. Loomis (* Lehigh Valley RR. 
Co.), N. Y.; Arthur Lyman (* Old Col- 
ony Trust Co.), Jeremiah Smith, Jr. 
(* Member of Corporation and Fellow 
of Harvard University), Thos. N. Per- 
kins (* Ropes, Gray, Boyden & Perkins), 
and Philip Stockton (* Old Colony 
Trust Co.), Boston; Eugene V. R. 
Thayer (* Chase National Bank), and 
Daniel Willard (* Pres. of The Balti- 
more & Ohio RR. Co.), Baltimore, Md.; 
Myron C. Taylor, (* Chairman Finance 
Committee, U. S. Steel Corp.), N. Y.; 
and Owen J. Roberts (* Roberts & 
Montgomery), Philadelphia, Pa. 


ADVERTISING—The 1930 appropriation 
is between $750,000 and $1,000,000. The 
account is handled by N. W. Ayer & 
Son, and Newell-Emmett. In 1929 the 
A. T. & T. Co. spent $951,229 in maga- 
zine advertising. 


*GIFFORD, WALTER S.—Pres. & Dir., 
American Telephone & Telegraph Company, 
195 Broadway, New York City. (Residence): 
39 East 65th St., New York City. First 
National Bank of New York City, Dir. As- 
sociated Telephone Companies of Bell Sys- 
tem, Dir. American Surety Co., Trustee. 
U. S. Steel Corp., Dir. 


* COOPER, CHARLES P.—V-P. & Dir., 
American Telephone & Telegraph Co., 195 
Broadway, New York City. (Residence): 
25 East 86th St., New York. City. Bell Tele- 
phone Co. of Pennsylvania, Dir. Ohio Bell 
Telephone Co., Dir. Indiana Bell Telephone 
Co., Dir. MIllinois Bell Telephone Co., Dir. 
Cuban American Telephone & Telegraph 
Co., Dir. New Jersey Bell Telephone Co., 
Dir. The Pacific Telephone & Telegraph 
Co., Dir. The Mountain States Telephone 
& Telegraph Co., Dir. Diamond State Tele- 
phone Co., Dir. New York Telephone Co., 
Dir. The Bell Telephone Co. of Canada, 
Dir. Guaranty Trust Co. of New York, Dir. 
Southern New England Telephone Co., Dir. 
French American Banking Corp., Dir. The 
Railroad Club of N. Y., Dir. 


*LOOMIS, EDWARD EUGENE—Pres., 
Mem. Exec. & Finance Comm. & Dir. (ex 
officio), Lehigh Valley RR. Co., 143 Liberty 
St., New York City. (Residence): 907 5th 
Ave., New York City. American Telephone 
& Telegraph Co., Dir. General Reinsurance 
Cc Lehigh & New York RR. Co., 

Lehigh Valley Harbor Ter- 
minal Ry. Co., Pres. & Dir. Lehigh Valley 
RR. Co. of New Jersey, Pres. & Dir. Lehigh 
Valley Railway Co., Pres. & Dir. N. Y. & 
Middle Coal Field RR. & Coal Co., Pres. & 
Dir. Blackwood Water Co., Pres. & Dir. 
Centralia Water Co., Pres. & Dir. Beaver 
Meadow Water Co., Pres. & Dir. Citizens 
Water Co. of Tremont, Pres. & Dir. Delano 
Water Co., Pres. & Dir. Denison Township 
Water Co., Pres. & Dir. Drifton Water Co., 
Pres. & Dir. Diamond Water Co. of Hazle- 
ton, Pa., Pres. & Dir. Hazleton Water Co., 
Pres. & Dir. Locust Mountain Water Co., 
Pres. & Dir. Oneida Water Co., Pres. & Dir. 
Tomhicken Water Co., Pres. & Dir. Wyo- 
ming Valley Water Supply Co., Pres. & Dir. 
Wright Township Water Co., Pres. & Dir. 
Consolidated Real Estate Co., Pres. & Dir. 
Pioneer Ral Estate Co., Pres. & Dir. United 
Real Estate Co., Pres. & Dir. Bay Shore 
Connecting RR. Co., Pres. & Dir. Mark 
Twain Co., Pres. & Dir. Delaware, Susque- 
hanna & Schuylkill RR. Co., Pres. & Dir. 
(ex Officio). Easton & Northern RR. Co., 
Pres. & Dir. (ex officio). Loyalstock RR., 
Co., Pres. & Dir. (ex officio). Montrose RR. 
Co., Pres. & Dir. (ex officio). 
N. Y. Canal & R.R. Co., Pres. & Dir. (ex- 
Schuylkill & Lehigh Valley RR. 
Co., Pres. & Dir. (ex officio). Buffalo Creek 
RR. Co., Mem. Exec. Comm. & Dir. Great 
Northern Ry. Co., Mem. Exec. Comm. & 
Dir. The Ironton Railroad Co., Mem. Exec. 
Comm. & Dir. Lehigh & Hudson River Ry. 
Co., Mem. Exec. Comm. & Dir. West Vir- 
ginia Coal & Coke Corp., Mem. Exec, 
Comm. & Dir. American Can Co., Dir. 


Buck Run Coal Co., Dir. Community Ser- 
vice, Inc., Dir. Highland Coal Co., Dir. 


National Storage Co., Dir. Packer Coal 
Co., Dir. Phillips Petroleum Co., Dir. 
Playground & Recreation Assn. of America, 
Dir. War Camp Community Service, Dir. 
Brighton Marine Repair Yard, Mem. Exec. 
Comm. American Surety Co. of New York, 
Trustee. Samuel L. Clemens Estate, Trus- 
tee. New York Trust Co., Member Advisory 
& Exec. Comm. & Trustee. Packer Hos- 
pital (Sayre, Pa.), Trustee. Junior Mer- 
cantile Co., Mem. Exec. Comm. & Dir. Ohio 
River Co., Mem. Exec. Comm. & Dir. Ful- 
ton Trust Co. of N. Y., Dir. General Alli- 
ance Corp., Dir. St. Luke’s Hospital, Mem. 
Bd. of Mers. 


* HOWE, HENRY SALTONSTALL—Room 
843, 53 State St., Boston, Mass. (Resi- 
dence): 165 Ivy St., Brookline, Mass. Amer- 
ican Telephone & Telegraph Co., Dir. Nat- 
ional Shawmut Bank, Boston, Mass., Dir. 
Shawmut Corp., Dir. Pacific Mills, Dir. 
Merrimack Manufacturing Co., Dir. Mas- 
sachusetts Hospital Life Insurance Co., Dir. 
Guarantee Co. of North America, Dir. Prov- 
ident Institution for Savings, Trustee. 
Peter Bent Brigham Hospital, Trustee. Hu- 
mane Society of Massachusetts, Trustee. 
St. Luke’s Convalescent Home, Trustee. 
Chickering Trust, Trustee. 


* ROBERTS, OWEN J.—Partner, Roberts 
& Montgomery, Attys., 1421 Chestnut St., 
Philadelphia, Pa. (Residence): 1827 De 
Lancey St., Philadelphia, Pa. Board of 


Directors of City Trusts of Philadelphia, : 


Dir. The Equitable Life Assurance Society 
of U. S., Dir. Franklin Fire Insurance 
Co., Dir. The Bell Telephone Co. of Penn- 
sylvania, Dir. The Ridge Avenue Passenger 
Railway Co., Dir. 


* TAYLOR, MYRON C.—Pres. & Dir., 
Myron Taylor & Co., Inc., 120 Broadway, 
New York City. (Residence): 16 E. 70th 


. St.. New York City. First National Bank 


of New York, Dir. First Security Co., Dir. 
New York Central RR. Co., Dir. Atchison, 
Topeka & Santa Fe Ry. Co., Member Exec. 
Comm. & Dir. Mutual Life Insurance Co., 
Member Finance Comm. & Trustee. Lehigh 
& Wilkes-Barre Corp., Dir. West Shore 
RR. Co., Dir. United Stats Steel Corp., 
Chrm. Finance Comm. & Dir. 


* WILLARD, DANIEL—Pres., The Balti- 
more & Ohio RR. Co., Baltimore & Ohio 
Bldg., Baltimore, Md. (Residence): 206 
Goodwood Gardens, Roland Park, Balti- 
more, Md. Johns Hopkins University, Pres., 
Board of Trustees. Johns Hopkins Hospi- 
tal, Trustee. American Telephone & Tele- 
graph Co., Dir. First Union Trust & Sav- 
ings Bank, Chicago, I1l., Dir. First National 
Bank, Chicago, Ill., Dir. Mutual Life In- 
surance Co. of New York, Dir. Baltimore 
& Ohio Chicago Terminal RR. Co., Chrm. 
of Board & Dir. Washington Terminal Co., 
Pres. & Dir. Akron & Barberton Belt RR. 
Co., V-P. & Dir. Cincinnati, New Orleans 
é& Texas Pacific Ry., Dir. Southwestern 
Construction Co., Dir. Reading Co., Dir. 
Richmond, Fredericksburg & Potomac RR. 
Co., Dir. Richmond-Washington Co., Dir. 


* THAYER, EUGENE V. R.—Chrm. Exec. 
Comm., Central Trust Company of nois, 
208 So. La Salle St., Chicago, Ill. Resi- 
dence): 1500 Lake Shore Drive, Chicago, Ill. 
Stutz Motor Car Company of America, Inc., 
Dir. American Telephone & Telegraph Co., 
Dir. Stock Yards National Bank, Chicago, 
Dir. Pere Marquette Railway Co., Dir. St. 
Louis-San Francisco Ry. Co., Dir. Sinclair 
Oil Corporation, Dir. Massachusetts Bond- 
ing & Insurance Co., Dir. Bankers & Ship- 
pers Insurance Co., Dir. Liberty Mutual 
Insurance Co., Dir. Fairbanks Co., Dir. 
Kansas City, Ft. Scott & Memphis RR. Co., 
Dir. Kansas City, Memphis & Birmingham 
Ry. Co., Dir. U. S. Distributing Corpora- 
tion, Dir. Otis Elevator Co., Dir. Punta 
Alegre Sugar Co., Chrm. of Board. Central- 
Illinois Co., Chrm. of Board. Terminal 
National Bank, Chicago, Chrm. Exec. 
Comm. & Dir. Chicago Pneumatic Tool 
Co., Dir. Chicago, Wilmington & Franklin 
Coal Co., Dir. 


* DAVIS, JOHN W.—Partner, Davis, Polk, 
Wardwell, Gardiner & Reed, 15 Broad St., 
New York City. (Residence): Locust Val- 
ley, Long Island, N. Y. Mutual Life Insur- 
ance Co., Dir. United States Rubber Co., 
Gen. Counsel. Metropolitan Life Insurance 
Co., Dir. Guaranty Trust Co., Dir. Ameri- 
can Telephone & Telegraph Co., Dir. 


* HOUSTON, DAVID FRANKLIN—Pres. & 
Dir., Mutual Life Insurance Co. of New 
York, 34 Nassau St., New York City. (Resi- 
dence): 165 East 74th St., New York City. 
American Telephone & Telegraph Co., Dir. 
New York Telephone Co., Dir. Interna- 
tional Acceptance Bank, Dir. Delaware, 
Lackawanna & Western R.R. Co., Dir. 


Brooklyn & Queens Transit Corp., Dir. 

Carnegie Corp., Dir. Guaranty Trust Co., 

| — British & Mercantile Insurance. 
0.5 . 


* PERKINS, THOMAS NELSON—Partner, 
Ropes, Gray, Boyden & Perkins, 50 Federal 
St., Boston, Mass. (Residence): Westwood, 
Mass. Harvard College, Fellow. Champion 
Copper Co., Dir. Flintkote Co., Dir. Puget 
Sound Power & Light Co., Chrm. Exec, 
Comm. & Dir. Railway & Light Securities 
Co., V-P. & Dir. Chickering Investment 
Co., Pres. & Dir. Harvard Mutual Founda- 
tion, Dir. Merrimac Chemical Co., Dir. 
Sullivan Machinery Co., Dir. St. Mary’s 
Mineral Land Co., Dir. Boston & Maine 
RR., Acting Pres., Chrm. Exec. Comm. & 
Dir. Stone & Webster, Inc., Member Exec, 
Comm. & Dir. Old Colony Trust Co., Mem- 
ber Exec. Comm. & Dir. Lee, Higginson 
Trust Co., Member Exec. Comm. & Dir. 
American Telephone & Telegraph Co., Dir. 
General Foods Corp., Dir. Engineers Public 
Service Co., Dir. Commercial Radio Inter- 
national Committee, Chrm. Arbitral Tri- 
bunal of Interpretation, Pres. 


* BAKER, GEORGE F., JR.—Vice Chrm. 
& Dir., First National Bank, 2 Wall St., 
New York City. (Residence): 75 East 93rd 
St., New York City. Atlas Portland Cement 
Co., Dir. Delaware, Lackawanna & Western 
RR. Co., Dir. First Security Co. of New 
York, V-P. & Dir. General Electric Co., Dir, 
International General Electric Co., Dir. 
General Motors Corp., Dir. Provident Loan 
Society of New York, Dir. American Tele- 
phone & Telegraph Co., Dir. Pullman 
Company, Chicago, Ill., Dir. United States 
Steel Corp., Dir. New Jersey General Se- 
curity Co., Dir. Lackawanna Securities Co., 
Dir. Mutual Life Insurance Co., Trustee. 
Pullman, Inc., Chicago, Dir. United States 
Trust Co., Trustee. ria 


* GARDNER, GEORGE PEABODY — 30 
St., Boston, Mass. (Residence): 186 Beacon 
St., Boston, Mass. The Children’s Hospital, 
Pres. Provident Institution for Savings, 
Pres. St. Mary’s Mineral Land Co., Pres. 
Douglas Copper Co., Pres. Chicago Junc- 
tion Rys. & Union Stock Yards, V-P. 
Houghton Copper Co., V-P. St. Mark’s 
School, V-P. Museum of Fine Arts, V-P. 
American Telephone & Telegraph Co., Dir. 
Old Colony Trust Co., Dir. Old Colony 
Railroad Co., Dir. Union Freight Railroad, 
Dir. General Electric Co., Dir. Interna- 
tional General Electric Co., Dir. Champion 
Copper Co., Dir. Mayflower-Old Colony 
Copper Co., Dir. Massachusetts Hospital 
Life Insurance Co., Dir. State Street Ex- 
change, Dir. Amoskeag Mfg. Co., Trustee. 
Trustees of Donations of Protestant Epis- 
copal Church, Trustee. Society for the 
Relief of Aged or Disabled Episcopal Cler- 
gymen, Treas. Massachusetts Eye & Ear 
Infirmary, Board of Mgrs. 


* ALEXANDER, JAMES STRANGE—Chrm. 
of Board, Guaranty Trust Co. of New York, 
140 Broadway, New York City. (Residence): 
67 Park Ave., New York City. American 
Agricultural Chemical Co., Dir. American 
Telephone & Telegraph Co., Dir. Campbell 
Soup Company, Dir. French American 
Banking Corp., Chrm. of Board. Mercantile 
Stores Co., Inc., Dir. Pacific Oil Company, 
Dir. Prudential Insurance Co. of America, 
Dir. Southern Pacific Co. Dir. United 
States Rubber Co., Dir. Guaranty Co. of 
New York, Dir. Bank for Savings in the 
City of New York, Trustee. 


* STOCKTON, PHILIP—Pres. & Dir., Old 
Colony Trust Co., 17 Court St., Boston, 
Mass. (Residence): 342 Beacon St., Boston, 
Mass. Summer Address: Manchester, Mass. 
A. J. Tower Co., Pres. & Dir. American 
Agricultural Chemical Co., Dir. American 


Alliance Insurance Co., Dir. American 
Sugar Refining Co., Dir. American Tele- 
phone & Telegraph Co., Dir. Bankers 


Electric Protective Assn., Trustee. Berk- 
shire Fine Spinning Associates, Dir. Bos- 
ton Chamber of Commerce, Dir. Boston 
Clearing House Association, Member 

Comm. Boston Five Cents Savings Bank, 
Trustee. Carolina Power & Light Co., Dir. 
Fall River Gas Works Co., Dir. First Nat- 
ional Bank of Boston, Pres. & Dir. First 
National-Old Colony Corp., Pres. & Dir. 
Frances E. Willard Settlement, Member 
Advisory Board. Great American Insurance 
Co., Dir. General Electric Co., Dir. Gillette 
Safety Razor Co., Dir. Guarantee Co. of 
North America, Dir. Haverhill Gas Co. 
Dir. Infants Hospital, Treas. & Dir. Inter- 
national Acceptance Bank, Inc. (NeW 
York), Dir. International Power Securities 
Co. (New York), Dir. Ludlow Manufac- 
turing Associates, Member Board of Ad- 
visory Trustees. Massachusetts Eye and 
Ear Infirmary, Member Board of Managefs. 
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Massachusetts Fire & Marine Insurance 
Co., Dir. Merrimac Chemical Co., Dir. New 
England Mutual Life Insurance Co., Dir. 
New York Insulated Wire Co., Dir. Pacific 
Mills, Dir. Wm. C. Plunkett & Sons, Dir. 
Puget Sound Traction, Light & Power Co., 
Dir. Submarine Signal Co., Dir. Sub- 
marine Signal Corporation, Dir. 

* FORBES, W. CAMERON—Partner, J. M. 
Forbes & Co., 614 Sears Bldg., Boston, Mass. 
(Residence): Gay Farm, Ellis, Mass. Amer- 
ican Telephone & Telegraph Co., Dir. New 
England Telephone & Telegraph Co., Dir. 
First National Bank of Boston, Dir. Forbes- 
Perkins Co. (Syndicate), Mgr. Middlesex 
School, Pres. Board Trustees. United Fruit 
Co., Dir. Commercial Credit Co., Dir. 
Arthur D. Little, Inc., Dir. Massachusetts 
Fire & Marine Insurance Co., Dir. Puget 
Sound Power & Light Co., Dir. Petroleum 
Heat & Power Co., Dir. St. Mary’s Mineral 
Land Co., Dir. Cape Breton Electric Co., 
Ltd., Dir. Champion Copper Co., Dir. Bos- 
ton Cattle Co., Ltd., Dir. Houghton Copper 
Co., Dir. Mass. Hospital Life Insurance 
Co., V-P. Neponset Investment Co., Dir. 
Pacific Copper Co., Dir. Provident Institu- 
tion for Savings, Trustee. Railway & Light 
Securities Co., Dir. Revere Sugar Refinery, 
Dir. St. Mary’s Canal Mineral Land Co., 
Dir. Massachusetts Institute of Technol- 
ogy, Member of Corporation. Carnegie In- 
stitution of Washington, Trustee. 


Armour & Co. 


Lines & Propucts—Armour & Co. 
ranks as one of the leading houses in 
the meat packing industry, sales volume 
in the last two years having been about 
10% under that of Swift & Co. Armour 
facilities include an extensive group of 
packing houses and cold storage plants 
in Chicago and other cities. About 
7,500 refrigerator cars are owned by the 
Company as well as plants making soap, 
glue and fertilizers. —The Company has 
an important dairy produce business in 
3,000 sub-buying stations. 

SALEs AND Prorits—Net income for the 
year ending November 2, 1929 was 
$4,969,711 compared with $6,397,208 for 
the year ending October 27, 1928. $0.41 
was earned on a share of common stock 
in 1928 compared with $1.12 per share 
of common stock in 1929. 

Expansion—Armour subsidiaries in- 
clude The Anglo American Provision 
Co., Armour Fertilizer Works, Com- 
pania Abono Armour de Cuba, Tennes- 
see Chemical Co., Armour Creameries 
Inc., C. E. Blodgett, Cheese, Butter & 
Egg Co., Compania Armour de Cuba, 
Detroit Beef Co., East St. Louis Cotton 
Oil Co., Fowler’s Canadian Co., Ltd., 
Fowler Packing Co., Hammond Packing 
Co., Hemphill Packing Co., New York 
Butchers Dressed Meat Co., National 
Fruit Canning Co., North American 
Provision Co., Lookout Oil & Refining 
Co., H. Wheeler Co., Armour of Brazil 
Corp., Sociedad Anonima Comercial 
Financiers de Buenos Aires, Morris et 
Compagnie, H. Morris & Co., Luxor Ltd., 
J. K. Mosser Leather Corp., Western 
Casualty Co., Armour American Corp., 
Armour Fertilizers Work of Porto Rico, 
Turner Creamery Co., Central Washing- 
ton, Cia Mercantile Agricola, Winslow 
Bros & Smith Co. Total assets as of 
November 2, 1929 were $276,220,894. 

PRINCIPAL OFFICERS ARE—F. Edson 
White, Pres.; Philip D. Armour, 1st Vice- 
Pres.; Henry C. Carlson, Chas. H. Mac- 
Dowell, F. W. Ellis, H. S. Johnson, 
George M. Willetts, T. George Lee, 
Warren W. Shoemaker, Lester Armour, 
W. C. White, and G. A. Eastwood, Vice- 
Presidents. T. F. Driscoll, Adv. Mer. 

Directors ARE—Samuel McRoberts 
(*Chairman of Finance Comm. & Chair- 
man of Chatham Phenix National Bank 
& Trust Co.), N. Y¥.; A. H. Wiggin 
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(*Chairman of Chase National Bank 
of City of N. Y.), N. Y.; Philip D. Ar- 
mour, (*lst Vice-Pres.), Chicago; 
Charles F. Curtiss (*Dean of Agricul- 
ture, Iowa State College), Ames, Ia.; 
Bernard A. Eckhart (*Pres. of R. A. 
Eckhart Milling Co.); A. Watson Ar- 
mour (*Northern Trust Co.), Chicago; 
Arthur Reynolds (*Chairman of Con- 
tinental Illinois Bank & Trust Co.); 
Lester Armour (Vice-Pres.); Arthur 
Meeker (*Director Midland National 
Bank, Chicago), Chicago; Harvey J. 
Sconce, Sidell, Ill.; Laurance H. Armour, 
Chicago; John S. Pillsbury, (*Vice- 
Pres. Pillsbury Flour Mills Co.) , Minne- 
apolis; Sewell L. Avery (*Pres. United 
States Gypsum Co.), Chicago; Philip 
L. Reed (*Treas.), Chicago; F. Edson 
White (*Pres.), Chicago; Nelson Mor- 
ris (*Drovers National Bank, Kansas 
City), Chicago; Chas. H. MacDowell 
(*Vice-Pres.), H. W. Boyd (*Pres. J. K. 
Mosser Leather Corp.), Chas. J. Faulk- 
ner, Jr. (Gen’l. Counsel); William V. 
Kelley (*Chairman of Miehle Printing 
Press & Mfg. Co., Chicago). 
ADVERTISING—The 1930 appropriation 
is between $250,000 and $500,000. N. W. 
Ayer Inc. handle the account. In 1929 
Armour spent $291,300 in general maga- 
zines, and $250,000 in newspapers. 


*ARMOUR, A. WATSON—Dir., Armour 

, and Co., 208 So. La Salle St., Chicago, Ill. 

(Residence): 209 Lake Shore Drive, Chi- 

-_ fll. The Northern Trust Co., Chicago, 
Fr. 


* KELLEY, WILLIAM V.—Chrm. of Board, 
Miehle Printing Press & Manufacturing 
Co., 14th & Robey Sts., Chicago, Ill. (Resi- 
dence): 1550 N. State Parkway, Chicago, 
Ill., and Lake Forest, Ill. Continental Illi- 
nois Bank & Trust Co., Dir. Lake Shore 
Trust & Savings Bank, Dir. Personal Loan 
& Savings Bank, Dir. Phoenix Mfg. Co., 
Dir. Miehle Printing Press & Mfg. Co., 
Ltd., London. 


* MORRIS, NELSON—1659 First National 
Bank Blidg., Chicago, Ill. (Residence): 4800 
Drexel Blvd., Chicago, Ill. American Food 
Products Co., Pres. & Dir. Armour & Co., 
Dir. East St. Louis National Stock Yards, 
Dir. Kansas City Stock Yards Co., Dir. 
Oklahoma National Stock Yards Co., Dir. 
National Box Co., Dir. Sherman White & 
Co., Dir. The Estmor Corp., Pres. & Dir. 
Drovers National Bank in Kansas City, Dir. 
National Stock Yards National Bank of 
National City, Dir. Chicago Mortgage Corp., 
Dir. East St. Louis Junction RR. Co., Dir. 


* ARMOUR, LESTER—V-P. & Dir. Ar- 
mour and Company, Union Stock Yards, 
Chicago, Ill. (Residence): 325 Wellington 
Ave., Chicago, Ill. Sterling Securities 
Corp., Dir. Stock Yards National Bank of 
South Omaha, Dir. Fort Worth Stock 
Yards Co., Dir. AA Investment Co., Phil- 
adelphia, Pa. 


* BOYD, HENRY W.—Pres. & Dir., J. K. 
Mosser Leather Corp., 173 No. Franklin St., 
Chicago, Ill. (Residence): 235 Prospect 
Ave., Highland Park, Ill. Alexander Bros. 
(Pennsylvania Corp.), Chrm. Board of Dir. 
American Hair & Felt Co., Dir. Armour & 
Co. (Ill.), Dir. Armour & Co. (Del.), Dir. 
Badger State Tanning Co. (Wisconsin 
Corp.), V-P. & Dir. Cappon & Bertsch 
Leather Co. (Michigan Corp.), Pres. & Dir. 
Charlotte Leather Belting Co. (N. C. Corp.), 
Pres. & Dir. Charles L. Ireson Co. (Maine 
Corp.), Dir. J. K. Mosser Leather Corp. 
(Delaware Corp.), Pres. & Dir. J. K. Mosser 
Co. (Pennsylvania Corp.), Pres. & Dir. 
Parsons Tanning Co. (W. Va. Corp.), V-P. 
& Dir. Winslow Bro. & Smith Co., Dir. 


*REYNOLDS, ARTHUR—231 South La 
Salle St., Chicago, Ill. (Residence): 209 
Lake Shore Drive, Chicago, Ill. Armour & 
Co., Dir. Great American Insurance Co., 
Dir. Great American Indemnity Co., Dir. 
Alliance Insurance Co., Dir. Rochester 
American Insurance Co., Dir. Interna- 
tional Harvester Co., Dir. Continental Illi- 
nois Bank & Trust Co., Chrm. of Board. 
Continental Illinois Co., Chrm. of Board. 
Continental Chicago Corp., Pres. 


* PILLSBURY, JOHN SARGENT—V-P. & 
Dir., Pillsbury Flour Mills Co., No. 301 Met- 


ropolitan Life Bldg., Minneapolis, Minn. 
(Residence): 2200 Stevens Ave., Minneap- 
olis, Minn. Northwestern National Bank, 
Minneapolis, Minn., Dir. Minnesota Loan 
& Trust Co., Minneapolis, Dir. Wisconsin 
Central Ry., Minneapolis, Dir. Atlantic 
Elevator Co., Minneapolis, Dir. Armour & 
Co., Dir. Council of Social Agencies, Min- 
_ V-P. Northwest Bancorporation, 
i¢ 

* AVERY, SEWELL LEE—Pres. United 
States Gypsum Co., 300 W. Adams S8t., 
Chicago, Ill. (Residence): 1123 Ridge Ave., 
Evanston, Ill. Chicago Great Western RR. 
Dir. Chicago Daily News, Dir. Armour & 
Co., Dir. Northern Trust Co., Dir. 

* ARMOUR, PHILIP D.—First V-P. & Dir., 
Armour & Company, Union Stock Yards, 
Chicago, Ill. (Residence): 1200 Lake Shore 
Drive, Chicago, Ill. Continental National 
Bank and Trust Co., Dir. Peoples Trust 
and Savings Bank, Chicago, Dir. First 
National Bank of Lake Forest, Dir. 

* WIGGIN, ALBERT H.—Dir., Armour & 
Co. (See Coca-Cola Co.) 

* McROBERTS, SAMUEL—Chrm. of the 
Board of Dir., Chatham Phenix National 
Bank & Trust Co., 149 Broadway, New 
York City. (Residence): 32 E. 64th St., 
New York City & R. F. D. 1, Mount Kisco, 
N. Y. Armour & Co., Chrm. Finance Comm. 
& Dir. National Surety Co., Dir. Great 
American Insurance Co., Chrm. Finance 
Comm., Exec. Comm. & Dir. Great Ameri- 
can Indemnity Co., Dir. American Alli- 
ance Insurance Co., Dir. New York In- 
demnity Co., Dir. North Carolina Home 
Insurance Co., Dir. American Sugar Re- 
fining Co., Exec. Comm. & Dir. Consoli- 
dated Cigar Corp., Finance Comm. & Dir. 
Kansas City Southern Ry. Co., Dir. New 
York Air Brake Co., Dir. Cartier, Inc., 
Etc., Dir. 

* MacDOWELL, CHARLES H.—Pres. & 
Dir., Armour Fertilizer Works, 111 West 
Jackson Blvd., Chicago, Ill. (Residence): 
Glen View Club, Golf, Ill., and 1500 Lake 
Shore Drive, Chicago, Ill. Armour & Co., 
Chicago, Ill., V-P. & Dir. Garfield National 
Bank, Dir. Tennessee Chemical Co., Pres. 
é& Dir. 


* MEEKER, ARTHUR—Dir., Armour and 
Company, Chicago, Ill. (Residence): 1100 
Lake Shore Drive, Chicago, Ill. National 
Aluminate Corp., Chicago, Chrm. of Board. 
Arcady Farms Milling Co., Chicago., Pres. 
& Dir. Central Manufacturing District 
Bank, Chicago, Dir. Stock Yards Trust & 
Savings Bank, Chicago, Dir. Lake Shore 
Trust & Savings Bank, Chicago, Dir. Mid- 
land National Bank, Chicago, Dir. Term- 
inal National Bank, Chicago, Dir. 


* REED, PHILIP LORING—Treas. & Dir., 
Armour and Company, Union Stock Yards, 
Chicago, Ill. (Residence): 1521 North State 
Parkway, Chicago, Ill. Armour Fertilizer 
Works, Treas. & Dir. Chamberlain and Co., 
Boston, Mass., Dir. East St. Louis Cotton 
Oil Co., National Stock Yards, Chicago, I1l., 
Treas. & Dir. National Fruit Canning Co., 
Seattle, Wash., Treas. & Dir. Hub Hosiery 
Mills, Boston, Mass., Dir. Dewey & Almy 
Chemical Co., Cambridge, Mass., Dir. J. K. 
Mosser Leather Co., Chicago, Ill., Dir. Wins- 
low Bros. & Smith Co., Boston, Dir. Rath- 
borne, Hair and Ridgway Co., Chicago, Iil., 
Treas. Nathan Schweitzer Co., New York 
City, Treas. & Dir. American Maracaibo 
Co., New York City, Dir. Commercial Sol- 
vents Corp., N. Y., Dir. 

* WHITE, FRANK EDSON—Pres. & Dir. 
Armour & Co., Union Stock Yards, Chicago, 
Ill. (Residence): 70 Scott St., Chicago, Il. 
Continental Illinois Bank & Trust Co., Dir. 
Chase National Bank, Dir. Stock Yards 
National Bank, Dir. New York, Chicago & 
St. Louis RR. Co., Dir. American Surety 
Co., Dir. Air Reduction Company, Inc., 
Dir. Montgomery Ward & Co., Dir. Chi- 
cago Corporation, Dir. Continental Chicago 
Corp., Dir. A. Harriman Securities 
Corp., Dir. 


California Packing;,Corp. 

LINES AND Propucts—This company is 
the leading packer and distributor of 
California fruit and vegetable products, 
with plants in various other states, and 
also large interests in fish-packing. 
Among the brands owned are “Del 
Monte,” “Gold Bar,’ “Sun Kist” (as 
applied to canned goods and dried 
fruits), and “Glass Jar.” In February, 
1930. “Del Monte” coffee was added to 
the company’s line of products. 

The main office of the company is 


MANAGE 


M E N T 


located at 101 California Street, San 
Francisco, Calif. 

SALES AND PrOFITS—This company 
does not report net sales, but net in- 
come for the fiscal year ending February 
28, 1930 was $6,024,349, or $6.16 on com- 
mon stock, as against net income for 
the same period ending in 1929, of 
$6,233,022, or earnings of $6.38 per share. 


EXPANSION—It was reported on Feb- 
ruary 27, 1930, that the company had 
made plans for expansion of its good 
distributing activities to include “every- 
thing in the grocery line, especially all 
things sold in cans.” Aggressive devel- 
opment of canned goods sales is also 
contemplated. 


The California Packing Corp. and its 
fully owned subsidiaries own and oper- 
ate 85 canning and packing plants 
handling fresh fruits, vegetables and 
fish. Dried fruits are cleaned, graded 
and put up in boxes at the packing 
plants. These plants are located as 
follows: California, sixty-two; Oregon 
four; two in Wisconsin, one in Idaho, 
three in Washington, nine in Utah, two 
in Honolulu, Hawaii, one in the Philip- 
pine Islands and one in Haiti. Addi- 
tional plants are under construction in 
Minnesota and Wisconsin. The prop- 
erties also include four ranches. 

PERSONNEL, ETC.—Assets as of February 
28, 1930 are $67,192,428. 

The principal officers are: R. I. Bent- 
ley, chairman of the board; R. M. Bar- 
thold, president; L. E. Wood, vice-presi- 
dent and general manager; R. L. Pratt, 
vice-president and general sales man- 
ager; G. N. Armsby, A. W. Eames, A. 
. M. Lester, vice-presidents. W. E. Loucks 
is advertising manager. 


The directors are: R. I. Bentley“, 
chairman, L. E. Wood*, R. M. Barthold*, 
Alfred W. Eames, A. M. Lester*, Balfour 
D. Adamson, Frank B. Anderson*, Wil- 
liam Fries*, S. L. Goldstein, Andrew G. 
Griffn*, Charles W. Griffin, W. J. 
Hotchkiss*, W. E. Loucks, Frank D. 
Madison*, V. H. Owen, Roy L. Pratt*, 
and Nion R. Tucker*, all of San Fran- 
cisco, Calif.; George N. Armsby*, J. 
Cheever Cowdin*, C. A. Lumb*, all of 
New York City. 

ADVERTISING—Advertising appropria- 
tion for 1930 is between $750,000 and 
$1,000,000. H. K. McCann Co. handles 
the account. In 1929, $754,000 was spent 
in general magazines. 


* BENTLEY, ROBERT IRVING—Pres. & 
Dir., California Packing Corp., 101 Cali- 
fornia St., San Francisco, Cal. (Residence): 
Clift Hotel, Geary & Taylor Sts., San Fran- 


cisco, Cal. Alaska Packers Association, 
Chrm. of Board. The Bank of California 
N. A., Dir. Occidental Insurance Co., Dir. 


Atlas-Imperial Diesel Engine Co., Dir. Cal- 
ifornia State Automobile Association, V-P. 
& Dir. The George Williams Hooper Foun- 
dation, Trustee. 


*WOOD, LEONARD E.—V-P. & Dir., 
California Packing Corp., 101 California 
St., San Francisco, Cal. (Residence): 3 
Presidio Terrace, San Francisco, Cal. Alaska 
Packers Assn., Dir. Californians, Inc., V-P. 
& Dir. 

*BARTHOLD, ROBERT M.—V-P., Cali- 
fornia Packing Corp., 101 California St., San 
Francisco, Cal. (Residence): 51 West Clay 
Park, San Francisco, Cal. El Central Or- 
chard Co., Dir. Visalia Fruit & Land Co., 
Dir. Canners League of California, V-P. 


* LESTER, A. M.—V-P. & Dir., California 
Packing Corp., 101 California St., San Fran- 
cisco, Cal. (Residence): 70 Domingo Ave., 
Berkeley, Cal. Canadian Packing Corp., 
_ Treas. & Dir. Alaska Packers Assn., 

r 


* HOTCHKISS, WILLIAM J.—1 Drumm 
(Residence): 2985 


St., San Francisco, Cal. 


Claremont Ave., Berkeley, Cal. 
Packing Corp., Dir. Hobbs Wall & Co., 
Pres. Hotchkiss Redmond Co., Pres. The 
Liquidating Co., Pres. Visalia Orchard Co., 
Pres. North American Oil Inc., Dir. 

*LUMB, CALVIN A.—Dir., California 
Packing Corp., 260 West Broadway, New 


York City. (Residence): 789 West End Ave., 
ae York City. Haytian Pineapple Co., 
Vu 


* PRATT, ROY L.—101 California St., San 
Francisco, Cal. California Packing Corp., 
Dir. Alaska Packers Association, Dir. 


* FRIES, WILLIAM—Dir., California Pack- 
ing Corp., Mills Bldg., San Francisco, Cal. 
(Residence): St. Francis Hotel, San Fran- 
cisco, Cal. Buckingham & Hecht, Dir. The 
Emporium, Dir. Humbolt Bank, Dir. Orosi 
Farms, V-P. & Dir. Western Pacific RR., 
Dir. 


* GRIFFIN, ANDREW G.—Dir., California 
Packing Corp., 311 California St., San Fran- 
cisco, Cal. (Residence): 3020 Pacific Ave., 
San Francisco, Cal. Crocker First National 
Bank, San Francisco, Cal., Dir. Crocker 
First Federal Trust Co., San Francisco, 
Cal., Dir. Crocker Investment Co., Dir. 
Griffin & Skelley Co., Sec.-Treas. & Dir. 
La — Lumber & Trading Co., V-P. 
& Dir. 


* CODWIN, JOHN CHEEVER—V-P., Banc- 
america-Blair Corp., 24 Broad St., New York 
City. (Residence): 730 Park Ave., New York 
City. Aviation Corp. of California, Dir. 
Aviation Credit Corp., Dir. Aeronautical 
Industries, Dir. H. E. Bucklen Corp., Dir. 
Curtiss Flying Service, Dir. Curtiss Caproni 
Corp., Dir. California Packing Corp., Dir. 
Curtiss Airports Corp., Dir. Curtiss Wright 
Corp., Dir. Cheever Corp., Dir. Douglas 
Aircraft Corp., Dir. Gulf Air Lines, Inc., 
Dir. Interstate Equities Corp., Dir. Mengel 
Co., Dir. National Aviation Corp., Dir. 
North American Aviation, Dir. New York 
Air Terminals, Inc., Dir. Sikorsky Aviation 
Corp., Dir. Southern Air Transport, Inc., 
Dir. Transcontinental Air Transport, Inc., 
Dir. Whitehall Securities Co., Ltd., Dir. 


* TUCKER, NION R.—Pres. & Dir., Bond 
& Goodwin & Tucker, Inc., 485 California 
St., San Francisco, Cal. (Residence): Hills- 
borough, Cal. Superior Portland Cement, 
Inc., Dir. California Packing Corp., Dir. 
Western States Life Insurance Co., Dir. 
Maddux Air Lines, Inc., Dir. Pan American 
Western Petroleum Co., Dir. United Se- 
curity Bank & Trust Co., Dir. Mowray 
Land & Development Co., Dir. Associated 
Indemnity Corp., Dir. Associated Fire & 
Marine Ins. Co., Dir. Associated Ins. Fund, 
Inc., Dir. Chronicle Publishing Co., Dir. 
Ortega Investment Co., Dir., Richfield Oil 
Co., Dir. American Toll-Bridge Co., Dir. 


* ARMSBY, GEORGE NEWELL—V-P. & 
Dir., Blair & Co., Inc., 24 Broad St., New 
York City. (Residence): Savoy Plaza Hotel, 
5th Ave. & 58th St., New York City. Cali- 
fornia Packing Corp., V-P. & Dir. Blair & 
Co., Partner. Sussex Realty Co., Dir. Em- 
erson-Brantingham Co., Dir. General Out- 
door Advertising Co., Dir. Warner Sugar 
Corp., Dir. National Department - Stores, 
Inec., Dir. Moredall Realty Corp., Dir. 
Johnson Cowdin Emerich, Dir. Pathe Ex- 
change, Inc., Dir. 

* MADISON, FRANK DELINO—Partner, 
Pillsbury, Madison & Sutro, Standard Oil 
Bldg., San Francisco, Cal. (Residence): 
Pacific Union Club, San Francisco, Cal. 
The Bank of California National Assn., Gen. 
Counsel & Dir. California Packing Corp., 
Gen. Counsel & Dir. California Cotton 
Mills Co., Gen. Counsel & Dir. McCloud 
River Railroad Co., Gen. Counsel & Dir. 
American Toll Bridge Co., Dir. 


* ANDERSON, FRANK BARTOW—Chrm. 
of Board, The Bank of California National 
Assn., California & Sansome Sts., San Fran- 
cisco, Cal. (Residence): San Rafael, Cal. 
Alaska Packers Assn., Dir. Bank of Cali- 
fornia, National Assn., Chrm. & Dir. Cali- 
fornia Gas & Electric Corp., Dir. Cali- 
fornia Packing Corp., Dir. Firemans Fund 
Insurance Co., Dir. Leland Stanford Junior 
University, Trustee. Miller & Lux, Dir. 
Pacific Gas & Electric Co., Dir. San Fran- 
cisco Gas & Electric Co., Dir. San Fran- 
cisco Remedial Loan Assn., Dir. Spring 
Valley Water Co., Dir. 


Certain-Teed Products Corp. 

LINES AND PrOoDUCTS—This company 
manufactures asphalt roofings, shingles 
and asphalt felts, building and insulat- 
ing papers, newsprint paper, linoleums, 


DATA ON SOME LEADING ADVERTISERS (Cont.) 


California | 


flortex. gypsum plaster, plaster board 
and plaster block, fibre wall board, 
paints and varnishes. The company 
also has large land holdings in Canada 
and gypsum beds in the United States. 
Through the acquisition in 1928 of the 
Beaver Board Companies, it broadened 
its position in its original field and en- 
tered the manufacture of newsprint and 
gypsum. 

The executive office of the company 
is located at 100 E. 42nd St., New York 
City. 

SaLES AND ProFits—Gross profit on 
sales in 1929 was $6,672,018. 


Net income for 1929 showed a deficit 
of $1,284,363, as compared with a de- 
ficit of $449,578 in 1928. However, for 
the five year period to 1927, inclusive, 
the average net income was $1,766,000. 
The red ink figures for 1928 and 1929 
are due to the intense competitive con- 
ditions and price-cutting in the indus- 
try. While manufacturers during 1929 
relinquished keen price-cutting activi- 
ties and selling conditions improved, 
during the third quarter of the year, 
general business and buildings opera- 
tions reduced volume of business han- 
dled by the company, and more than 
offset the better competitive situation. 


The first quarter of 1930 showed net 
loss of $550,600 as against loss of $583,- 
600 for the initial quarter of 1929. Com- 
pany has reduced expenses by closing 
down certain plants and discontinuing 
some less marketable items. April, 1930 
shipments show a gain over March. 


ExPaNsIon—On June 12, 1930, it} was 
announced that Certain-teed Products 
Corporation would control the Savan- 
nah & Atlanta Railway Co., upon con- 
summation of reorganization of that 
road which was approved by the I.C.C. 

Plants of the company are located 
as follows: Roofing plants and felt 
mills: York, Pa.; Niagara Falls, N. Y.; 
Albany, N. Y.; Anderson, Ind.; Chica- 
go, Ill.; Marseilles, Ill.; East St. Louis. 


Ill; Kansas City, Mo.; Richmond. 
Calif. 
Gypsum plaster plants: Akron, N. 


Y.; Gypsum, Ohio; N. Holston, Va.; 
Grand Rapids, Mich.; Ft. Dodge, I[a.; 
Blue Rapids, Kans.; Acme, Okla.; Ce- 
ment, Okla.; Acme, N. M.; Acme, Tex- 
as; Agatite, Texas; Laramie, Wyo. 


Plaster wall board plants: Akron. 
N. Y.; Ft. Dodge, Iowa; Grand Rapids, 
Mich.; Acme, Texas. 


Gypsum deposits: Akron, N. Y.; 
Clarence, N. Y.; Grand Rapids, Mich.; 
Gypsum, Ohio; N. Holston, Va.; Ft. 
Dodge, Iowa; Blue Rapids, Kansas; 
Kay County, Okla.; Willow, Okla.; 
Acme, Okla.; Cement, Okla.; Turkey 
Creek, Colo.; Acme, Texas; Fisher 
County, Texas; Childress County, 
Texas; Agatite, Texas; Acme, N. M.; 
Laramie, Wyo.; Inyo Co., Calif.; Gyp- 
sum, Oregon. 

Floor covering plants: Philadelphia, 
Pa., and Trenton, N. J. Paint, varnish 
and enamel plants: St. Louis, Mo., 
Tonawanda, N. Y., and Richmond, 
Calif. Asbestos Products plant: Tona- 
wanda, N. Y. Fire wail board plants: 
Tonawanda, N. Y., and Thorold, Ont. 
Pulp and paper mill at Thorold, Ont., 
and timber operations at Frederick- 
house, Ont., and Buskegan, Ont. 


PERSONNEL, ETC.—Good-will is valued 
at $1.00. Total assets based on the 
Annual Report for the fiscal vear end- 
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ing December 31, 1929, were $38,660,- of 450,543 cars were sold making net ADVERTISING—Advertisers, Inc., De- 


014. 

The principal officers are: George M. 
Brown, president; Audenried Whitte- 
more, Dutro C. Cale, L. R. Walker, 
Cc. O. Brown, vice presidents. Walter 
G. Garwick is advertising manager. 


The directors are: George M. Brown, 
Elisha Walker* (Chairman, Trans- 
america Corp.), Audenried Whittemore, 
G. F. Walker* (W. A. Harriman & Co., 
Inc.), Robert M. Nelson, L. R. Walker, 
Cc. O. Brown, D. F. Brown, all of New 
York; Harry W. Croft,* (Chairman, 
Harbison Walker Refractories), and 
J. E. Lewis* (President, Harbison 
Walker Refractories), both of Pitts- 
burgh. 

ADVERTISING—The 1930 appropriation 
for advertising is between $50,000 and 
$100,000. The Gardner Advertising Co. 
handles the account. In 1929, $288,000 
was spent in general magazines. 


* WALKER, ELISHA—Pres. & Dir., Banc- 
america-Blair Corp., 24 Broad St., New York 
City. (Residence): 33 E. 69th St., New York 
City. Bankers & Shippers Insurance Co. 
of N. Y., Mem. Exec. Comm. & Dir. Botany 
Consolidated Mills, Inc., Dir. Botany Wor- 
sted Mills, Dir. Centaur Co., Dir. House- 
hold Products, Inc., Dir. Certain-teed 
Products Corp., Dir. Clinchfield Railway 
Syndicate, Syndicate Mgr. Julius Kav- 
ser & Co., Dir. National Surety Co., Dir. 
Pan American Petroleum & Transport Co., 
Dir. Worthington Pump & Machinery 
Corp., Mem. Exec. Comm. & Dir. Graham 
Bros. Corp., Dir. Pathe Exchange, Inc., Dir. 
Radio-Keith-Orpheum Corp., Member Exec. 
Comm. & Dir. International Mercantile 
Marine Co., Mem. Exec. Comm. & Dir. 
Sinclair Consolidated Oil Corp., Mem. 
Pinance & Exec. Comms. & Dir. American 
Equities Corp., Dir. Bank of America N. A., 
Chrm. Exec. Comm. & Dir. Interstate 
Equities Corp., Dir. North American Avia- 
tion, Inc., Dir. Petroleum Corp. of Amer- 
ica, Chrm. of Bd. & Exec. Comm. Trans- 
america Corp., Member Exec. Comm. & Dir. 


*WALKER, GEORGE HERBERT—Pres. & 
Dir.. W. A. Harriman & Co., Inc., 39 Broad- 
way, New York City. (Residence): 453 
Madison Ave., New York City. American 
International Corp., Dir. Atlantic Fruit 
& Sugar Co., Inc., and subsidiaries, Dir. 
Certain-teed Products Corp., Dir. Compair 
Oit Co., Dir. Cuba Distilling Co., Dir. 
Cuban Dominican Sugar Corp. and Sub- 
sidiaries, Dir. Fairchild Aviation Corp., 
Dir. Georgian Manganese Corp., Ltd., Dir. 
Marion Steam Shovel Co., Dir. Merchant 
Sterling - Corp., Dir. National Bearing 
Metals Corp., Dir. New York Petroleum & 
Royalty Co., Dir. Pennsylvania Coal & 
Coke Corp., Dir. Putnam Oil Co., Dir. 
Russian Finance & Construction Corp., Dir. 
Silesian American Corp., Dir. Silesian 
Holding Corp., Dir. W. A. Harriman Se- 
curities Corp., Dir. Barnsdall Corp., Dir. 
The Aviation Corp., Dir. Wedgwood Invest- 


ing Corp., Dir. Petroleum Bond and Share 
Corp., Dir. Small Issues Corp., Dir. U. S. 
Industrial Alcohol Co., Dir. 

*CROFT, HARRY W.—Chrm. of Bad., 
Harbison-Walker Refractories Co., 1816 
Farmers Bank Bidg., Pittsburgh, Pa. (Resi- 


dence): Greenwich, Conn. Mellon National 
Bank, Pittsburgh, Pa., Dir. Mack Trucks, 
Inc., Dir. Certain-teed Products Corp., Dir. 
Republic Iron & Steel Co., Dir. 


*LEWIS, JAMES EDWARD—Pres. & Dir., 
Harbison-Walker Refractories Co., 1816 
Farmers Bank Bldg., Pittsburgh, Pa. (Resi- 
lence): 5611 Aylesboro Ave., Pittsburgh, 
Pa. Farmers Deposit National Bank, Dir. 
Reliance Life Insurance Co. of Pittsburgh, 
Dir. Certain-teed Products Corp., Dir. 


Chrysler Corp. 


Lines aND Propucts—The Chrysler 
Corporation now produces four Chrysler 
models, two Dodge models, two De 
Soto models, the Plymouth car, Dodge 
Brothers trucks, buses, motor coaches, 
Fargo trucks, and commercial cars, and 

hrysler Marine Engines. 

SaLes anpD Prorits—In 1929 a total 


sales including accessories of $375,033,- 
455.01. The net income was $21.902,- 
168.25, representing 5.85 per cent re- 
turn per dollar of sales, in comparison 
with 1928 when it was $30,991,795, or 
9.83 per cent return on sales of $315, 
304,817. Dodge Brothers operations are 
included beginning with August 1, 1928. 
Net income for the first quarter of 
1930 is $180,717 compared to $8,838,170, 
for the first quarter of 1929. Shipments 
of all cars for the first five months this 
year are 156,164 compared with 235,876 
for the same period in 1929. Im- 
provements in shipping are reported. 
Chrysler is ranked third in the indus- 
try and second among companies pro- 
ducing six cylinder cars. Exports in 
1929 were 16 per cent of the total sales, 
and the number of units increased by 
11 per cent over the number shipped 
in 1928. 


EXPANSION—Early in 1930 the Com- 
pany introduced a new De Soto eight 
cylinder car which is said to be the 
lowest priced “eight” in the market. 
Late in July, 1930 Chrysler introduced 
new eight cylinder models. No impor- 
tant plant developments took place in 
1929, extensive additions having been 
made in 1928. Plants are located at 
Highland Park, Detroit. Newcastle, In- 
diana, Evansville, Indiana, Dayton, 
Ohio and Stockton, Calif. 


PERSONNEL, Etc.—Good-will is valued 
at $25,000,000. Total assets based on 
the Annual Report for the fiscal year 
ending December 31, 1929, were $209,- 
741,379. The Chrysler subsidiaries are: 
Chrysler Sales Corp., De Soto Motor 
Corp., Maxwell Motor Corp., Chrysler 
Illinois Co., Chrysler Philadelphia Co., 
Amplex Manufacturing Co., New Castle 
Realty Co., Plymouth Motor Corp., 
Fargo Motor Corp., Chrysler Export 
Corp., Pekin Wood Products Co., Chrys- 
ler Corp. of Canada, Ltd., Maxwell 
Motor Corp. of Canada, Ltd., Societe 
Anonyme Chrysler, Antwerp, De Soto 
Motor Corp. of Canada, Ltd., Fargo 
Motor Corp. of Canada, Ltd., Plymouth 
Motor Corp. of Canada, Ltd., Dodge 
Bros. Corp., Dodge Bros. (Canada), Ltd., 
Graham Bros., Graham Bros. of Cana- 
da, Ltd., Chrysler Motor Parts Corp., 
Hamtramck Plumbing & Heating Co. 


The principal officers are: Walter 
P. Chrysler, chairman of the Board and 
president; W. Ledyard Mitchell, vice- 
president; B. E. Hutchinson, vice-presi- 
dent and treasurer; J. E. Fields, vice- 
president; F. M. Zeder, vice-president; 
K. T. Keller, vice president and general 
manager J. S. Bache, vice-president; 
Byron C. Foy, vice president. Cliff 
Noble, advertising manager. 


The directors are: W. P. Chrysler,* 
chairman, J. S. Bache* (J. S. Bache & 
Co.), Nicholas F. Brady,* Harry Bron- 
ner* (Blair & Co., Inc.) Delos W. 
Cooke (Remington Typewriter Co.), 
Harold E. Talbott, Jr.* (The Dayton 
Securities Co., Dayton, Ohio), E. R. 
Tinker* (American Water Works & 
Electric Co.), Waddell Catchings* 
(Goldman Sachs & Co.), B. C. Foy,* 
(Vice-President), M. S. Sloan, E. F. 
Hutton* (E. F. Hutton & Co.), all of 
New York City; W. Ledyard Mitchell* 
(Vice-President) , Hugh Chalmers, Allen 
F. Edwards,* B. E. Hutchinson (Vice- 
President), J. E. Fields (Vice- Presi- 
dent), K. T. Keller (Vice-President) , 
F. M. Zeder (Vice-President), all of 
Detroit, Mich. 


troit, is the advertising agency handling 
the account. 


* CHRYSLER, WALTER PERCY—Pres. & 
Chrm. of Board, Chrysler Corp., N. Y. C. 
Dir. Ann Arbor Railroad. Dir. Prudential 
Oil Co. Dir. Chicago, Milwaukee & St. 
Paul & Pacific RR. Dir. Erie RR. Dir. 
Chase Securities Co. Dir. National Auto- 
mobile Chamber of Commerce. Dir. Com- 
mercial National Bank & Trust Co. Dir. 
Chrysler Building Corp. Dir. General Foods 
Co., Inc. Dir. Thompson-Starrett, Inc. 
Dir. Madison Square Garden Corp. Dir. 
Industrial Alloy Products Corp. 


* BACHE, JULES S.—Dir. Chrysler Corp., 
N. Y. C. Senior Partner, J. S. Bache & 
Co., N. Y. C. Dir. American Indemnity 
Co. of Baltimore. Dir. Ann Arbor Railroad. 
Dir. Anniston City Land Co. Dir. Burns 
Bros., Inc., Dir. Cuba Distilling Co. Pres., 
Treas. & Dir. Domes Mines, Ltd. Dir. 
Empire Trust Co. Dir. Julius Kayser & Co. 
Dir. Manistique & Lake Superior RR. Co. 
Dir. Motor Products Corp. Dir. New Ams- 
terdam Casualty Co. Dir. New River Col- 
lieries Co. Dir. Tennessee Copper & Chem- 
ical Corp. Dir. Tennessee Copper Co. Dir 
U. S. Industrial Alcohol Co. Chrm. of 
Board & Dir. V. Vivaudou, Inc. Dir. South- 
ern Agricultural Chemical Corp. Dir. 
Louisiana Oil Refining Corp. Dir. Wabeek 
Land Co. Dir. Kelvinator Corp. 


*SLOAN, MATTHEW SCOTT—Pres. & Dir., 
The New York Edison Co., 4 Irving Place, 
New York City. (Residence): 2 Montague 
Terrace, Brooklyn, N. Y. Amsterdam Elec- 
tric Light & Power Co., Pres. & Dir. Edison 
Construction Co., Inc., Pres. & Dir. Sloss- 
Sheffield Steel & Iron Co., Dir. Irving Trust 
Co., Member Advisory Board & Dir. Amer- 
ican Exchange Securities Corp., Dir. Mor- 
ristown Securities Corp., Dir. Bush Terminal 
Co., Dir. Brooklyn Chamber of Commerce, 
Dir. Chamber of Commerce of the United 
States, Dir. Coney Island Chamber of Com- 
merce, Dir. Brooklyn Bureau of Charities, 
Dir. National Security League, Dir. National 
City Bank of New York (Peoples Trust 
Branch), Brooklyn, N. Y., Member Advisory 
Board. Polytechnic Institute of Brooklyn, 
Treas. & Trustee. Long Island University, 
Treas. & Trustee. Electrical Testing Lab- 
oratories, New York City, Treas. & Dir. 
Brooklyn Hospital, Trustee. Young Wo- 
mens Christian Assn., Trustee. Brooklyn 
Academy of Music, V-P. & Dir. National 
Electric Light Assn., Pres. Brooklyn Edison 
Co., Inc., Pres. & Dir. The United Electric 
Light & Power Co., Pres. & Dir. New York 
& Queens Electric Light and Power Co., 
Pres. & Dir. The Yonkers Electric Light 
& Power Co., Pres. & Dir. United States & 
International Securities Corp., Dir. South- 
ern Bond & Share Corp., Dir. Park Asso- 
ciation of New York City, Inc., Dir. Edison 
Light & Power Inst. Co., Pres. & Dir. Con- 
solidated Gas Co. of N. Y., Trustee. Bronx 
Gas & Electric Co., Dir. Westchester Light- 
ing Co., Dir. Consolidated Telegraph & 
Electric Subway Co., Dir. Guaranty Trust 
Co., Dir. Reliance International Corp., Dir. 
Reliance Management Corp., Dir. New York 
Title & Mortgage Co., Dir. Long Island 
Chamber of Commerce, Dir. The Bowery 
Savings Bank, Trustee. The Bank of Amer- 
ica (Brooklyn), Mem. Advisory Board. Mu- 
seums of the Peaceful Arts, Trustee. The 
Society for Electric Development, Inc., V-P. 
& Dir. 


*BRONNER, HARRY—Dir. Chrysler Corp., 
N. Y. C. Dir. Bancamerica-Blair Corp. Dir. 
Botany Consolidated Mills, Inc. Dir. Botany 
Worsted Mills. Dir. International Mercan- 
tile Marine Co. Dir. National Department 
Stores, Inc. Dir. N. Y. Railways Corp. Dir. 
Petroleum Chemical Corp. Dir. Petroleum 
Corp. of America. Dir. Plaza Operating Co. 
Dir. Savoy Plaza Corp. Dir. Texas & Pa- 
cific Railway Co. Dir. U. S. Realty & Im- 
provement Co. Dir. Virginia Carolina 
Chemical Co. Dir. Transamerica Corp. Dir. 
Bank of America. 


*TALBOT, HAROLD E., JR.—Dir. Chrys- 
ler Corp., N. Y. C. Pres. & Dir. The Day- 
ton Securities Co., Dayton, Ohio. V.P. & 
Dir. Mead Pulp & Paper Co. V.P. The N. 8. 
Talbott Co. V.P. & Dir. The Dayton Steel 
Racquet Co. Chrm. of Board & Dir. Long 
Sign Co. Dir. National Air Transport Corp. 
Dir. Commercial National Bank & Trust 
Co., N. Y. Dir. National Aviation Co. Dir. 
Triplex Glass Co. Dir. Gem City Life Ins. 
Co. Dir. American Manufacturing Co. Dir. 
Specialty Paper Co. Dir. Mid-Continent 
Sales Co. Dir. Mutual Furniture Co. Dir. 
Kettleman Oil Corp. V.P. & Dir. Sheffield 


144L 


S A L 


E § MAN AG 


EMEN T 


DATA ON SOME LEADING ADVERTISERS (Cont.) 


Machine & Tool Co. Dir. Cosden & Co., 
Inc. Dir. General Realty & Utilities Corp. 
Dir. North American Aviation Co. Dir. 
Pardners Mines Corp. Dir. Plymouth De- 
velopment Corp. Dir. Selected Industries 
Corp. Dir. Standard Cap & Seal Corp. Dir. 
Thompson-Starrett Co. Dir. Waldorf Astoria 
Corp. Dir. International Chromium Corp. 
of America. 


*TINKER, E. R.—Dir. Chrysler Corp., N.Y. 
City. Pres. & Dir. Interstate Equities Corp. 
Member Exec. Comm. & Dir. Petroleum 
Corp. of America. Dir. U. S. Hat Machinery 
Co. Dir. Barnsdall Corp. Dir. The Fair- 
banks Co. Dir. The Glidden Co. Member 
Exec. & Finance Comm. & Dir. Knox Hat 
Co., Inc. Member Finance Comm. & Dir. 
Longs Hat Stores Corp. Dir. Merchants & 
Miners Transportation Co. Member of Exec. 
& Finance Comm. & Dir. Sinclair Consol- 
idated Oil Corp. Dir. White Motor Co. 
Dir. Wilson & Co., Inc. Dir. American Ma- 
racaibo Co., Inc. Member Exec. Comm. & 
Dir. Kaskel & Kaskel-Dunlap Corp. 


*CATCHINGS, WADDELL — Dir. Chrysler 
Corp. Member of Goldman Sachs & Co. 
Dir. Amalgamated Leather Co. Dir. Amer- 
ican Wholesale Corp. Dir. Cluett, Peabody 
& Co. Dir. Conde Nast Publications. Dir. 
Continental Can Co. Dir. Cuyamel Fruit 
Co. Dir. Endicott Johnson Corp. Dir. B. F. 
Goodrich Co. Dir. The Lambert Co. Dir. 
Lehn & Fink Products Co. Dir. Long Bell 
Lumber Co. Dir. Merck & Co. Dir. Na- 
tional Dairy Products Co. Dir. Postum Co. 
Dir. Sears Roebuck & Co. Dir. Franklin 
Simon & Co. Dir. Studebaker Corp. Dir. 
Underwood Typewriter Co. Dir. Sloss-Shef- 
field Steel & Iron Co. Dir. Warner Bros. 
Pictures, Inc. 


*FOY, BYRON C.—Vice-President, Chrys- 
ler Corp., N. Y. C. Dir. Digiorgio Fruit Co. 
Dir. American Fruit & Steamship Co. V.P. 
Simons, Stewart & Co. V.P. Madison Ave. 
& on St. Corp. Partner, John H. Thomp- 
son Co. 


*HUTTON, EDWARD F.—Dir. Chrysler 
Corp., N. Y. C. Chrm. of Board, General 
Foods Corp. Partner, E. F. Hutton & Co. 
Chrm. of Board, Zonite Products Corp. Dir. 
Chatham Phenix National Bank & Trust Co. 
Dir. Manufacturers Trust Co. 


*MITCHELL, W. LEDYARD—V.-P. & Dir., 
Chrysler Corp., Detroit, Mich. Dir. Guar- 
dian Trust Co. of Detroit, Mich. V.P. & 
Dir. Metropolitan Trust Co., Highland Park, 
Mich. V.P. & Dir. Robert Mitchell Manu- 
facturing Co., Cincinnati, O. Dir. Guardian 
Detroit Bank. Chrm. of Board, Chrysler 
Export Corp. 

*EDWARDS, ALLEN 
Corp., Detroit, Mich. 
Bank in Detroit. 
Detroit. 


F.— Dir. Chrysler 
Dir. First National 
Dir. Union Trust Co. of 


The Coca-Cola Co. 


LINES AND PropucTts—This company 
sells Coca-cola in national and inter- 
national markets. 


SALES AND Prorits—In 1929 sales of 
$39,260,813 showed a 12.99 per cent in- 
crease over 1928. Profits amounted to 
$12,758,278, or a return of 32.43 per cent 
on sales. This company is the leading 
soft drink manufacturer in the country. 
Sales in 1929 amounted to 26,982,000 
gallons. 


Sales for the first six months, 1930, 
were $20,891,274.00 as compared to $19,- 
192,790.00 for the same period in 1929. 
Profits before Federal taxes for the first 
half of 1930 were $7,181,813.00 against 
$6,491 ,965.00 in the 1929 period. 


EXPANSION—A new policy of substitu- 
ting trained service men for salesmen 
was inaugurated in 1929. Production 
plants at Atlanta, Chicago, New York, 
Los Angeles, and Montreal have in- 
creased facilities. Other plants are at 
Dallas, New Orleans, Baltimore, Toron- 
to, Winnipeg, Vancouver, Havana and 
Santiago. 

PERSONNEL, ETCc.—Good-will, trade- 
marks, and formula are valued at $21,- 
931,320.52. Assets as of December 31, 
1929 are $55,062,293. The Company and 
subsidiaries have sales and branch offi- 
ces, warehouses, and operating plants 


in many cities of the United States, 
Canada and Cuba. The distribution 
system includes 13 syrup factories, 38 
warehouses, 2,200 jobbers, 1,250 bottlers, 
105,000 fountain retailers, and over 
600,000 bottle retailers. The product is 
marketed in 76 countries. 


The principal officers are: W. C. 
Bradley chairman of the Board; R. W. 
Woodruff, president; Harrison Jones, 
executive vice-president; W. M. Brown- 
lee, W. P. Heath, Harold Hirsch, H. R. 
Horsey, Eugene Kelley, A. A. Acklin, 
vice-presidents; Turner Jones, vice- 
president in charge of advertising; S. F. 
Boykin, secretary and treasurer. 


The directors are: W. C. Bradley 
(chairman), Columbus, Ga.; R. W. 
Woodruff (president), also president of 
the White Co. (motor trucks); Harold 
Hirsch (vice-president) ; J.B. Campbell, 
Charles H. Candler, Samuel C. Dobbs 
(president and director, The Lichens 
Co.) ; Winship Nunnally; C. A. Wicker- 
sham (president, general manager and 
director, Atlanta & West Point R. R. 
Co.) ; Ernest Woodruff (president, trea- 
surer, and director, Piedmont Securities 
Co.); T. K. Glenn (First National 
Bank) ; Lindsey Hopkins; all of Atlanta, 
Ga.; Charles Hayden (Hayden, Stone 
& Co.); A. H. Wiggin (Chase National 
Bank, N. Y.); and E. W. Stetson (Guar- 
anty Trust Co.), all of New York; D. A. 
Turner (Columbus Bank & Trust Co.) 
and J. P. Illges (president, treasurer 
and director, the Illges Co.) Columbus, 
Ga.; W. C. D’Arcy (president and 
director D’Arcy Advertising Co.), St. 
Louis, Mo. 


ADVERTISING—The 1930 total appropri- 
ation for all advertising is about $6,- 
000,000. D’Arcy Advertising Co. of St. 
Louis, handle the account. 


*BRADLEY, W. C.— Chairman of Coca- 
Cola, Columbus, Ga. Pres. & Dir. Eagle & 
Phenix Mills, Columbus, Ga. Chairman 
Brd. of Dir., Columbus Manufacturing Co., 
Columbus, Ga. Chairman Brd. of Dir., 
Bradley Manufacturing Co., Columbus, Ga. 
Pres. & Dir. Third National Bank, Colum- 
bus, Ga. Pres. & Dir. Columbus Bank & 
Trust Co., Columbus, Ga. Dir. Bibb Man- 
ufacturing Co., Macon, Ga. Pres. & Dir. 
Columbus Grocery & Supply Co., Columbus, 
Ga. Pres. & Dir. Columbus Iron Works 
Co., Columbus, Ga. Pres. & Dir. Gates City 
Cotton Mills, Atlanta, Ga. Dir. Atlanta & 
Lowry National Bank, Atlanta, Ga. Dir. 
Citizens & Southern National Bank, At- 
lanta, Ga. Dir. Trust Co. of Georgia, 
Atlanta, Ga. Dir. Central of Georgia Ry. Co. 


*WOODRUFF, R. W.—President & Dir., 
Atlanta, Ga. Pres. & Dir. The White Co., 
Cleveland, O. Dir. Continental Gin Co. Dir. 
Trust Co. of Georgia. Dir. Atlantic Steel 
Co. Dir. Coca-Cola International Co. 


*HIRSCH, HAROLD —Vice-President, At- 
lanta, Ga. Pres. & Dir. Scripto Manufac- 
turing Co. Pres. & Dir. Farmers & Ginners 
Cotton Oil Co. Pres. & Dir. Mutual Cotton 
Oil Co. Pres. & Dir. Planters Oil Co. Gen. 
Counsel, Vice Pres. & Dir. Dobbs Mortgage 
& Investment Co. Gen. Counsel, Dir. & 
Vice Pres. S. C. Dobbs, Inc. Attorney & 
Dir. Atlanta Title & Trust Co. Dir. Atlanta 
& Lowry National Bank. Dir. Atlanta Bilt- 
more Hotel Co. Dir. Atlanta Banking & 
Savings Co. Gen Counsel & Dir. Southern 
Grocery Stores, Inc. Dir. Atlanta Musical 
Festival Assn. Dir. Atlanta Municipal Opera 
Assn. V.P., Gen. Counsel & Dir. National 
Manufacturing & Stores Corp. Dir. Rich’s, 
Inc. Dir. Lichens Co. 


*CAMPBELL, J. B.—Dir. Coca-Cola Co., 
Atlanta, Ga. Dir. Atlanta Lowry National 
Bank. Dir. Trust Co. of Georgia. Dir. Blue 
Diamond Coal Co. Pres. & Dir. Crown 
Investment Co. Chrm. of Board, Industrial 
Realty Co. Sec., Treas. & Dir. Realty, Inc. 

*CANDLER, CHARLES H.—Dir. of Coca- 
Coca-Cola Co. 

*DOBBS, SAMUEL C.—Dir. of Coca-Cola 
Co., Atlanta, Ga. Pres. & Dir. The 
Lichens Co. Pres. & Dir. Dobbs Mortgage 
& Investment Co. Dir. Atlantic Ice & Coal 


Co. Dir. Atlanta & Lowry National Bank, 
Atlanta, Ga. Dir. Atlantic Steel Co., At- 
lanta, Ga. Dir. Passaic Metal Ware Co., 
Passaic, N. J. Dir. Austin, Nichols & Co., 
N. Y. Dir. American Sumatra Tobacco Co,, 
N. Y. Dir. Trusco Securities Co. 


*NUNNALLY, J. H.—Dir. of Coca-Cola Co., 
Atlanta, Ga. Chrm. of Board, The Nun- 
nally Co., Atlanta, Ga. Dir. Atlanta & 
Lowry National Bank. Dir. Atlantic Ice & 
Coal Corp. 


*WICKERSHAM, C. A.—Dir. of Coca-Cola 
Co., Atlanta, Ga. Pres., Gen. Mer. & Dir, 
Atlanta & West Point Railroad Co., Atlanta, 
Ga. Pres., Gen. Mgr. & Dir. Western Rail- 
way of Alabama. Gen. Mgr. Georgia Rail- 
road. Pres. & Dir. Augusta Union Station 
Co. Pres. & Dir. Augusta Belt Railway, 
Pres. & Dir. Milledgeville Railway. Pres. & 
Dir. Monroe Railroad. Pres. & Dir. Lexing- 
ton Terminal R. R. Dir. Atlanta Terminal 
Co. Dir. Elberton & Eastern Railroad Co, 
Dir. & Pres. Savannah River Terminal. 
Pres. & Dir. Atlantic Compress Co. 


*WOODRUFF, ERNEST — Dir. Coca-Cola 
Co., Atlanta, Ga. V.P. & Dir. Atlantic Steel 
Co., Atlanta, Ga. Member Exec. Comm. & 
Dir. First Lowry National Bank of Atlanta. 
Dir. Coca-Cola International Corp. Dir. 
National Surety Co. 


*GLENN, THOMAS K.—Dir. Coca-Cola Co., 
Atlanta, Ga. Pres. & Dir. Trust Co. of 
Georgia. Chrm. of Brd. & Dir. Atlantic 
Steel Co. Dir. Atlantic Ice & Coal Co. Dir. 
Continental Gin Co. Dir. N. C. & St. L. Ry. 
Dir. Coca-Cola International Corp. Dir. 
American Iron & Steel Institute. Trustee, 
Emory University. Pres. Scottish Rite Hos- 
pital for Crippled Children. 


*HAYDEN, CHARLES—Dir. Coca-Cola Co., 
(Residence—N. Y. C.). Mgr. & Mem. Exec, 
Comm. Adams Express Co., N. Y. C. Dir. 
Allis-Chalmers Mfg. Co. Member Exec, 
Comm. & Dir. American Agricultural Chem- 
ical Co. Dir. American Express Co. Mem- 
ber Exec. Comm. & Dir. American Locomo- 
tive Co. Dir. American Ship & Commerce 
Corp. Dir. Art Metal Construction Co. 
V.P. & Dir. Bingham & Garfield Ry. Dir. 
Graden Copper Co. Member Exec. & Fi- 
nance Comm. & Dir. Brooklyn Manhattan 
Transit Co. Dir. Brooklyn, Queens County 
& Suburban R.R. Co. Member Exec. Comm. 
& Dir. Burns Bros. V.P., Member Exec, 
Comm. & Dir. Butte & Superior Mining Co. 
Dir. Carib Syndicate. Chrm. Finance Comm. 
& Board of Directors, Chicago, Rock Island 
& Pacific R.R. Dir. Colon Oil Corp. Dir. 
Coney Island & Brooklyn R.R. Co. Dir. 
Coney Island & Gravesend Ry. Co. Dir. 
Cramp Ship & Engine Bldg. Co. Chrm. 
Executive Comm. & Board of Directors, 
Cuba Cane Sugar Corp. Dir. Cuban Port- 
land Cement Corp. Dir. Curtiss Wright 
Corp. Dir. Eastern Massachusetts St. Ry. 
Co. Member Exec. Comm. & Dir. Electric 
Power & Light Co. Member Exec. Comm. 
& Trustee, Equitable Trust Co.,N. Y. Chrm. 
of Board & Dir. Gallup American Coal Co. 
Member Exec. Comm. & Dir. General Real- 
ties & Securities Co. Voting Trustee, Geor- 
gia & Florida Ry. Chrm. of Board, Chrm. 
Finance Comm. & Dir. Granby Consolidated 
Mining Co. Chrm. of Board of Dir. Granite 
City Steel Co. Dir. Havana Omnibus Co. 
Chrm. of Board & Dir. Haygart Corp. Dir. 
Insurance Securities Co., Inc. Member 
Finance Comm. & Dir. Intercontinental 
Rubber Co. Dir. International Cement 
Corp. Chrm. Board of Directors, Inter- 
national Nickel Co. Mem. Exec. Comm. 
& Dir. International Products Corp. Chrm. 
Finance Comm. & Dir. Kennecott Copper 
Corp. Dir. Knickerbocker Cement C0. 
Member Exec. Comm. & Dir. Mack Trucks, 
Inc. Life Member of Corp., Massachusetts 
Institute of Technology. Member Exec. 
Comm. & Dir. Matanzas Sugar Corp. Dir. 
Mathieson Alkali Works. Dir. Mavis Bot- 
tling Co. of America. Chrm. of Board, 
Mesabi Iron Co. Mem. Executive Comm. & 
Dir. Montreal Locomotive Co. Dir. Nassau 
Electric R.R. Co. Member Exec, Comm. 
Chrm. Finance Comm., Chrm. of Board & 
Dir., National Enameling & Stamping Co. 
Member Exec. Comm. & Finance Comm. & 
Dir., National Surety Co. of N. Y. VP» 
Member Exec. Comm. & Dir. Nevada Con- 
solidated Copper Co. Dir. Nevada Northern 
Ry. Co. Member Finance Comm., Exec. 
Comm & Dir. N. Y. Indemnity Co. Mem- 
ber Exec. Comm. & Dir. New York Rapid 
Transit Co. Member Exec. Comm. & Trus- 
tee, N. Y. Trust Co. Dir. Pacific Commer- 
cial Co. Dir. Pacific Insurance Co. Mem. 
Executive Comm. & Dir. Petroleum Corp. 0 
America. Dir. Pond Creek Pocahontas (0. 
Chrm. of Board, Mem. Exec. Comm. & Dir. 
Railway & Express Co. Dir. Shell Union 
Oil Co. Dir. Southern Phosphate Corp. 
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Dir. Sterling Securities Corp. Mem. Fi- 
nance Comm. & Dir. Thompson-Starrett 
Corp. Dir. Twin City Rapid Transit Co. 
Member Finance Comm. & Dir. Underwood 
Elliott Fisher Co. Member Exec. Comm. & 
Dir. Union Oil Co. Mem. Exec. Comm. & 
Dir. U. S. & International Securities Corp. 
Chrm. of Finance Comm. & Dir. Utah 
Copper Co. Member Exec. Comm. & Dir. 
Utah Power & Light Co. Dir. Williams- 
purgh Power Plant Corp. Member Exec. 
Comm. & Dir. Wright Aeronautical Corp. 

*WIGGIN, ALBERT H.—Dir. Coca-Cola Co. 
(Res.—600 Park Ave., N. Y. C.). Chrm. of 
Board, Chase National Bank, N. Y.C. Mem. 
Board of Mgrs. Adams Express Co. Dir. 
American International Corp. Dir. Amer- 
ican Locomotive Co. Dir. American Express 
Co. Dir. American Sugar Refining Co. 


-Trustee & Chrm. Finance Comm. American 


Surety Co. of N. Y. Dir. American Woolen 
Co. Dir. Armour & Company. Dir. Astor 
Safe Deposit Co. Chrm. Finance Comm. & 
Dir. Brooklyn Manhattan Transit Corp. 
Dir. Brooklyn & Queens Transit Corp. Dir. 
Canadian International Paper Co. Chrm. 
of Board, Chase Securities Corp. Pres. & 
Dir. Chase Safe Deposit Co. Dir. Discount 
Corp. of New York. Dir. Fidelity Phenix 
Fire Insurance Co. of New York. Chrm. 
American Comm. & Dir. Finance Co. of Gt. 
Britain & America, Ltd. Dir. Greenwich 
Trust Co., Greenwich, Conn. Dir. Guaranty 
Safe Deposit Co. Dir. Holmes Electric Pro- 
tective Co. Dir. Hudson & Manhattan R.R. 
Co. Dir. Inspiration Consolidated Copper 
Co. Dir. International Agricultural Corp. 
Dir. International Paper Co. Dir. Inter- 
national Paper & Power Co. Dir. Lawyers 
Title & Guaranty Co. Dir. Lawyers Trust 
Co. Dir. Mack Trucks, Inc. Dir. Metropol- 
{tan Life Insurance Co. Dir. Montreal 
Locomotive Works. Dir. N. Y. Clearing 
House Building Co. Dir. N.Y. Rapid Transit 
Corp. Dir. Newmont Mining Corp. Dir. 
Niagara Fire Insurance Co. Dir. Otis Ele- 
vator Co. Dir. Railway & Express Co. Dir. 
Southern Express Co. Dir. Stone & Web- 
ster, Inc. Dir. Tri-Continental Corp. Dir. 
Elliott-Fisher Co. Dir. Utility Equities 
Corp. Dir. Wells Fargo & Co. Chrm. Exec. 
Comm. & Dir. Western Union Telegraph Co. 
Dir. Westinghouse Electric & Manufactur- 
ing Co. Dir. Westinghouse Electric Inter- 
national Co. Dir. 
Plant Corp. 


*STETSON, EUGENE W.—Director Coca- 
Cola Co. (Res. 117 E. 72nd St., N Y. C.) 
V.P., Mem. Exec. Comm. & Dir. Guaranty 
Trust Co. of New York. Dir. Textile Bank- 
ing Co., Inc. Member of Exec. Comm. & 
Dir. Cuba Cane Sugar Corp. Dir. Coca- 
Cola International Co. Exec. Comm. & Dir. 
Canada Dry Ginger Ale, Inc. Exec. Comm. 
& Dir. Barnsdall Corp. Mem. Exec. Comm. 
& Dir. Bibb Mfg. Co. Dir. Colgate-Palm- 
dlive-Peet Co. Dir. N. Y. Petroleum Royal- 
ty Corp. Dir. Small Issues Corp. Dir. 
Automatic Registering Machine Co. Dir. 
White Motor Co. Dir. Niagara Share Corp. 
Dir. Aviation Corp. Dir. W. A. Harriman 
Securities Corp. Dir. Selected Industries, 
Inc. Dir. United Stores Corp. Mem. Fi- 
hance Comm. & Dir. Vick Financial Corp. 


*TURNER, DON ABBOTT—Director Coca- 
Cola Co. (Res. Columbus, Ga.) Pres. & Dir. 
Bradley Manufacturing Co., Columbus, Ga. 
VP. & Dir. Columbus Iron Works. Dir. 
Columbus Manufacturing Co. V.P. & Dir. 
Columbus Grocery & Supply Co. Dir. Eagle 
& Phenix Mills. Dir. Bibb Manufacturing 
Co. Dir. Third National Bank. Dir. Co- 
lumbus Bank & Trust Co. 


*ILGES, JOHN P.—Director Coca-Cola Co. 
(Res. Columbus, Ga.) Pres., Treas. & Dir. 
The Ilges Co., Columbus, Ga. Sec., Treas. 
& Dir. Goldens’ Foundry & Machine Co. 
VP. & Dir. Lummus Cotton Gin Co. Dir. 
City Mills Co. Dir. Swift Spinning Mills. 
Dir. Swift Manufacturing Co. Dir. Mus- 
cogee Mfg. Co. Dir. Rose Hill Land Co. 
Dir. Third National Bank. Dir. Columbus 
Bank & Trust Co. Dir. Coca-Cola Inter- 
Rational Corp. 

*D’ARCY, WILLIAM CHEEVER—Dir. Coca- 
Cola Co. (Res. St. Louis, Mo.) Pres. & Dir. 
D'Arcy Advertising Co., St. Louis, Mo. Dir. 
Mississippi Valley Merchants State Trust 
og oo Guaranty Bank & Trust Co. of 

- Louis. 


Williamsburgh Power 


Congoleum-Nairn, Inc. 


_ Lines and Propucts—This company 
IS @ consolidation of the former Congo- 
eum Co., Inc., and Nairn Linoleum 
Co., and is engaged in the manufacture 
of Sealex linoleum and Congoleum felt 


base rugs and floor coverings in vari- 
ous styles. 

The general offices of the company 
are in Kearney, N. J., and the New 
York office is located at 295 Fifth Ave. 


SALES AND Prorirs—Net earnings for 
the six months period ending June 30, 
1930, were $705,857, as against $950,211 
in the same period of 1929. Earnings 
were 40 cents and 55 cents respectively, 
on common, after preferred dividends. 
Net income in 1929 was $2,213,831, com- 
pared with $1,462,046 in 1928. Earn- 
ings per share in 1929 were $1.29. as 
against 83 cents in 1928. 

The building up of earning power 
against strong competition has required 
a high development of plant efficiency 
and the offering of new and distinctive 
types of product, with intensive sales 
effort. The increase in variety of lines 
was shown in increased inventory at 
the end of 1928 over the previous two 
years, but there was some reduction 
in this item during 1929. 


EXPANSION—Plants and properties of 
the company are located as follows: 
Marcus Hook, Pa., Salem, N. J., Cam- 
den, N. J., Kearny, N. J., and Asbestos, 
Md. Branch offices of the company 
are maintained in Philadelphia, New 
York, Boston, Pittsburgh, Atlanta, Chi- 
cago, Minneapolis, Kansas City, Dallas, 
New Orleans, San Francisco and De- 
troit. 

A foreign office and warehouse is 
maintained at Rio de Janeiro. 


PERSONNEL, ETC.—Goodwill and trade- 
marks are set up as of June 30, 1930 
at $1,000,864. Total assets as of the 
same date are $37,127,307, as compared 
with $35,351,134 shown in the annual 
report for the fiscal year ending De- 
cember 31, 1929. 


Principal officers are: A. W. Erickson, 
chairman of the board; Sir Michael 
Nairn, Bart., vice-chairman of board; 
A. W. Hawkes, president and general 
manager; L. A. Janney, first vice-pres- 
ident and assistant general manager; 
A. B. Snyder, vice-president and assis- 
tant general manager; J. E. Egelson, 
vice-president, operations; H. G. Good- 
ing, vice-president, sales and advertis- 
ing. 

The directors are: A. W. Erickson* 
(president, The Erickson Co.) chair- 
man, New York City; Sir Michael 
Nairn, Bart., vice-chairman, Dysart, 
Scotland; Eversley Childs*, New York 
City; Sir Robert Spencer Nairn, Leslie, 


Scotland; William Collins, Gordon 
Blac,k, Kirkcaldy, Scotland; A. O. 
Choate, New York City; Albert W. 


Hawkes, Montclair, N. J., J. E. Egleson, 
James L. Bruff*, B. G Steinetz, William 
F Hoffman. 


ADVERTISING—Over $1,000,000 was ap- 
propriated for 1930 advertising. The 
Erickson Company, Inc., handles this 
account. In 1929, $1,344,000 was spent 
in magazines and $94,000 in farm 
papers. 


*ERICKSON, A. W.—Pres. & Dir., The 
Erickson Co., 230 Park Ave., New York City. 
(Residence): 110 East 35th St., New York 
City. Congoleum-Nairn, Inc., Chrm. of 
Board & Dir. Bon Ami Co., Dir. Valentine 
& Co., Dir. Newskin Co., Pres. & Dir. 
Boorum & Pease Co., Dir. Agfa-Ansco, 
Inc., Dir. Desert Sanatorium, Tucson, Ariz., 
Dir. 

*BRUFF, JAMES L.—Sec. & Dir., Congo- 
leum-Nairn, Inc., Kearny, N. J. (Residence): 
242 Park St., Montclair, N. J. Bonded 
Floors Co., Inc., Sec. & Dir. Congoleum 
Company of Delaware, Sec. & Dir. Mary- 
land Felt & Paper Co., Sec. & Dir. 


*CHILDS, EVERSLEY—Pres. & Dir., The 
Bon Ami Co., Inc., 17 Battery Place, New 
York City. (Residence): Crane Neck 
Setauket, Long Island, N. Y. Long Island 
Lighting Co., Dir. Kings County Lighting 
Co., Dir. Queensboro Gas & Electric Co., 
Dir. Boorum & Pease Co., Dir. Congoleum- 
Nairn, Inc., Dir. Technicolor, Inc., Dir. 


Drug, Inc. 


LINES AND Propucts—Drug, Inc., was 
formed in 1928 as a holding company 
for United Drug Co. (Del.) and Ster- 
ling Products, Inc. Since its organiza- 
tion. it has acquired various chain 
store and manufacturing companies, in- 
cluding Life Savers, Inc., Bristol-Myers 
Co., and Three-In-One Oil Co. It op- 
erates the largest chain store drug 
store system in the world, and controls 
Boot’s Drug Stores in Great Britain. 


The various products manufactured 
by the company and its subsidiaries 
are: Cascarets, Bayer’s Aspirin, Cali- 
fornia Syrup of Figs, Danderine, Pape’s 
Diapepsin, Pape’s Cold Compound, Dia- 
mond Dyes, Dandelion Butter, Color, 
Dodson’s Livertone, Drake’s Palmetto 
Compound, Dr. James’ Family Reme- 
dies, Neuralgyline, Phillips Milk of 
Magnesia, Phillips Cocoa, Phillips 
Emulsion of Cod Liver Oil, hypodermic 
medications. The company also han- 
dles Life Savers, a confection. 


Executive offices are located at 41 
East 42nd Street, New York City. 


SALES AND Prorits—Net profits for 
the first six months of 1930 were re- 
ported as somewhat ahead of the same 
period of 1929, although retail sales 
were reported about seven per cent be- 
low 1929. Other divisions, particularly 
sales of manufactured products to 
wholesalers were substantially ahead 
and largely offset losses sustained in 
sales in other divisions. 


Net income for 1929 was $17,014,000, 
or $6.35 per share, compared with $12,- 
014,000, or $5.50 per share for eleven 
months to December 31, 1928. 


EXPANSION—In March, 1930, the cor- 
poration acquired Household Products, 
Inc. and also in 1930, the Owl Drug 
Co. During 1929, all of the properties 
of the May Drug Stores Corp., and of 
Life Savers, Inc., were acquired as well 
as Wolff-Wilson Drug Co., Three-In- 
One Oil Co., and Bristol-Myers Co. 
Other companies controlled by Drug, 
Inc., are Louis K. Liggett Co., National 
Cigar Stands Co., Seamless Rubber Co., 
Hudson Valley Pure Food Co., Absorb- 
ent Cotton Co. of America, Marcus 
Ward, Inc., and Sherman Envelope Co. 
Also Boots Pure Drug Co., England, 
United Co., Ltd., England, United Drug 
Co., Ltd., Canada, and L. K. Liggett 
Co., Ltd., Canada. 


The company owns the following sub- 
Sidiaries: Proprietary Agencies, Ltd., 
England; Sterling Products, Ltd., Can- 
ada; California Fig Syrup Co., the 
Bayer Company, Inc., the Bayer Com- 
pany, Ltd., Canada; Wells & Richard- 
son Co., Inc., Vermont; the Charles H. 
Phillips Chemical Co., Inc., Sterling 
Remedy Co., Wells & Richardson Co., 
Inc., Cook Laboratories, of Delaware. 


The main plant of the. company is 
located at Wheeling, W. Va. The Ca- 
nadian plant is located at Windsor, Ont,. 
the Bayer plant at Rensselaer, N. Y., 
and the English plant in London. Dis- 
tribution in Europe, India and South 
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Africa is taken care of by the London 
subsidiary, and Australian distribution 
by an agency at Sydney. 

PERSONNEL, ETC.—Total assets as of 
December 31, 1929, were $30,151,888. 
Goodwill, trademarks, formulae, etc.., 
were valued at $5,806,481 in the annual 
report for 1929. 


Officers of the company are: Louis 
K. Liggett, chairman of the board; G. 
M. Gales, vice-chairman of the board; 
A. H. Diebold, president; W. E. Weiss, 
vice-president and general manager; 
H. H. Ramsay, vice-president. 


Directors are: ‘*Louis K. Liggett 
(chairman), Newton, Mass.; *W. E. 
Weiss, *H. F. Behrens (The Bayer Co., 
Inc.), and Henry G. Stifel, all of 
Wheeling, W. Va.; *G M. Gales (vice- 
chairman), and *A. H. Diebold (presi- 
dent), Locust Valley, N. Y.; *W. C. 
Watt (treasurer), Douglaston, N. Y.; 
*Charles McCallum (The National 
Cigar Stands Co.), Larchmont, N. Y.; 
*H H. Ramsay (vice-president), New 
York City; *H. P. Bristol (Sun Tube 
Co.), Brooklyn, N. Y. 


ApDvERTISING—The L. K. Liggett Co., 
appropriated $750,000 for 1930 adver- 
tising. A. H. Rosenbaum is advertising 
manager, and the account is placed di- 
rect. 


Life Savers, Inc., appropriated $100,- 
000 to $250,000 for 1930 advertising. M. 
B. Bates is advertising and sales man- 
ager, and Stanley E. Gunnison, Inc., 
handles the account. 


Three-In-One Oil Co. appropriated 
$100,000 to $250,000 for 1930 advertising. 
The account is handled by the Thomp- 
son-Koch Co., Cincinnati, Ohio. Wal- 
ter I. Willis is vice-president and gen- 
eral manager in charge of advertising 
and sales. 


The Bristol-Myers Co. appropriated 
over $1,000,000 for 1930 advertising. 
Lee H. Bristol is vice-president in 
charge of advertising. Pedlar & Ryan, 
Inc., handle the account. 


*BRISTOL, HENRY PLATT—Pres., Bristol- 
Myers Co., 75 West St., New York City. 
(Residence): 320 Clinton Ave., Brooklyn, 
N. Y. Bristol-Smith, Inc., Dir. Sun Tube 
Co., Dir. Pharmacal Products Corp., Dir. 
Frederick F. Ingram Co., Dir. Neuheim 
Pharmacies, Inc., Dir. Metropolitan Realty 
Inc., Dir. 

*McCALLUM, CHARLES — V.-P. & Dir., 
Louis K. Liggett Co., 41 East 42nd St., New 
York City. (Residence): Lakeside Drive, 
Larchmont Gardens, Larchmont, N. ‘ 
United Drug Co., V.-P. & Dir. The Na- 
tional Cigar Stands Co., Dir. Louis K. 
Liggett Co., Ltd., Toronto, Dir. United 
Drug Co., Limited, Toronto, Dir. Drug, 
Inc., Dir. 


*GALES, GEORGE M.—Pres. & Dir., Louis 
K. Liggett Co., 41 E. 42nd St., New York 
City. (Residence): Locust Valley, Long 
Island, N. Y. United Drug Co., Ist V.-P. & 
Dir. Boots Pure Drug Co., (England), Dir. 
Drug, Inc., V.-Chrm. of Board. North 
River Savings Bank, N. Y., Trustee. Na- 
tional Cigar Stands Co., Dir. United Drug 
Co., of Canada, Dir. Harriman National 
Bank, New York, Dir. 


*LIGGETT, LOUIS KROH—Pres. & Dir.. 
United Drug Co., Boston, Mass. (Residence) : 
185 Hammond St., Chestnut Hill (Newton), 
Mass. Associated Simmons Hardware Cos., 
Trustee. Beacon Oil Co., Dir. Boston & 
Maine R.R. Co., Dir. Boston Madison 
Square Garden Club, Dir. Conveyancers 
Title Insurance & Mortgage Co., Dir. Dor- 
chester Mutual Fire Insurance Co., Dir. 
Drug, Inc., Chrm. of Board. Drug Mer- 
chants of America, (N.Y.), Dir. Eastern 
States Agricultural & Industrial League, 
Dir. Eastern States Exposition, V.-P. & 
Dir. Infants’ Hospital, Dir. John Hancock 
Mutual Life Insurance Co., Dir. Kidder 
Peabody Trust Co., Dir. Liberty Mutual 
Insurance Co., Mem. Exec. Comm. & Dir. 
Louis K. Liggett Co., (N. Y.), Chrm. of 


Board. National Cigar Stands Co., (N. Y.). 


Chrm. of Exec. Committee & Dir. National 
Shawmut Bank, Boston, Dir. New England 
Conservatory of Music, Trustee. Newton 
(Mass.) Trust Co., Dir. Punta Alegre Sugar 
Co., Dir. Regal Shoe Co., Dir. Seamless 
Rubber Co. (New Haven), Dir. Simmons 
College, Member of Corporation. Simmons 
Hardware Company, Chrm. of Board. 
United Candy Co., Dir. United Drug Co., 
Ltd. (Canada), Dir. United Merchants & 
Manufacturers, Inc., Dir. United Mutual 
Fire Insurance Co., Pres. & Dir. United 
Jewelers, Inc., Chrm. of Board. Winches- 
ter Company (New Haven), Chrm. of Board. 
Winchester-Simmons Co. (New Haven), 
Pres. & Dir. Winchester Repeating Arms 
Co. (New Haven), Chrm. of Dirs. Commer- 
cial Credit Co. (Baltimore), Dir. Rockland 
& Rockport Lime Co., Dir. Bigelow-Hart- 
ford Carpet Co., Dir. Boots Pure Drug Co., 
Lt. (Nottingham, Eng.), Dir. 


*WATT, WILLIAM C.—Treas. & Dir., Drug 
Incorporated, 41 E. 42nd St., New York City. 
United Drug Co., V.-P. & Dir. Louis K. 
Liggett Co., V.-P. & Dir. 


*WEISS, WILLIAM E.—Gen. Mer. & Dir., 
Sterling Products, Inc., 92-104 Nineteenth 
St., Wheeling, W. Va. (Residence): Elm- 
wood, Wheeling, W. Va. Dollar Savings 
and Trust Co., Wheeling, W. Va., Dir. Drug, 
Inc., Gen. Mgr. & Dir. Household Products, 
Inc., Gen. Mgr. & Dir. The Bayer Co., Inc., 
V.-P. & Dir. Wells & Richardson Co., Inc., 
V.-P. & Dir. The Chas. H. Phillips Chem- 
ical Co., V.-P. & Dir. 


*BEHRENS, H. F.—Pres. & Dir., Sterling 
Products (Inc.), 90-102 Nineteenth St., 
Wheeling, W. Va. (Residence): 4 Park Road, 
Woodsdale, Wheeling, W. Va. Household 
Products, Inc., Dir. The Bayer Co., Inc., 
Pres. & Dir. The Chas. H. Phillips Chem- 
ical Co., Pres. & Dir. Wells & Richardson 
Co., Inc., Pres. & Dir. Citizens Mutual 
Trust Co. (Wheeling). Dir. Drug Incorpo- 
rated, Dir. 


Eastman-Kodak Corp. 


LINES AND Propucts—Foremost in 
the production and sale of cameras 
and other photographic supplies, this 
company has an impressive record of 
earnings and dividends. The Research 
Department is consistently developing 
new features and processes. During 
the last three years the program of 
plant expansion has been carried out. 
Large manufacturing plants in France 
and Germany as well as the United 
States have been acquired. 


SALES AND ProFrits—Net income in 
1929 was $22,004,915 compared with 
$20,110,440 in 1928. Earnings were $9.57 
per share of common stock in 1929 
compared with $9.60 in 1928. However, 
there were a smaller number of shares 
in 1928. 


EXPANSION—Two new _ subsidiaries 
were organized, the Recordak Corpora- 
tion, and the Eastman Teaching Films, 
Ine. The first was to market a check 
photographing device, and the second 
was to make educational films. Pre- 
vailing tendencies towards the use of 
color in merchandise prompted the 
company to bring out Kodaks in dif- 
ferent colors. To increase the supply 
of raw materials, the corporation be- 
gan in the summer of 1929 construction 
at Kingston, Tenn., of a plant for the 
manufacture of cellulose acetate, a 
basic material for safety films. The 
following is a list of subsidiaries: East- 
man Kodak Co. of N. Y., Cine Kodak 
Service Japan, Inc., Eastman Teaching 
Films, Inc., G. M. Laboratories, Inc., 
Kodak Employes Realty Corp., Koda- 
scope Editing and Titling Service, Inc., 
Recordak Corp., Ridge Construction 
Corp., Rochester Optical Co., Kodak 
Argentina Ltd., Kodak Brasileira, Ltd., 
Kodak Chilena, Ltd., Kodak Cubana, 
Ltd., Kodak Hawaii, Ltd., Kodak Mexi- 
cana, Ltd., Kodak Panama, Ltd., Kodak 
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Peruana, Ltd., Kodak Philippines, Ltd., 
Kodak Uruguaya Ltd. Enterprise 
Corp., Cine Kodak Service, Inc., Tap- 
rell Loomis & Co., Eastman Chemical 
Corp., Chemical Wood Corp., Tennes- 
see Eastman Corp., Kodak Ltd., in Eng- 
land, Cadett & Neall, Wratten and 
Wainright, Ltd., Kodak Aktieselskab 
in Denmark, Kodak Gesellschaft m.b.h. 
Vienna, Kodak (Egypt), Kodak, Ltd.. 
(South Africa), Kodascope Libraries, 
Inc., Adhesive Dry Mounting Co., Ltd. 
of England, Pathe of France, Ltd., Ko- 
dak Pathe International, Chemische 
Werke Odin in Germany, Kodak Ak- 
tiengesellschaft in Germany, Kodak 
Sp. Z. O. O. in Poland, Kodak Societe 
Anonima, Switzerland, H. F. Goshawk 
Co., in Switzerland, Kodak Society 
Anonima in Italy and Spain, Kodak 
Ltd. in East Africa and Australasia, 
and Kodak stores in every state in the 
United States and province of Canada. 
Main offices of the Eastman Kodak 
Company are located at Rochester, N. Y. 


PERSONNEL ETC.—Total assets as of 
December 31, 1929 were $163,467,508. 
Principal officers are: George Eastman, 
chairman of the board; William G. 
Stuber, president, Walter S. Hubbell, 
vice-president; Frank W. Lovejoy, vice- 
president and general manager; Lewis 
B. Jones, vice-president in charge of 
Sales Policies (including advertising). 
Adolph Stuber, assistant vice-presi- 
dent; H. H. Imray is advertising man- 
ager. 


The directors are: George Eastman 
(chairman), William G. Stuber (presi- 
dent), Walter S. Hubbell, (vice-presi- 
dent), Frank W. Lovejoy, (vice-presi- 
dent and general manager), Lewis B. 
Jones (vice-president), James S. Wat- 
son (*Security Trust Co.), all of Ro- 
chester, N. Y.; Daniel E. Evarts (*New 
Jersey Title Guaranty & Trust Co.), 
Jersey City, N. J.; George W. Todd 
(*The Todd Co.), George H. Clark 
(*Cochrane-Bly Co.), C. E. Kenneth 
Mees, Thomas J. Hargrave (secretary), 
Rudolph Speth (treasurer), all of Roch- 
ester, N. Y. 


_ ADVERTISING—The 1930 appropriation 
is between $500,000 and $750,000. J. 
Walter Thompson Company handles 
the account. Eastman Kodak spent 
$315,000 in newspapers in 1929, and 
$601,000 in general magazines. 


*WATSON, JAMES S.—Pres. & Dir., Se- 
curity Trust Co., Rochester, N. Y. (Resi- 
dence): 11 Prince St., Rochester, N. Y. 
Rochester Savings Bank, V.-P. & Trustee. 
Eastman Kodak Co. of N. J., Dir. 


*CLARK, GEORGE HALFORD—Pres. & 
Dir., Cochrane-Bly Company, 15 St. James 
St., Rochester, N. Y. (Residence): 151 
Plymouth Ave., Rochester, N. Y. Eastman 
Kodak Company, Dir. Genesee Valley Trust 
Co., Dir. Pulver Company, Inc., Pres. & 
Dir. Genesee Button Company, Dir. Coch- 
rane-Bly Company, Pres. & Dir. Mechanics 
Institute, Treas. & Dir. Rochester Dental 
Dispensary, Dir. 


*EVARTS, DANIEL E.—Pres. & Dir., The 
New Jersey Title Guarantee & Trust Co. 
83 & 85 Montgomery St., Jersey City, N. J. 
(Residence): 134 Gifford Ave., Jersey City, 
N. J. Eastman Kodak Co., Dir. National 
Paper & Type Co., Dir. Bank of Lafayette, 
Dir. Motor Finance Corp., V.-P. & Dir. 
Ocean Ave. Bank, Dir. All-American Gen- 
eral Corp. of Delaware, Dir. 


*TODD, GEORGE W.—Treas. & Dir., The 
Todd Co., 1050 University Ave., Rochester, 
N. Y. (Residence): 1475 East Ave., Roches- 
ter, N. Y. Stromberg-Carlson Telephone 
Mfg. Co., Chrm. of Board & Dir. Eastman 
Kodak Co., Dir. General Indemnity Co. 
Treas. & Dir. Lincoln Alliance Bank, Dir. 
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General Electric Co. 


LINES AND Propucts—This company 
has been a leader in the field of equip- 
ment for many years and together with 
the Westinghouse Electric & Mfg. Co. 
has been mainly responsible for the 
development and use of electricity. 
Generators, turbines, transformers, mo- 
tors, Mazda lamps, electric refrigera- 
tors, and electrical appliances, are the 
main products manufactured. One of 
the great profit producers has been 
Mazda lamps which are sold through 
jobbers and dealers on a consignment 
basis in order to maintain prices and 
effect an inexpensive method of dis- 
tribution. Continued improvements 
in manufacture have enabled the com- 
pany to make many price reductions 
which has resulted in increased sales 
and higher standards of lighting. 


SALES AND Prorits—Sales in 1929 were 
$415,338,094, yielding net income of 
$49,395,897 which represents a profit of 
10.05% per dollar of sale. For the first 
six months of 1930 sales were $197,200,- 
000 up about $3,000,000 from 1929. A 
$4,000,000 increase in cost of sales cut 
down the net profit from $1.07 a share 
to $1.02. Foreign manufacturing and 
selling is conducted through the Inter- 
national General Electric Co. with sub- 
sidiary of affiliated interests in Eng- 
land, France, Germany and numerous 
other countries and by the Canadian 
General Electric Co., Ltd. 


ExXPaANSION—In 1929 a new product, 
Carboloy, a metal harder than steel, 
was put on the market through the 
Carboloy Co., a new General Electric 
subsidiary. It is expected that this 
product will take the place of steel for 
many cutting tools. In April, 1930 an- 
nouncement was made of the reversal 
of the former situation by which Gen- 
eral Electric and Westinghouse pro- 
duced radios and tubes for sale by the 
Radio Corporation, the latter under the 
new plan becoming the engineering and 
producing company for these lines and 
the two controlling companies taking 
over the distribution. The re-arranged 
situation in radio followed logically the 
policy of merging wholesale distribu- 
tors into the General Electric Supply 
Corp. which now has eighty units. The 
RCA Radiotron Co. is in charge of 
the distribution and sale of radio tubes. 


Production plants are at Schenec- 
tady, N. Y., West Lynn, Mass., Pitts- 
field, Mass., Erie, Pa.; Fort Wayne, 
Ind.; Bridgeport, Conn.; Philadelphia, 
Pa.; Bloomfield, N. J.; Oakland, Cal.; 
and York, Pa. 


PERSONNEL, ETC.—Patents are carried 
on the balance sheet at a $1.00. On 
Dec. 31st, 1929, the assets of the Gen- 
eral Electric Co. were $491,657,016.78. 
Banking is done through banks located 
in cities having district sales offices. 
These are at Boston, New York, Phila- 
delphia, Atlanta, Cleveland, Chicago, 
Kansas City, San Francisco, and Port- 
land, Ore. Important subsidiaries are 
the G. E. Vapor Lamp Co., Edison G. 
E. Appliance Co., G.E. X-Ray Corp., 
G.E. Supply Corp., Bailey Meter Co., 
Radio Corp. of A., Locke Insulator Co., 
RCA Radiotron Co. and National 
Broadcasting Co. 

Officers are as follows: Owen D. 
Young, chairman of the board; Gerard 
Swope, president; G. P. Baldwin, Albert 
G. Davis, J. G. Barry, D. E. Peck, C. E. 
Patterson, W. C. Burrows, C. C. Ches- 


ney, C E. Eveleth, C. W. Appleton, E. 
W. Allen, T. W. Frech, W. R. Whitney, 
vice-presidents; J. A. Cranston, W. J. 
Hanley, C. K. West, commercial vice- 
presidents; M. P. Rice, manager of pub- 
licity dept., T. J. McManis, and F. R. 
Davis, assistant managers of publicity 
dept. 

Directors are Gordon Abbott* (Chi- 
cago & North West. Ry. Co.), Boston, 
Mass.; George F. Baker,* Jr. (First Na- 
tional Bank, N. Y.). N. Y.; Thomas 
Cochran,* (J. P. Morgan & Co.), N. Y.; 
George P. Gardner,* (Am. Tel. & Tel. 
Co.) Boston, Mass.; Francis L. Higgin- 
son* (Lee Higginson & Co.), (invest- 
ment brokers) Boston, Mass.; Jesse R. 
Lovejoy* (Hon. V. P.) N. Y.; George F. 
Morrison* (Hon. V. P.) N. Y.; Robert 
Treat Paine* 2nd, (Dallas Electric 
Corp.) Boston, Mass.; Marsden J. 
Perry* (Norfolk Southern R.R.) Provi- 
dence, R. I.; Seward Presser* (Bankers 
Trust Co.), N. Y.; E. Wilbur Rice* 
(Hon. Chm.) N. Y.; Philip Stockton* 
(Old Colony Trust Co., Boston, Mass.) 
N. Y.; Bernard E. Sunny* (Chicago 
City Railways) Chicago, Iil.; Gerard 
Swope* (president) N. Y.; Owen D. 
Young, (Chm.) N. Y.; Burton G. Tre- 
maine (Hon. V. P.) Cleveland, O.; Mel- 
vin A. Taylor,* Chicago, Ill.; Henry M. 
Robinson* (Pres. Los Angeles First Na- 
tional Trust & Savings Bank) Los An- 
geles, Cal.; Clarence M. Wholley* (Am. 
Radiator & Standard Sanitary Corp.) 
N. Y.; Hency C. McEldowney* (Pres. 
Union Savings and Union Trust Co.) 
Pittsburgh, Pa. 


ADVERTISING—In 1929, General Elec- 
tric spent $2,171,378 in general maga- 
zine advertising and approximately $2,- 
000,000 in newspapers. $469,889 was 
spent in radio broadcasting in 1929, 
against $13,830 in 1928. Batten, Bar- 
ton, Durstine & Osborn handle the 
Edison Lamp Works, and institutional 
advertising, while Lord, Thomas & Lo- 
gan handle rural, electrification, mer- 
chandise products and electric refrig- 
erators. Foster & Davies, of Cleveland, 
handle the National Lamp Works ac- 
count. 


*ABBOTT, GORDON—Dir. General Elec- 
tric Co. Chrm. of Board of Dir. Old Colony 
Trust Co., Boston, Mass. Dir. Chicago & 
Northwestern R.R. Co. Chrm. Exec. Comm. 
& Mem. of Board of Managers, Children’s 
V.-P. & Dir. Esterbrook Steel 

Dir. International General 
Electric Co. Member Finance Comm. & 
Dir. New England Mutual Life Insurance 
Co. V.-P. & Trustee, Provident Institution 
for Savings. Dir. Radio Corporation of 
America. Trustee, Boston Public Library. 


*BAKER, GEORGE F., JR.—Dir. General 
Electric Co. N. Y. C. Vice Chrm. & Dir. 
First National Bank, N. Y. C. Dir. Atlas 
Portiand Cement Co. Dir. Delaware Lacka- 
wanna & Western R.R. Co. V.-P. & Dir. 
First Security Co. of N. Y. Dir. Interna- 
tional General Electric Co. Dir. General 
Motors Corp. Dir. Provident Loan Society 
of N. Y. Dir. American Telephone & Tele- 
graph Co. Dir. Pullman Co., Chicago, Ill. 
Dir. United States Steel Corp. Dir. New 
Jersey General Security Co. Dir. Lacka- 
wanna Securities Co. Trustee, Mutual Life 
Insurance. Dir. Pullman, Inc. Trustee, 
United States Trust Co. 


*COCHRAN, THOMAS—Dir. General Elec- 
tric Co., N. Y. C. Partner, J. P. Morgan & 
Co., N. Y. C. Member Exec. Comm. & Dir. 
Fifth Ave. Bank & Fifth Ave. Safe Deposit 
Co. Dir. Astor Safe Deposit Co. Chrm. 
Exec. Comm. & Dir. Bankers Trust Co. 
Dir. Milbank-Memorial Fund Association. 
Member Exec. Comm. Copper River North 
Western Ry. Co. Dir. Kennecott Copper 
Corp. Dir. General Electric Co. 

*GARDNER, GEORGE PEABODY — Dir. 
General Electric Co., Boston, Mass. Pres. 
The Children’s Hospital. Pres. Provident 
Institution for Savings. Pres. St. Mary’s 


Mineral Land Co. Pres. Douglas Copper Co. 
V.-P. Chicago Junction Rys. & Union Stock 
Yards. V.-P. Houghton Copper Co. V.-P. 
St. Mark’s School. V.-P. Museum of Fine 
Arts. Dir. American Telephone & Tele- 
graph Co. Dir. Old Colony Trust Co. Dir. 
Old Colony Railroad Co. Dir. Union Freight 
Railroad. Dir. International General Elec- 
tric Co. Dir. Champion Copper Co. Dir. 
Mayflower Old Colony Copper Co. Dir. 
Massachusetts Hospital Life Insurance Co. 
Dir. State Street Exchange. Trustee, Amo- 
skeag Mfg. Co. Trustee, Trustees of Dona- 
tions of Protestant Episcopal Church. 
Treas. Society for Relief of Aged or Dis- 
abled Episcopal Clergymen. Board of Mgrs. 
Massachusetts Eye & Ear Infirmary. 


*HIGGINSON, FRANCIS LEE — Director 
General Electric Co., Boston, Mass. Part- 
ner, Lee Higginson & Co., Boston, Mass. 
Dir. All America Cables, Inc. Dir. Inter- 
national General Electric Co. Dir. Inter- 
national Match Corp. Dir. Nashua Mfg. 
Co. Dir. Lee Higginson Trust Co. Dir. 
United Electric Securities Co. Dir. Pacific 
Mills. Dir. Savannah River Lumber Co. 
Trustee, Suffolk Savings Bank. Trustee, 
Peter Bent Brigham Hospital. Trustee, 
Groton School. Dir. International Paper 
& Power Co. Dir. New England Southern 
Corp. 

*LOVEJOY, JESSE ROBERT — Honorary 
V.-P. & Dir., General Electric Co., Schenec- 
tady, N. Y. Chrm. of Board, General Elec- 
tric Employees Securities Corp. Dir. Elec- 
trical Securities Corp. Dir. Schenectady 
Trust Co. Dir. N. Y. Power & Light Corp. 
oe Electric Railway Equipment Securities 

orp. 

*MORRISON, GEORGE F.—V.-P. & Dir., 
General Electric Co., N. ¥. C. Dir. Inter- 
national General Electric Co. Dir. China 
General Edison Co., Inc. Dir. West Hudson 
County Trust Co., Harrison, N. J. 


*PAINE, ROBERT TREAT, 2nd—Dir. Gen- 
eral Electric Co., Boston, Mass. Dir. Old 
Colony Trust Co. Dir. Tampa Electric Co. 
Pres. & Trustee, Investors Securities Co. of 
Massachusetts. Dir. Workingmen’s Loan 
Ass’n. V.-P. & Trustee Suffolk Savings 
Bank. Dir. International General Electric 
Co. V.-P. & Dir. Greater N. Y. Develop- 
ment Co. V.-P. & Dir. Brooklyn Develop- 
ment Co. 


*PERRY, MARSDEN J., SR.—Dir. General 
Electric Co., Providence, R. I. Dir. Nichol- 
son File Co., Providence, R. I. Mem. Exec. 
Comm. & Dir. Union Trust Co., Providence, 
R. I. Dir. American Screw Co. 


*PROSSER, SEWARD—Dir. General Elec- 
tric Co., N. Y. C. Chrm. of Board & Mem- 
ber Exec. Comm. Bankers Trust Co., N. Y.C. 
Dir. American Locomotive Co. Member 
Finance & Exec. Comm. & Trustee, Amer- 
ican Surety Co. of New York. Dir. Amsuco 
Securities Co. Dir. Antony Gibbs & Co., 
Inc. Pres. & Dir. Astor Safe Deposit Co. 
Member Exec. Comm. & Dir. Bankers Co. 
of N. Y. Dir. Braden Copper Co. Dir. 
Braden Copper Mines Co. Member Exec. 
Comm. & Dir. Chase Securities Corp. of 
N. Y. Dir. of Discount Corp. of N. Y. 
Mem. of Exec. Committee & Dir. North 
American Reassurance Co. Dir. General 
Motors Acceptance Corp. Member Finance 
Comm. & Dir. General Motors Corp. Dir. 
Graphite Metallizing Corp. Dir. Interna- 
tional General Electric Co. Dir. Interna- 
tional Nickel Co. Dir. Kennecott Copper 
Corp. Member Exec. Comm. & Trustee 
Mercantile Safe Deposit Co. Dir. Northern 
R.R. Co. of New Jersey. Dir. Pacific Coast 
Co. Dir. Palisades Trust & Guaranty Co., 
Englewood, N. J. Trustee, Seamen’s Bank 
for Savings. 


*RICE, EDWIN WILBUR, JR.—Honorary 
Chrm. & Dir. General Electric Co., Sche- 
nectady, N. Y: Dir. International General 
Electric Co. Dir. British Thomson-Houston 
Co. Dir. Detroit Edison Co. Dir. Schenec- 
tady Trust Co. Dir. Radio Corporation of 
America. 


*STOCKTON, PHILIP—Dir. General Elec- 
tric Co., Boston, Mass. Pres. & Dir. Old 
Colony Trust Co., Boston, Mass. Pres. & 
Dir. A. J. Tower Co. Dir. American Agri- 
cultural Chemical Co. Dir. American Alli- 
ance Insurance Co. Dir. American Sugar 
Refining Co. Dir. American Telephone & 
Telegraph Co. Trustee, Bankers’ Electric 
Protective Ass’n. Dir. Berkshire Fine Spin- 
ning Associates. Dir. Boston Chamber of 
Commerce. Member of Comm., Boston 
Clearing House Assoc. Trustee, Boston Five 
Cents Savings Bank. Dir. Carolina Power 
& Light Co. Dir. Fall River Gas Works Co. 
Pres. & Dir. First National Bank of Boston. 
Pres. & Dir. First National Old Colony Corp. 
Member Advisory Board, Frances E. Willard 
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Settlement. Dir. Great American Insurance 
Co. Dir. Gillette Safety Razor Co. Dir. 
Guarantee Co. of North America. Dir. 
Haverhill Gas Co. Treas. & Dir. Infants’ 
Hospital. Dir. International Acceptance 
Bank, Inc. Dir. International Power Se- 
curities Co. Member Board of Advisory 
Trustees, Ludlow Manufacturing Associates. 
Member Board of Managers Massachusetts 
Eye and Ear Infirmary. Dir. Massachusetts 
Fire & Marine Insurance Co. Dir. Merri- 
mac Chemical Co. Dir. New England 
Mutual Life Insurance Co. Dir. New York 
Insulated Wire Co. Dir. Pacific Mills. Dir. 
Wm. C. Plunkett & Sons. Dir. Puget Sound 
Traction Light & Power Co. Dir. Sub- 
marine Signal Co. Dir. Submarine Signal 
Corporation. 


*SUNNY, BERNARD EDWARD—Member 
Exec. Comm. & Dir., General Electric Co., 
Chicago, Ill, Chrm. Board of Directors, 
Illinois Bell Telephone Co. Board of Dir., 
Wisconsin Telephone Co. Member Exec. 
Comm. & Dir. First National Bank. Mem- 
ber Exec. Comm. & Dir. First Trust & 
Savings Bank. Member Exec. Comm. & 
Dir. Middle West Utilities Co. Chrm. Exec. 
Comm. & Dir. Chicago Great Western Rail- 
road Co. Dir. Edison Electric Appliance Co. 
Dir. Victor X-Ray Corp. Dir. Hurley Ma- 
chine Co. Dir. International Electric Co. 
Dir. Hill Joiner & Co. Dir. Wilson & Co. 
Dir. Lake Superior Power Co. Dir. Amer- 
ican Public Utilities Co. Dir. Chicago City 
Railway. Trustee & Chrm. Protective 
Comm., Chicago City & Connecting Rail- 
ways Collateral Trust. Member Board of 
Operation, Chicago Surface Lines. Dir. 
North American Light & Power Co. 


*SWOPE, GERARD—Pres. & Dir. General 
Electric Co., N. Y. C. Chrm. & Dir. Inter- 
national General Electric Co. Dir. Italian 
Super Power Corp. of Dover, Del. Dir. 
British Thomson-Houston Co., Ltd., of Lon- 
don, Eng. Dir. Compagnie Francaise 
Thomson-Houston of Paris, France. Dir. 
Compagnie des Lampes, of Paris, France. 
Dir. Societe d’Electricite et de Mecanique 
of Brussels, Belgium. Dir. Societe Finan- 
ciere pour la Develapment de 1’Electricite 
of Paris, France. Dir. Radio Corp. of 
America. Dir. Japan Society of New York. 
Dir. Italy-America Society of New York. 
Fellow, American Institute of Electrical 
Engineers, N. Y. Dir. National Broadcast- 
ing Co., N. Y. Dir. International Power 
Securities of N. Y. Dir. United Electric 
Securities of N. Y. Dir. Electric Railway 
Securities of N. Y. Dir. Electric Overseas 
Investment Co. Dir. R.C.A. Photophone 
Inc. Dir. Radio-Keith-Orpheum Corp. Dir. 
National City Bank of N. Y. 


* YOUNG, OWEN D.—Chrm. of Board. 
General Electric Co., N. Y. C. Chrm. of 
Board, Radio Corp. of America. Mem. 
Advisory Council & Dir. National Broad- 
casting Co. Deputy Chrm. of Board & 
Class C Dir. Federal Reserve Bank. Dir. 
International General Electric Co. Dir. 
American & Foreign Power Corp. Dir. 
General Motors Corp. Dir. Mohawk Hudson 
Power Corp. Hon. V. P. Chamber of Com- 
merce of U. S. Councillor, National In- 
dustrial Conference Board. Exec. Rep. 
National Electrical Manufacturers’ Assoc., 
Policies Div. Dir. Societe Financiere pour 
le Development de 1l’Electricite. Director, 
Merchants Assoc. of N. Y. Dir. Radio 
Corp. of America Photophone Inc. Dir. 
Radio-Keith-Orpheum Corp. Dir. Inter- 
national Chamber of Commerce. Dir. 
National Council American Economic Assoc. 
Dir. Osram Corp., Berlin. Dir. Allgemeine 
Elektricitats Gesellschaft. 


* TRAYLOR, MELVIN A.—Dir. General 
Electric Co., Chicago, Ill. Pres. & Dir. 
First National Bank, Chicago, Ill. Pres. & 
Dir. First Trust & Savings Bank, Chicago, 
ll. Dir. U. S. Gypsum Co. Dir. Fairbanks 
Morse & Co., Chicago. Dir. Austin Nichols 
& Co. Dir. National Broadcasting Co. 
Trustee, Northwestern University, Chicago. 
Trustee, Berea College, Berea, Kentucky. 
Trustee, Newberry Library, Chicago. Pres., 
Shedd Aquarium Society, Chicago. 


*ROBINSON, HENRY MAURIS—Dir. of 
General Electric Co., Los Angeles, Calif. 
Chrm. of Board & V. Chrm. Exec. Comm., 
Security First National Bank of Los An- 
geles, Calif. Chrm. of Board & Dir., New- 
port News Shipbuilding & Dry Dock Co. 
Chrm. of Board & Dir., First Securities Co., 
Los Angeles, Calif. Pres., Union Oil Asso- 
ciates. Dir., Union Oil Co. Dir Federal 
Reserve Bank of San Francisco (Los An- 
geles Branch). Pres. Los Angeles Clearing 
House Assoc. Dir. Title Insurance & Trust 
Co. Chrm. of Board & Trustee Huntington 


Liberty & Art Gallery. Trustee California 
Institute of Technology. Dir. Southern 
California Edison Co. Member Exec. Comm. 
& Dir. Pacific Mutual Life Insurance Co. 
Pres. & Dir. Pacific Southwest Realty Co., 
Los Angeles, Cal. Chrm. of Board & Dir 
Security First National Co. Dir. Pacific 
Coast Steel Co. Dir. Pacific Lumber Co. 
Dir. Los Angeles Union Terminal Co. V. P. 
Central Investment Corp. Dir. Southern 
Calif. Iron & Steel Co. 


* WOOLLEY, CLARENCE M.—Dir. Gen- 
eral Electric Co., N. Y. C. Chrm. of Board, 
— Radiator & Standard Sanitary 

orp. 


*McELDOWNEY, HENRY C.—Dir. General 
Electric Co., Pittsburgh. Pres. & Dir. Union 
Trust Co. of Pittsburgh. Pres. & Dir. 
Union Savings Bank of Pittsburgh. Dir. 
Mellon National Bank, Pittsburgh. Dir. 
Bankers Trust Co., N. Y. Dir. Ambridge 
Savings & Trust Co., Ambridge, Pa. Dir. 
Chicago & Northwestern Railway Co. Dir. 
Pittsburgh & Lake Erie Railroad Co. Dir. 
Pittsburgh McKeesport & Youghioghenry 
Railroad. Dir. Pittsburgh Steel Co. Dir. 
Pittsburgh Railways Co. Dir. National 
Union Fire Insurance Co. Dir. National 
Union Indemnity Co. Dir. Union Fidelity 
Title Insurance Co. Dir. Duquesne Light 
Co. Dir. Columbia Gas & Electric Corp. 
Dir. American Enka Corp. Dir. Chicago 
St. Paul, Minneapolis & Omaha RR. 


General Foods Corp. 


LINES AND PrRODUCTS—This company 
has 33 divisions, subsidiaries, and affili- 
ated companies, making or distributing 
more than 80 food products, 24 of them 
nationally advertised, and operating 48 
factories in 40 cities. 

Subsidiaries and brands are: Postum 
Co., Inc., (Postum Cereal products) ; 
Jell-O Division, (Jell-O products) ; Igle- 
heart Brothers, Inc., (Swans Down 
Cake Flour); Minute Tapioca Co., Inc., 
(Tapioca); Walter Baker & Co., Inc., 
(Baker’s Cocoa & Chocolate); Franklin 
Baker Co., (Franklin Baker’s Coconut) ; 
Sanka Coffee Corp., (distribution of de- 
caffeinated coffee, under contract); 
Richard Hellmann, Inc., (Hellmann’s 
Mayonnaise products); The Log Cabin 
Products Co., (Log Cabin Syrup); 
Maxwell House Products Co.. Ince., 
(Maxwell House Coffee & Tea); La 
France Manufacturing Co., (La France 
& Satina); Calumet Baking Powder 
Co., (Calumet Baking Powder) ;- Certo 
Division, (pectin products); Diamond 
Crystal Salt Co. (Diamond Crystal 
Salt); Frosted Foods Co., Inc., (Quick- 
Frozen foods); Batchelder, Snyder, 
Dorr & Doe Co., (meat products); Gen- 
eral Seafoods Corp., (frosted fish); 
Whitman, Ward & Lee Co., (fresh fish) ; 
Arnold & Winsor Co., (fresh fish); 
Frank C. Pearce Co., (sea foods); Biue- 
points Co., Inc., and subsidiaries, (oys- 
ters). 

% Profit 
Date Sales Income’ on Sales 
1929 $128,037,800 $19,422,300 15.08 
1928 101,027,100 14,555,700 14.41 
1927 57,287,900 11,368,219 19.85 
1926 46,896,300 11,317,443 24.13 
1925 27,386,900 4,684,200 17.10 


Net sales for the six months’ period 
ending June 30 1930, were $62,835,762 
as compared with $63,178,795 for the 
same period in 1929. Earnings for the 
first six months in 1930 were $2.01 per 
share and $1.89 for the corresponding 
period of 1929. Assets as of Decem- 
ber 31, 1929, were $70,503,782. For the 
year 1929 $3.89 was earned per share. 

ExpaNsion—In 1929 the assets of the 
Certo Corp., the Diamond Crystal Salt 
Co. and Bluepoints Co., Inc., were ac- 
quired, as well as controlling interest 
in Frosted Foods. 

General Foods and subsidiaries oper- 


ate plants located as follows: Leroy, 
N. Y.; Long Island City, N. Y.; Fair- 
port, N. Y.; Hoboken, N. J.; Orange, 
Mass.; Boston, Mass.; Chicago, Ill.; 
Joliet, Tl.; Jacksonville, Fla.; Tampa, 
Fla.; Atlanta, Ga.; Richmond, Va.; 
Philadelphia, Pa.; Dallas, Texas; Hous- 
ton, Texas; Evansville, Ind.; Nashville, 
Tenn.; Battle Creek, Mich.; San Fran- 
cisco, Calif.; Los Angeles, Calif.; Mon- 
treal, Canada; Toronto, Canada; 
Bridgesburg, Ont.; Windsor, Ont.; Co- 
berg, Ont.; Vincennes, Ind.; Dorchester, 
Mass.; St. Clair, Mich.; So. Norwalk, 
Conn.; Milford, Conn.; W. Sayville, N. 
Y.; E. Providence, R. I.; Gloucester, 
Mass.; Halifax, N. S.; Lyons, Kansas; 
Manila, P. I.; San Pablo, P. I.; Bana- 
haw, P. E.; and Lorient, France. 


The principal officers are: Edward 
F. Hutton, chairman of the board; C. 
M. Chester, Jr., president; Ralph G. 
Coburn and Edwin E. Taylor, executive 
vice-presidents; John S. Prescott, vice- 
president and secretary; Clarence Fran- 
cis, Austin S. Igleheart, Ralph Starr 
Butler (in charge of advertising), and 
Charles W. Metcalf, vice-presidents. 


The directors are: Edward F. Hut- 
ton;* Sidney Weinberg (Goldman, 
Sachs & Co.); C. M. Chester, Jr.; Carl 
J. Schmidlapp* (Vice-President, Chase 
National Bank); Ralph G. Coburn;* 
Edwin E. Taylor;* John S. Prescott;* 
Daniel M. Beach; Austin S. Igleheart;* 
Robert F. Herrick (Herrick, Smith, 
Donald & Farley) ; Thomas N. Perkins* 
(Ropes, Gray, Boyden & Perkins); 
Franklin Baker, Jr.; Richard Hell- 
mann* (Richard Hellmann Securities 
Corp.); Elisha Walker (President 
Transamerica Corp. and Chairman of 
the Board of Bancamerica-Blair Corp.) ; 
Hunter S. Marston* (President, Banc- 
america-Blair Corp.); Robert Lehman 
(Lehman Bros.); Warren Wright* 
(President, Calumet Baking Powder 
Co.); Robert S. Cheek* (American 
National Bank of Nashville, Tenn.); 
and Walter P. Chrysler* (Chrysler 
Corp.). 


ADVERTISING—Young & Rubicam han- 
dles accounts of Postum Cereal, Instant 
Postum, Grape-Nuts, Jell-O, Swans 
Down Cake Flour, Sanka, La France, 
Calumet, Franklin Baker’s Coconut. 
Erwin Wasey & Company handles Post 
Toasties, Post’s Bran Flakes, Post's 
Whole Bran, Minute Tapioca, Walter 
Baker’s Cocoa & Chocolate, Log Cabin 
Syrup, Maxweil House Coffee and Tea, 
Diamond Crystal Salt. Benton & 
Bowles handles Hellmann’s Mayonnaise 
products and Certo. 


ADVERTISING—The appropriation for 
1930 is about $8,000,000. In 1929, $4,- 
090,000 was spent in general magazines, 
$329,000 in farm papers, and $2,400,000 
in newspapers. The Maxwell House 
Division in 1929 spent $197,000 in radio 
broadcasting, as against $268,000 in 
1928. 


* HUTTON, EDWARD F.—Chrm. of Board, 
N. Y. C. Partner E. F. Hutton & Co. 
Chrm. of Board Zonite Products Corp. Dir. 
Chatham Phenix National Bank & Trust 
Co. Dir. Manufacturers’ Trust Co. Dir. 
Chrysler Corp. 


* WEINBERG, SIDNEY J.—Dir. General 
Foods. Partner Goldman, Sachs & Co. 
Dir. Manhattan Shirt Co. Dir. Van Raalte 
Co., Inc. Dir. National Trade Journals, Inc. 
Member N. Y. Stock Exchange. Member 
N. Y. Curb Exchange. Sec., Treas. & Dir. 
Goldman, Sachs Trading Corp. Dir. Man- 
ufacturers Trust Co. Dir. Frosted Foods 
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Co., Inc. 
of Scarsdale. Dir. Colonial Trust Co., Phil- 


Dir. Caleb Heathcote Trust Co. 


adelphia. Dir. Peoples National Fire In- 
surance Co. Dir. Baltimore American In- 
surance Co. Dir. National Liberty Insur- 


ance Co. of America. Dir. Mississippi Valley 
Barge Line Co. Dir. Shenandoah Corp. 
Dir. Blue Ridge Corp. 


* CHESTER, COLBY M. JR.—Pres. & Dir., 
General Foods Corp. Pres. & Dir. Log 
Cabin Products Co. Pres. & Dir. LaFrance 
Mfg. Co. Dir. Calumet Baking Powder Co. 
Dir. Putnam Trust Co. Dir. Zonite Prod- 
ucts Corp. Chrm. of Board & Dir. Maxwell 
House Products Co. Dir. Igleheart Bros. 
Pres. & Dir. Jell-O Co. Dir. Minute Tapioca 
Co. Pres. & Dir. Walter Baker & Co. Dir. 
Park & 46th St. Corp. Dir. Franklin Baker 
Co. Dir. Manning, Maxwell & Moore. Pres. 
& Dir. Richard Hellman, Inc. Dir. Larvex 
Corp. Trustee Central Hanover Bank & 
Trust Co. Pres. & Dir. Frosted Foods Co., 


Inc. 

*SCHMIDLAPP, CARL J.—Dir. General 
Foods Corp. V. P. & Dir. Chase National 
Bank of City of N. Y. Dir. Chase Securities 
Corp. V. P. & Dir. Chase Safe Deposit Co. 
Dir. Continental Insurance Co. Dir. Amer- 
ican Writing Paper Co. Dir. Mathieson 
Alkali Works. Dir. Austin, Nichols & Co., 
Inc. Dir. Fifth-Third Union Trust Co., 
Cincinnati, O. Dir. Montana Power Co. 
Dir. White Rock Mineral Springs Co. Dir. 
Chicago Pneumatic Tool Co. Dir. Gould 
Coupler Co. Dir. Pilot Reinsurance Co. of 
N. Y. Dir. First American Fire Insurance 
Co. Dir. Burns Bros. Dir. National Bellas 
Hess Co. Dir. Punta Alegre Sugar Co. 


* COBURN, RALPH G.—V. P. & Director 
Postum Co., Inc. Dir. Canadian Postum 
Co., Ltd. Dir. Igleheart Brothers, Inc. 
Vv. P. & Dir. Minute Tapioca Co., Inc. 
Vv. P. Jell-O Co., Inc. V. P. & Dir. Walter 
Baker & Co., Inc. V. P. & Dir. Walter 
Baker & Co. of Canada, Ltd. 


*CHARLTON, EARLE P.—Dir. Postum 
Co. V. P. & Dir. F. W. Woolworth Co. 
Pres. & Dir. Charlton Mills. Dir. B. M. C 


Durfee Trust Co Dir. First National Bank, 
Boston. Dir. National Exchange Bank, 
Providence. Trustee Eastern Massachusetts 
St. Ry. Trustee, Tufts College. Dir. N. Y., 
New Haven & Hartford RR. 


*IGLEHEART, AUSTIN S.—V. P. & Dir. 
General Foods Corp. V. P. & Dir. Igleheart 
Brothers, Inc. 


*HERRICK, ROBERT F.—Dir. General 
Foods Corp. Member Herrick, Smith, Don- 
ald & Farley, Lawyers. Pres. & Dir. Pacific 
Mills. Dir. Daniel Green Felt Shoe Co. 
Pres. & Dir. The Manufacturers Co. Treas. 
& Dir. A. J. Tower Co. Treas. & Dir. N. Y. 
Insulated Wire Co. Treas. & Dir. F. S. 
Webster Co. Dir. Old Colony Trust Co. Dir. 
Blue Hill National Bank of Milton. Dir. 
International Acceptance Bank, Inc. Dir. 
United Fruit Co. Dir. U.S. Smelting, Refin- 
ing & Mining Co. Dir. Railway & Light 
Securities Co. Dir. Calumet & Hecla Con- 
solidated Copper Co. Dir. Revere Sugar Co. 
Dir. United Shoe Machinery Corp. Dir. Edi- 
son Electric Illuminating Co. of Boston. Dir. 
First National Corp., Boston. Dir. Nash 
Motors Co. Dir. Wyman Gordon Co. Dir. 
Saco-Lowell Shops. Chrm. of Board, Scott 
& Williams, Inc. Dir. American Felt Co. 
(also Pres.). Trustee & Member Board of 
Investments, Boston Five Cents Savings 
Bank. Trustee Post Office Square Bldg. 
Trustee Connecticut Valley Lumber Co. 


*PERKINS, THOMAS — Dir. General 
Foods Corp. Partner, Ropes, Gray, Boyden 
& Perkins, Boston, Mass. Fellow Harvard 
College. Dir. Champion Copper Co. Dir. 
Flintkote Co. Chrm. Exec. Comm. & Dir. 
Puget Sound Power & Light Co. V. P. & 
Dir. Railway & Light Securities Co. Pres. 
& Dir. Chickering Investment Co. Dir. 
Harvard Mutual Foundation. Dir. Merri- 
mac Chemical Co. Dir. Sullivan Machinery 
Co. Dir. St. Mary’s Mineral Land Co. 
Chrm. Exec. Comm. & Dir. Boston & Maine 

Member Exec. Comm. & Dir. Stone & 
Webster, Inc. Member Exec. Comm. & Dir. 
Old Colony Trust Co. Member Exec. Comm. 
& Dir. Lee Higginson Trust Co. Dir. Ameri- 
can Telephone & Telegraph Co. Dir. En- 
gineers Public Service Co. Chrm. Com- 
mercial Radio International Committee. 
Pres. Arbitral Tribunal of Interpretation. 


‘ *HELLMANN, RICHARD—Director Pos- 
oy Co. Pres. & Dir. Richard Hellmann, 
_ Pres. & Dir. Richell Trading Corp. 
. t. Theo. M. Lay, Inc. V. P. & Dir. Yan- 
= Polish Co. Dir. Annis, Inc. Dir. Fulton 
Renee Bank Kings County. Treas. & Dir. 
— Realty Corp. Chrm. Board Dir. 

Syonnaise Products Manufacturers Assoc. 


of America. Pres. 
ory. res. & Dir. R. H. Securities 


* CHEEK, ROBERT S.—Dir. General 
Foods Corp. V. P. Maxwell House Products 
Co. Dir. Welch Grape Juice Co. Dir. 
American National Bank. Dir. American 
Trust Co. Dir. American National Co. Dir. 
Tennessee Bldg. & Loan Assoc. Dir. Hermit- 
age Club. 


*WRIGHT, WARREN—Dir. General Foods 
Corp. Pres. Warren Wright, Inc., Chicago, 
Ill. Pres. Calumet Baking Powder Co. Dir. 
First National Bank. Dir. Upper Avenue 
Bank. Pres. Lincoln Park Board. Dir. 
John R. Thompson Co. 


* MARSTON, HUNTER S.—Dir. General 
Foods Corp. V. P. & Dir. Blair & Co., Inc., 
N. Y. C. Dir. American Home Products. 
Dir. Chesebrough Mfg. Co. Dir. Gould 
Coupler Co. Dir. Individual Drinking Cup 
Co. Dir. Oil Well Supply Co. Dir. One 
Fifty-one East 79th St. Corp. V. P. & Dir. 
Petroleum Chemical Co. Trustee George 
Peabody College for Teachers. Dir. Bank 
of America. Dir. Bancamerica-Blair Corp. 
Dir. First National Bank of St. Paul. Dir 
Interstate Co. Dir. Merchants Trust Co., 
St. Paul. Dir. Northwestern Trust Co., St. 
Paul. Dir. Petroleum Corp. of America. 
Dir. Tidewater Associated Oil Co. Dir. 
Transamerica Corp. 


General Motors Corp. 


LINES AND Propucts—The business of 
this corporation consists of automobile 
and truck manufacture, motor vehicle 
parts, accessories and supplies. and 
miscellaneous industrial and financial 
investments. It is the largest corpora- 
tion in the world in point of earnings, 
about one-half of its earnings from 
automobiles and trucks, not including 
Fisher Body or parts and accessories 
divisions. 

In 1929, General Motors produced 
about 34 percent of all cars made in 
the United States and Canada. The 
present list includes Cadillac, La Salle, 
Buick, Viking, Oakland, Marquette, 
Oldsmobile, Pontiac, and Chevrolet. 
Automobile bodies are made through 
the Fisher Body division. Parts and 
accessories made by several subsidiaries 
including A. C. Spark Plug Company 
and Delco-Remy Corp. 

Other interests are Frigidaire Corp., 
leading factor in electric refrigeration; 
Delco Light Co., electric plants; Bendix 
Aviation Corp., Fokker Aircraft Corp., 
General Motors Radio Corp., McKinnon 
Industries, automobile parts and hard- 
ware, and North East Electric Co. 

General.Motors and Standard Oil of 
New Jersey each own a half interest 
in the Ethyl Gasoline Corp. 

The main office of the company is 
located at Detroit, Mich., with the New 
York City office at Broadway and 57th 
Street. 

SALES AND Prorits—Total sales to 
dealers, including Canadian and over- 
seas, for the first six months of 1930, 
were 682,632 cars, as against 928,384 
in corresponding 1929 period, or a de- 
crease of 26 per cent. Domestic sales to 
consumers were 657,829 cars, against 
847,751 in the first six months of 1929, 
or a decrease of 29.7 per cent. 

Net income for the six months period 
ended June 30, 1930 was $98,355,355, 
as compared with $151,860,310 for the 
first half of 1929, or earnings of $2.15 
and $3.38 respectively, on the common, 
after preferred dividends. 

Net sales in 1929 were $1,504,404,472, 
and net income $247,317,743, or a profit 
of 16.4 per cent per dollar of sale. This 
compares with net sales in 1928 of 
$1,459,762,906, and net income of $273,- 
559,091, or a profit of 18.7 per cent per 
dollar of sale. 

Overseas sales increased 180 per cent 
in the three years to 1928 inclusive, 


with some recession in 1929. In 1929 
the corporation acquired an 80 per cent 
interest in Adam Opel A.G., leading 
German automobile maker. General 
— also controls Vauxhall Motors, 


EXPANSION—Early in May, 1930, Delco 
Products Corporation, subsidiary of 
General Motors, purchased certain 
tools, machinery, patents, etc., pertain- 
ing to the Wahl Company shock ab- 
sorber division. 


Frigidaire has announced a new 
electric refrigerator reported to sell at 
$157.50. 


Quantity production of automobile 
radios under the name of Delco was 
started during the spring of 1930, with 
the distribution of cabinet receiving 
sets begun in May. The sales of radios 
are financed through General Motors 
Acceptance Corp. Reports in July, 
1930 stated that 750 radio sets were 
being produced daily, and that this 
tate would continue until early in 
September, with a probable step-up at 
that time. 


During July, 1930, Buick introduced 
a new 8-cylinder model, the first eights 
ever produced by that concern. Over 
$10,000,000 in orders were booked for 
the new car. 


The most important acquisitions to 
the corporation during 1929 consisted 
of the 80 per cent interest in Adam 
Opel A.G., 25 per cent interest in Ben- 
dix Aviation Corporation, and a 40 
per cent interest in Fokker Aircraft 
Corporation of America, while the 
McKinnon Industries, Ltd., and North 
East Electric Company were completely 
purchased and consolidated as operat- 
ing divisions. In addition, General 
Motors Radio Corporation was orga- 
nized. On October 22, 1929, announce- 
ment was made that the Dornier Cor- 
poration of America had been chartered 
in Delaware by General Motors and 
Fokker Aircraft to manufacture flying 
boats under Dornier designs and pat- 
ents. 

Location of plants of the corporation 
and its subsidiaries are as follows: 
Buick Motor Division, Flint, Mich.; 
Cadillac Motor Car Division, Detroit, 
Mich.; Chevrolet Motor Division, De- 
troit, Mich.; Oakland Motor Car Di- 
vision, Pontiac, Mich.; Olds Motor 
Works, Lansing, Mich.; General Motors 
of Canada, Ltd., Oshawa, Ont.; Fisher 
Body, Detroit, Mich.; Fisher Body Co. 
of Cleveland, Ohio; Fisher Body of St. 
Louis, Mo.; Fisher Body Co. of Atlanta, 
Georgia, Fleetwood Body Corp. of 
Fleetwood, Pa.; Ternstedt Manufac- 
turing Co., Detroit, Mich.; The National 
Plate Glass Co., Detroit, Mich.; Fisher 
Lumber Corp., Memphis, Tenn., Fisher 
Body Co. of Seattle, Wash.; Fisher 
Body Service Corp., Detroit, Mich.; AC 
Spark Plug Co., Flint, Mich.; Armstrong 
Spring Division, Flint, Mich.; Grown- 
Lipe-Chapin Division, Syracuse, N. Y., 
Delco-Remy Corp., Anderson, Ind.; 
Delco Light Co., Delco Products Corp., 
and Frigidaire Corp., all of Dayton, 
Ohio; Guide Lamp Corp., Anderson, 
Ind.; Harrison Radiator Corp., Lock- 
port, N. Y.; Hyatt Bearings Division, 
Newark, N. J.; Inland Manufacturing 
Company, Dayton, Ohio; Jaxon Steel 
Products Division, Jackson, Mich.; The 
McKinnon Industries, Ltd., St. Catha- 
rines, Ont.; Moraine Products Co., 
Dayton, Ohio; Muncie Products Divi- 
sion, Muncie, Ind.; New Departure 
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Manufacturing Co., 
North East Appliance Corp., Rochester, 
N. Y., Saginaw Crankshaft Division, 
Saginaw Malleable Iron Division and 
Saginaw Steering Gear Division, all of 
Saginaw, Mich.; United Motors Service, 
Inc., Detroit, Mich. 


Bristol, Conn.; 


The overseas operations group is: 
General Motors Export Co., New York 
City; General Motors Argentina. S.A., 
Buenos Aires, Arg.; General Motors 
do Brasil. S.A.. Sao Paulo, Brazil; 
General Motors Continental, S.A., Ant- 
werp, Beeg.; General Motors (France) 
S.A., Paris; General Motors Gm. 
b.H., Berlin, Ger.; General Motors In- 
ternational. A/S, Copenhagen, Den.; 
General Motors Ltd., London, Eng. Gen- 
eral Motors New Zealand, Ltd., Welling- 
ton, N.Z.: General Motors Peninsular, 
S.A., Madrid, Spain; General Motors w 
Polsce Sp. 20.0... Warsaw, Poland; Gen- 
eral Motors South African, Ltd., Port 
Elizabeth. S.A.; General Motors (Aus- 
tralia) Pt. Ltd. Melbourne, Aust.; 
General Motors Javan. Ltd., Osaka, 
Japan; General Motors Near East, S.A., 
Alexandria. Egvnt:; General Motors 
Uruguavya, S.A., Montevideo, Uru.; Gen- 
eral Motors Nordiska. A/B, Stock- 
holm, Sweden; N.V. General Motors 
Java, Batavia, Java; General Motors 
India, Ltd., Bombay, India; Delco- 
Remy & Hyatt, Ltd. London, Eng:.; 
Overseas Motor Service Corp., New 
York City; Vauxhall Motors, Ltd.. 
Luton, Eng.; Adam Opel A.G., Russel- 
sheim, Germany. 


The financing, insurance and ac- 
counting group is: General Motors Ac- 
ceptance Corp., New York City; Gen- 
eral Exchange Insurance Corp., New 
York City; Motor Accounting Co., De- 
troit, Mich.; Motor Accounting Co. of 
Canada, Ltd., Oshawa, Ont. 


In the real estate group are the Ar- 
gonaut Realty Corp., Detroit, Mich.. 
General Motors Building Corp., De- 
troit, Mich., Modern Dwellings, Ltd., 
Oshawa, Ont., Modern Housing Corp., 
Detroit, Mich., Bristol Realty Co., 
Bristol, Conn., and New Departure 
Realty Co., Bristol, Conn. 


In the miscellaneous group are the 
Allison Engineering Co., Indianapolis, 
Ind., Ethyl Gasoline Corp., New York 
City, Fokker Aircraft Corp. of America, 
New York City, General Motors Radio 
Corp., Dayton, Ohio, and Yellow Trust 
& Coach Manufacturing Co., Pontiac, 
Mich. 

PERSONNEL, ETC.—Goodwill, patents, 
etc., are carried on the balance sheet 
as of December 31, 1929, at $50,680,426. 
Total assets as shown in the annual 
report of that date were $1,324,880,764. 


The officers of the corporation are: 
Lammot du Pont, chairman of board of 
directors; Alfred P. Sloan, Jr., president 
and chairman of executive committee; 
Donaldson Brown, vice-president and 
chairman of finance committee; Arthur 
G. Bishop,* Charles T. Fisher, Charles 
F. Kettering, R. Samuel McLaughlin, 
Charles S. Mott, William S. Knudsen, 
DeWitt Page, John Thomas Smith, Al- 
fred H. Swayne, James D. Mooney, John 
L. Pratt, Fred J. Fisher, Lawrence P. 
Fisher, William A. Fisher, Edward T. 
Strong, Irving J. Reuter, Alfred R. 
Glancy, R. H. Grant, O. E. Hunt, A. 
Bradley and C. E. Wilson, vice-presi- 
dents; P. W. Combs, advertising man- 
ager. 

The directors are: Lammot duPont, 
chairman, Wilmington, Del.; George F. 
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Baker, Jr.* (vice-chairman of First Na- 
tional Bank), New York City; Arthur 
G. Bishop (president, Genesee County 
Savings Bank), Flint, Mich.; Donaldson 
Brown* (vice-president and chairman 
of finance committee), New York; Wal- 
ter S. Carpenter, Jr.* (E. I. duPont de 
Nemours & Co.), Wilmington, Del.; 
Curtis C. Cooper, New York; Henry F. 
duPont (E. I. duPont de Nemours & 
Co.), Wilmington, Del.; Irenee duPont* 
(vice-chairman of E. I. duPont de Ne- 
mours & Co.), Wilmington, Del.; and 
Pierre S. duPont* (chairman of E. I. 
duPont de Nemours & Co.), Wilming- 
ton, Del.; Charles T. Fisher (vice-presi- 
dent), Fred J. Fisher* (vice-president) , 
Lawrence P. Fisher (vice-president), 
William A. Fisher* (vice-president), 
Detroit, Mich.; Louis G. Kaufman 
(president, Chatham Phenix National 
Bank and Trust Co.), New York City; 
Charles F. Kettering* (vice-president) , 
William S. Knudsen (vice-president) , 
Detroit, Mich.; Sir Harry McGowan, 
K.B.E. (president and Deputy chairman 
of Imperial Chemical Industries, Ltd.), 
London, Eng.; R. Samuel McLaughlin 
(vice-president), Oshawa, Ontario; 
William McMaster (chairman of Can- 
adian Industries, Ltd.) , Montreal, Que.; 
James D. Mooney (vice-president), and 
Junius S. Morgan,* Jr. (J. P. Morgan 
& Co.), New York City; Charles S. 
Mott* (vice-president), Detroit, Mich.; 
DeWitt Page* (president of the New 
Departure Manufacturing Co.), Bristol, 
Conn.; John L. Pratt (vice-president), 
and Seward Prosser* (chairman of 
Bankers Trust Co.), New York; John 
J. Raskob* (vice-president of E. I. du- 
Pont de Nemours & Co.), Wilmington, 
Del.; Alfred P. Sloan, Jr.* (president 
and chairman of executive committee) , 
John Thomas. Smith* (vice-president 
and general counsel), Alfred H. 
Swayne* (vice-president) ,George Whit- 
ney* (J. P. Morgan & Co.), Clarence 
M. Woolley* (chairman, American Ra- 
diator & Standard Sanitary Corp.) and 
Owen D. Young* (chairman of General 
Electric Co.), all of New York; Fritz 
Opel (Adam Opel A.G.), Russelsheim, 
Germany. 


ADVERTISING— The 1930 appropriation 
is over $15,000,000. Batten, Barton, 
Durstine & Osborn handle the general 
account. MacManus have the Cadillac 
account. Campbell Ewald handle the 
Chevrolet, Buick, Oldsmobile, Viking, 
Oakland and Pontiac accounts. Mitch- 
ell-Faust-Dickson handle General Mo- 
tors Truck Co. $8,637,042 was spent in 
general magazines, $600,000 in farm 
papers, $10,000,000 in newspapers. 


*BAKER, GEORGE F., Jr.—Dir. General 
Motors Corp. (See Amer. Tel. & Tel.) 

*WOOLLEY, CLARENCE M.—Dir. General 
Motors Corp. (See American Radiator & 
Standard Sanitary Mfg. Corp.) 

*YOUNG, OWEN D.—Dir. General Motors 
Corp. (See General Electric Co.) 


*WHITNEY, GEORGE—Mem. of Firm, J. 
P. Morgan & Co., 23 Wall St., New York 
City. (Residence): Westbury, N. Y. Alaska 
Development & Mineral Co., Dir. Bank for 
Savings, Trustee. Braden Copper Co., Dir. 
Copper River & Northwestern Ry. Co., Dir. 
General Motors Corp., Dir. Guaranty Trust 
Co. of New York, Dir. Provident Fire In- 
surance Co., Dir. Kennecott Copper Corp., 
Dir. Pullman Co., Dir. Utah Copper Co., 
Dir. New Jersey & New York R.R. Co., Dir. 
Royal Exchange Assurance, American 
Branch, Dir. Teachers Insurance & An- 
nuity Assn., Trustee. Texas Gulf Sulphur 
Co., Dir. Johns-Manville Corp., Dir. United 
Corporation, Dir. Continental Oil Co., Dir. 
Pullman, Incorporated, Dir. 


*SMITH, JOHN THOMAS—V.-P. & Gen. 


Counsel, General Motors, Corp., 1775 Broad- 
way, New York City. (Residence): 1115 
Fifth Ave., New York City. Argonaut Min- 
ing Co., Pres. & Dir. White Knob Copper 
& Development Co., Ltd., Pres. & Dir. 


*SWAYNE, ALFRED HARRIS —V.-P. & 
Dir., General Motors Corp., 1775 Broadway, 
New York City. (Residence): 550 Park 
Ave., New York City. General Motors Ac- 
ceptance Corp., Chrm. of Board. Lehigh 
Valley R.R. Co., Dir. Long Island R.R., Dir, 
Cc. Tennant Sons & Co., Dir. National 
Automobile Chamber of Commerce, V.-P, 
& Dir. St. Louis Southwestern Ry. Co., Dir, 


*SLOAN, ALFRED PRITCHARD, JR.— 
Pres. & Dir. General Motors Corp., 1775 
Broadway, New York City. (Residence): 
820 Fifth Ave., New York City. E. I. duPont 
de Nemours & Co., Dir. Chase National 
Bank, New York City, Dir. N. Y., Chicago 
& St. Louis 2.R., Dir. General Motors Ac- 
ceptance Corp., Dir. Pullman, Inc., Dir, 
Michigan Copper & Brass Co., Dir. Repub- 
lic Brass Co., Dir. Waldorf Astoria Corp., 
Dir. Johns-Manville Corp., Dir. 


*RASKOB, JOHN JACOB—V.-P. & Dir, 
E. I. DuPont de Nemours & Co., Wilming- 
ton, Del. (Residence): ‘‘Archmere,” Clay- 
mont, Del. General Motors Corp., Dir. 
Bankers Trust Co., Dir. County Trust Co., 
Dir. Missouri Pacific Railroad, Dir. Amer- 
ican Surety Co., Dir. Emigrant Industrial 
Savings Bank, Dir. 


*PROSSER, SEWARD—Chrm. of Board & 
Member Exec. Comm. Bankers Trust Co., 16 
Wall St., New York City. American Loco- 
motive Co., Dir. American Surety Co. of 
New York, Member Finance & Exec. Comms, 
& Trustee. Amsuco Securities Co., Dir. 
Antony Gibbs & Co., Inc., Dir. Astor Safe 
Deposit Co., Pres. & Dir. Bankers Co. of 
N. Y., Member Exec. Comm. & Dir. Braden 
Copper Co., Dir. Braden Copper Mines Co., 
Dir.. Chase Securities Corp., Member Exec. 
Comm. & Dir. Discount Corp. of New York, 
Dir. General Electric Co., Member Exec. 
Comm. & Dir. General Motors Acceptance 
Corp., Dir. General Motors Corp., Member 
Finance Comm. & Dir. Graphite Metalliz- 
ing Corp., Dir. International General Elec- 
tric Co., Inc., Dir. International Nickel 
Co., Dir. Kennecott Copper Corp., Dir. 
Mercantile Safe Deposit Co., Member Exec. 
Comm. & Trustee. North American Re- 
assurance Co., Member Exec. Comm. & Dir. 
Northern R.R. Co. of New Jersey, Dir. 
Pacific Coast Co., Dir. Palisades Trust & 
Guaranty Co., Englewood, N. J., Dir. Sea- 
men’s Bank for Savings, Trustee. 


*MOTT, CHARLES STEWART—V.-P. & 
Dir., General Motors Corp., Room 14-130 
General Motors Bldg., Detroit, Mich. (Res- 
idence): 1400 E. Kearsley St., Flint, Mich. 
National Bank of Commerce, Detroit, Dir. 
Union Trust Co., Detroit, Dir. Flint Sand- 
stone & Brick Co., Flint, Mich., Sec. & 
Treas. Argonaut Realty Corp., Detroit, 
Mich., Pres. & Dir. General Motors Bldg. 
Corp., Pres. Union Industrial Bank, Flint, 
Mich., Pres. & Dir. Union Industrial Trust 
Co., Flint, Mich., Chrm. of Board. Union 
Commerce Investment Co., Dir. Guardian 
Detroit Co., Dir. Detroit Aircraft Corp. 
Dir. Southern Sugar Co., Dir. 


*KETTERING, CHARLES FRANKLIN— 
V.-P. & Dir., General Motors Corp., General 
Motors Research Bldg., Detroit, Mich. (Res- 
idence): Ridgeleigh Terrace, Dayton, Ohio. 
Frigidaire Corp., V.-P. & Dir. Delco-Light 
Co., V.-P. & Dir. The Flexible Co., Pres. & 
Dir. Uplands Realty Co., Inc., Dir. The 
Gas Research Co., Dir. The Domestic 
Building Co., Dir. The Moraine Develop- 
ment Co., Dir. Winters National Bank & 
Trust Co., Chrm. of Board & Dir. C. F. 
Kettering, Inc., Pres. & Dir. Antioch Col- 
lege, Trustee. Moraine Park Co., Inc., Dir. 
General Motors Research Corp., Pres. & 
Gen. Dir. The Mead Pulp & Paper Co., Dir. 
The Crescent Paper Co., Dir. Kettering 
Foundation, Inc., Dir. Van Cleve Hotel Co., 
Dir. The Dayton Securities Co., Dir. Ridge- 
leigh Securities, Inc., V.-P. & Dir. United 
Aircraft & Transport Co., Dir. Detroit 
Aircraft Co., Dir. Fokker Aircraft Corp. of 
America, Dir. 


*FISHER, WILLIAM A.—1791 Wellesley 
Drive, Palmer Woods, Detroit, Mich. Gen- 
eral Motors Corp., V.-P. Fisher & Com- 
pany, Treas. & Dir. Detroit Wax Paper Co. 
Treas. & Dir. Dunn Sulphite Paper ©0. 
Dir. Bank of Detroit, V.-P. & Dir. 


*MORGAN, JUNIUS SPENCER, JR.— 
Partner, J. P. Morgan & Co., 23 Wall St. 
New York City. (Residence): Locust Valley, 
Long Island, N. Y. New York Stock _Ex- 
change, Member. City Island Homes, Inc. 
Dir. Chamber of Commerce State of N. Y. 
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Treas. Drexel & Co., Philadelphia, Partner. 
General Motors Corp., Dir. 


*duPONT, IRENEE—Chrm. Fin. Comm., 
E. I. duPont de Nemours & Co., Wilming- 
ton, Del. (Residence): Granogue, Del. Gen- 
eral Motors Corp., Mem. Fin. Comm. & Dir. 
Equitable Life Assurance Society, Dir. 


*duPONT, LAMMOT—Pres. & Dir., E. I. 
duPont de Nemours & Company, duPont 
Building, Wilmington, Del. (Residence): 
P. O. Box 303, Wilmington, Del. General 
Motors Corporation, Chrm. & Dir. General 
Motors Acceptance Corp., Dir. Chemical 
Bank & Trust Co., Dir. Fidelity-Philadel- 
phia Trust Co., Dir. Wilmington Trust Co., 
Dir. 

*duPONT, PIERRE SAMUEL—Chrm. of 
Board, E. I. duPont de Nemours & Co., 
9012 duPont Bldg., Wilmington, Del. (Res- 
idence): llth & Market Sts., Wilmington, 
Del. General Motors Corp., Dir. Bankers 
Trust Co., Dir. Philadelphia National Bank, 
Dir. Wilmington Trust Co., V.-P. 


*FISHER, FREDERICK J.—V.-P. & Dir., 
General Motors Corp., 14-141 General Mo- 
tors Bldg., Detroit, Mich. (Residence): 54 
Arden Park, Detroit, Mich. Yellow Truck 
& Coach Manufacturing Co., Dir. Guardian 
Trust Co., Detroit, Mich., Dir. Fisher & 
Co., Mich., Pres. & Dir. General Motors 
Securities, Wilmington, Del., Dir. Baldwin 
Locomotive Works, Philadelphia, Pa., Dir. 
Peoples Wayne County Bank, Detroit, Mich. 
Dir. The National City Bank of New York, 
N. Y., Dir. Michigan Bell Telephone Co., 
Detroit, Mich., Dir. Michigan Central R.R., 
Detroit, Mich., Dir. Cleveland, Cincinnati, 
Chicago & St. Louis R.R., N. Y., Dir. Postal 
Telegraph Co., New York City, Dir. United 
Chromium Corp., N. Y., Dir. Senior Invest- 
ment Corp., Pres. & Dir. Notre Dame 
University, Notre Dame, Ind., Lay Trustee. 


*BISHOP, ARTHUR G.—Pres. & Dir., Ge- 
nesee County Savings Bank, Flint Mich. 
(Residence): 606 E. Kearsley St., Flint, 
Mich. First National Bank of Flint, Mich., 
Pres. Union Commerce Investment Co., 
Detroit, Mich., Dir. Union Joint Stock 
Land Bank, Dir. General Motors Corpor- 
ation, V.-P. & Dir. 

*CARPENTER, WALTER S., JR.—V.-P. in 
Charge of Finances & Dir., E. I. duPont de 
Nemours & Co., 9020 duPont Bldg., Wil- 
mington, Del. (Residence): 18th St. & 
Rising Sun Lane, Wilmington, Del. duPont 
Rayon Co., Dir. duPont Cellophane Co., 
Dir. American Nitrogen Co., Ltd., Pres. & 
Chrm. Rokeby Realty Co., Pres. & Chrm. 
duPont Securities Co., Treas. & Dir. Gen- 
eral Motors Corporation, Member of Fi- 
nance Committee & Dir. General Motors 
Securities Co., Treas. & Dir. Wilmington 
Trust Co., Dir. Anglo-South American 
Trust Co., Dir. Equitable Trust Co. of New 
York, Trustee. Bell Telephone Co. of Penn., 
Dir. Diamond State Telephone Co., Dir. 

*BROWN, DONALDSON —V.-P. & Dir. 
General Motors Corp., 1775 Broadway, New 
York City. (Residence): Irvington-on-Hud- 
son, N. Y. E. I. duPont de Nemours & Co., 
Member Finance Comm. & Dir. Empire 
Trust Co., New York, Dir. 

*PAGE, DeWITT—Pres., Gen. Mer. & Dir., 
New Departure Manufacturing Co., Bristol, 
Conn. (Residence): 181 Grove St., Bristol, 
Conn. General Motors Corp., V.-P. & Dir. 


The Goodyear Tire and 
Rubber Co. 


LINES AND Propucts—The main prod- 
uct of this Company is tires, although 
rubber heels are now an extensive part 
of its business. The following is a list 
of products made: tires for cars and 
trucks, tire repair equipment, rubber 
tire chains, rubber heels and soles, in- 
dustrial, municipal and lawn hose, 
tubber flooring, mechanical rubber 
goods, airships, balloons. 


SALES AND Prorits—Net sales for 1929 
Were $256,227,067 yielding $9.37 per 
Share on the common stock. Unit sales 
were up 14.06 per cent over 1928. Oper- 
ating income in 1929 was $22,313,015, 
yielding a profit of 8.69% on sales. 

EXPANSION—Recent developments in- 
clude the beginning of construction on 
the first two rigid airships of 6,500,000 
Cubic feet each, contracts for which 

ave been awarded the Goodyear Zep- 


pelin Corp., a subsidiary, by the United 
States Navy Department. A new plant 
at Gadsden, Alabama, has been built. 
Two main plants are at Akron. 


PERSONNEL, ETC.—Good-will, patents 
and trade marks are valued at $1.00. 
Assets according to the December 31, 
1929 Annual Statement are $243,282,- 
016.09. Subsidiaries include, Goodyear 
Rubber Plantations Co. Sumatra; 
Goodyear Fabric Corp., New Bedford, 
Mass.; Goodyear Tire and Rubber Co. 
of Canada, Bowmanville, Ontario; 
Goodyear Textile Mills, Los Angeles, 
Calif.; Goodyear Clearwater Mills, 
Cedartown, Georgia; Goodyear Cotton 
Mills, Goodyear, Conn.; Goodyear Im- 
provement Co., Boston and Detroit; 
Goodyear Zeppelin Corp., Akron, Ohio; 
Valley Ranch Co., Litchfield, Ariz.; 
Wheeling Township Coal Mining Co., 
Adena, Ohio. Foreign subsidiaries are: 
Goodyear Tyre & Rubber Co., Ltd., 
(Australia). Goodyear Tyre & Rubber 
Co. (Great Britain), Goodyear Tire & 
Rubber Co., of Canada, Ltd., Goodyear 
Improvement Co., Ltd., (Toronto, Can- 
ada), Goodyear Orient Co., Ltd., (Sin- 
gapore). 


The principal officers are: P. W. 
Litchfield, president; Robert S. Wilson, 
Fred M. Harpham, C. Slusser and 
Charles A. Stillman, vice-president. C. 
T. Hutchins, advertising manager. 


The directors are: Robert H. Bishop, 
Jr. (The Guardian Trust Co.), Cleve- 
land, Ohio; Fayette Brown* (Harvey 
H. Brown & Co.), Mentor, Ohio; R. E. 
Christie, Jr.* (Dillon Read & Co.), New 
York; George B. Durell* (president, 
American Fork & Hoe Co.), Cleveland, 
Ohio; E. B. Greene* (Cleveland Trust 
Co.), Cleveland, Ohio; J. Arthur House* 
(The Guardian Trust Co.), Cleveland, 
Ohio; Elton Hoyt II,* (Pickands, 
Mather & Co.), Cleveland, Ohio; P. W. 
Litchfield* (president), Akron, Ohio; 
Walter B. Mahony* (president and 
owner, The North American Review), 
Scarborough-on-Hudson, N. Y.; H. B. 
Manton* (president, The Robinson Clay 
Product Co.), Akron, Ohio; Grayson 
M. P. Murphy* (G.M.P. Murphy & Co.), 
New York; Robert C. Schaffner* (A. 
G. Becker & Co.), Chicago, Ill.; Francis 
Seiberling* (Slabaugh, Seilberling, Hu- 
ber & Guinther), Akron, Ohio; John 
Sherwin* (The Union Trust Co.) , Cleve- 
land, Ohio; Samuel Lewis Smith* (Na- 
tional Malleable Steel Castings Co.), 
Cleveland, Ohio; G. A. Tomlinson* 
(president and director, Tomlinson 
Fleet) , Cleveland, Ohio. 


ADVERTISING—Goodyear spent $1,063,- 
000 in national magazine advertising 
and $104,500 in farm papers, and $1,- 
750,000 in newspapers, in 1929. Erwin, 
Wasey & Company handle the account. 


* BROWN, FAYETTE—Dir. Goodyear Tire 
& Rubber Co., Cleveland, Ohio. Pres. & 
Dir. The Stewart Furnace Co., Cleveland, 
O. Exec. Partner, Harvey H. Brown & Co. 
Dir. By-Products Coke Corp. Dir. Cleve- 
land & Mahoning Valley RR. Co. Dir. 
Cleveland Storage Co. Dir. Cleveland Trust 
Co. Dir. Merry Land Co. (also Pres.). Dir. 
Great Lakes Towing Co. Pres. & Dir. North 
Point Realty Co. Dir. & Treas. Sagamore 
Iron Co. (also Secretary). 


* CHRISTIE, R. E. JR.—Dir. Goodyear 
Tire & Rubber Co., New York City. Mem- 
ber of Dillon, Read & Co., N. Y. C. V. P. 
United States & Foreign Securities Corp. 
Dir. Florida Lake Shore Farms, Inc. 


* DURRELL, GEORGE B.—Dir. Goodyear 
Tire & Rubber Co., Cleveland, Ohio. Pres., 
Gen. Mgr. & Dir. American Fork & Hoe Co., 
1623 Euclid Ave., Cleveland, O. Chrm. of 
Board, Citizens First National Bank, Frank- 
fort, N. Y. Pres. Ohio Mutual Savings & 


Loan Co., Cleveland, O. Pres. Euclid Arcade 
Bldg. Co., Cleveland, O. Pres. Eagle Coal 
Co., Barren Fork, Ky. Dir. Roane Iron 
Company, Chattanooga, Tenn. Dir. Guar- 
dian Trust Co., Cleveland, O. Dir. National 
Handle Co., Cleveland, O. 


* GREENE, E. B.—Director Goodyear Tire 
& Rubber Co., Cleveland, O. Chrm. of 
Exec. Comm. Cleveland Trust Co., Cleve- 
land, O. V. P. & Dir. Wade Realty Co. Dir. 
Cleveland Cliffs Iron Co. Dir. Fontana 
Steamship Co. Dir. Medusa Portland Ce- 
ment Co. Dir. Guarantee Title & Trust 
Co. Dir. Land Title Abstract & Trust Co. 
Dir. Ohio Chemical & Manufacturing Co. 
Dir. American Multigraph Co. Dir. Eaton 
Axle & Spring Co. Dir. Osborn Manufac- 
turing Co. Dir. Montreal Mining Co. Dir. 
Republic Iron & Steel Co. Dir. Cliffs Corp. 
Dir. National Refining Co. 


*HOUSE, J. ARTHUR—Dir. Goodyear 
Tire & Rubber Co., Cleveland, O. Pres. & 
Dir. Guardian Trust Co., Cleveland, O. Dir. 
Cleveland Builders Supply Co. Dir. Indus- 
trial Rayon Corp. Dir. Jordan Motor Car 
Co. Dir. Kilby Mfg. Co. Dir. The Mills 
Co. Dir. Morris Plan Bank of Cleveland. 
Dir. N. Y., Chicago & St. Louis RR. Co. 
Dir. Ohio-Pennsylvania Joint Stock Land 
Bank. Dir. Standard Textile Products Co. 
Dir. Wheeling & Lake Erie Ry. Co. Pres. 
& Dir. Union Club Co. Treas. & Dir. Lake- 
side Hospital. Trustee, St. Luke’s Hospital. 
Trustee, University Hospitals. V. P. & 
Trustee, Ohio Wesleyan University. Trustee, 
University School of Cleveland. 


* HOYT, ELTON II.—Dir. Goodyear Tire 
& Rubber Co., Cleveland, O. Partner, 
Pickands Mather & Co., Cleveland, O. Dir. 
Interlake Steamship Co. V. P. & Dir. 
Interlake Iron Corp. Dir. Newton Steel Co. 
Dir. American Ship Building Co. Dir. 
Monarch Fire Insurance Co. V. P. The 
Erie Dork Co. (also Dir.). V. P. & Dir. 
Ashtabula & Buffalo Dock Co. V.P. & Dir. 
The Detour Dock Co. V. P. & Dir. Dalton 
Ore Co. V. P. & Dir. Mather Iron Co. 
Vv. P. & Dir. Perry Furnace Co. Dir. Mid- 
land Bank. Dir. Industrial Brownhoist 
Corp. Dir. Kelley Island Lime & Transport 
Co. Dir. Dolomite, Inc. Dir. F. G. Clark, 
Ine. Dir. Stewart Furnace Co. Dir. Athens 
Iron Mining Co. Dir. Hoyt Realty Co. (also 
Pres.). 


* LITCHFIELD, P. W.—Pres. Goodyear 
Tire & Rubber Co., Akron, Ohio. Pres. & 
Dir. Goodyear Fabric Corp. Chrm. of 
Board & Dir. Goodyear Textile Mills Co. 
Chrm. of Board & Dir. Goodyear Tire & 
Rubber Co. of Calif. Chrm. of Board & 
Dir. Goodyear Tire & Rubber Co. of Can- 
ada, Ltd. Dir. Goodyear Tyre & Rubber 
Co. (Australia), Ltd. Chrm. of Board & 
Dir. Goodyear Tyre & Rubber Co. (Great 
Britain), Ltd. Pres. & Dir. Valley Ranch 
Co. 


* MAHONY, WALTER BUTLER—Member 
Exec. & Finance Comm. & Dir. Goodyear 
Tire & Rubber Co., N. Y. C. Pres. & Editor 
“North American Review”, N. Y. C. Trus- 
tee, Bank for Savings, Ossining, N. Y. Dir. 
First National Bank, Ossining, N. Y. Dir. 
Milnesia Laboratories, Inc. Dir. Ohio 
Goodyear Securities Co. Dir. United Amer- 
ican Plantations, Inc. Dir. United Rubber 
Research Corp. Dir. Goodyear Shares, Inc. 


* MANTON, H. B.—Dir. Goodyear Tire & 
Rubber Co., Akron, O. Pres., The Robinson 
Clay Product Co., Akron, O. 


* MURPHY, GRAYSON M. P.—Dir. Good- 
year Tire & Rubber Co., N. Y. C. Partner, 
G. M. Murphy & Co., N. Y. C. Dir. Bethle- 
hem Steel Corp. Dir. Cuba Cane Sugar Corp. 
Dir. Fifth Ave. Coach Co. Dir. Guaranty 
Trust Co. of N. Y. Dir. Intercontinental 
Rubber Co. Dir. Inspiration Consolidated 
Copper Co. Dir. Omnibus Corp. Trustee 
New York Trust Co. Dir. Royal Indemnity 
Co. Dir. Textile Banking Co. Dir. Ameri- 
can Ice Co. Dir. Curtiss Wright Corp. Dir. 
Graymur Corp. Dir. National Aviation 
Corp. Dir. New York Railways Co. Dir. 
North American Aviation Corp. Dir. U. 8. 
& Foreign Securities Corp. 


* SCHAFFNER, ROBERT C.—Dir. Good- 
year Tire & Rubber Co. Pres. A. G. Becker 
& Co., 100 S. LaSalle St., Chicago, Ill. Dir. 
Auto Strop Safety Razor Co. Dir. Ham- 
mermill Paper Co. Dir. Hupp Motor Car 
Corp. Dir. Interstate Iron & Steel Co. 
Dir. Penick & Ford, Ltd. Dir. Hugo Stinnes 
Industries. Dir. Hugo Stinnes Corp. Dir. 
U. S. & Foreign Securities Corp. Dir. Val- 
ley Mould & Iron Corp. 


* SEIBERLING, FRANCIS—Dir. Goodyear 
Tire & Rubber Co., Akron, O. Partner, 
Slabaugh, Seiberling, Huber & Guinther, 
Akron, O. Dir. First City Trust & Savings 
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Bank. Dir. Wellman Seaver Morgan Co., 
Cleveland, O. Dir. Rubber Services Lab- 
oratories Co., Akron, O. 


* SHERWIN, JOHN—Dir. Goodyear Tire & 
Rubber Co., Cleveland, O. Chrm. of Board, 
Union Trust Co., Cleveland, O. V. P. & 
Dir. New York, Chicago & St. Louis RR. Co. 
Dir. Cleveland Railway Co. Dir. Electric 
Vacuum Cleaner Co. Dir. Kelley Island 
Lime & Transport Co. Dir. Morgan Litho- 
graph Co. Dir. Ohio Bell Telephone Co. 
Dir. Otis Steel Co. Dir. Richman Brothers 
Co. Dir. U. S. & Foreign Securities Corp. 


* SMITH, SAMUEL LEWIS—Mem. Exec. 
& Finance Comm. & Dir. Goodyear Tire & 
Rubber Co. V. P. & Dir. National Malleable 
& Steel Castings Co., Cleveland, O. Dir. 
Union Trust Co., Cleveland. Dir. Eberhard 
Manufacturing Co., Cleveland, O. 


* TOMLINSON, G. A.—Dir. Goodyear Tire 
& Rubber Co., Cleveland, O. Pres. & Dir. 
Tomlinson Fleet, Cleveland, O. Dir. Mid- 
land Bank, Cleveland. Dir. Peoples Com- 
mercial & Savings Bank, Bay City, Mich. 
Dir. American Shipbuilding Co., Cleveland. 
Pres. & Dir. Cleveland & Buffalo Transit 
Co., Cleveland, O. Dir. Great Lakes Transit 
Corp., Buffalo, N. Y. Dir. Great Lakes 
Portland Cement Corp., Buffalo, N. Y. Dir. 
& Pres. Buffalo Dry Dock Co., Buffalo, N. Y. 
Pres. & Dir. Superior Shipbuilding Co., 
Superior, Wis. Dir. Goodyear & Zeppelin 
Co. 


International Harvester Co. 


LINES AND Propucts—The Interna- 
tional Harvester Co. is the leading 
maker of farm operating equipment, 
and is also one of the foremost pro- 
ducers of industrial tractors and mo- 
tor trucks. Its products include a com- 
plete line of agricultural machinery, 
tools and implements; gasoline and 
kerosene engines; tractors both for 
farm and industrial use, wagons and 
motor trucks; and binder twine. Di- 
rectly or through subsidiaries, the com- 
pany is a large operator of iron mines 
in Minnesota and owns and works coal 
lands in Kentucky. Two short-line 
railroads are owned and operated in 
Illinois. Steel furnaces and rolling 
mills are operated in South Chicago, 
also by-product coke ovens. Manufac- 
turing branches are also located in 
Canada, France, Germany and Sweden. 

General offices of the company are 
a in the Harvester Bldg., Chicago, 
Tl. 


SALES AND Prorits—Net income for 
1929 was $36,779,998, compared with 
$29,685,350 in 1928, or earnings of $7.11 
per share of common in 1929, and $5.58 
in 1928. Sales and net income for 1929 
reached new high levels for the com- 
pany, and the highest percentage of 
gain was made in foreign trade. 


EXpPaANSION—In March of this year, 
a contract was awarded for factory 
branch and distributing plant to be 
located at Sweetwater, Texas, costing 
$125,000. It was also reported that the 
Milwaukee plants of the company 
would increase operation by 50 percent 
owing to receipt of orders for tractors 
from Russia amounting to $7,000,000. 

During the first six months of 1930, 
two heavy duty trucks were added to 
the International Harvester line. Ca- 
pacity of the trucks was two and one- 
half and three and one-half tons. The 
company also reduced the price on its 
1-20 tractors $40.00 and $75.00 on the 
15-30 tractors. 


During 1929 extensive additions were 
made to works at Rock Island, IIl., 
where the Farmall tractor is manufac- 
tured, at the motor truck works at Fort 
Wayne, Indiana, and the steel mills 
in South Chicago. Factory branches 
were also planned for Sioux City, Iowa, 
at a cost of about $150,000, and at 


Grand Island, Neb., to cost $140,000. 
Also in 1929, an appropriation. of $2,- 
000,000 was made from earnings for 
engineering research. The company re- 
ports: “Constant progress is being 
made by engineering staff in develop- 
ment of cotton pickers and strippers, 
and recent field tests indicate that 
these machines should soon become of 
practical benefit to planters.” 


The company has also introduced to 
the trade the McCormick-Deering 
(Ronning) ensilage harvester, “the one 
corn harvesting machine that cuts en- 
silage in the field and delivers it from 
stalk to silo without a human hand 
having to lift or touch a single stalk.” 


The raw material properties of the 
company are: Iron ore mines at Hib- 
bing, Minn., Nashwauk, Minn., Keewa- 
tin, Minn., and Chisholm, Minn. Coal 
mines and coke works are located in 
Benham, and Harlan County, Ken- 
tucky. A by-product coke plant, is lo- 
cated at South Chicago, Ill., as are 
blast furnaces and steel mills. At the 
Sisal plantation, Cardenas, Cuba, are 
4,800 acres of land and decorticating 
plant for the production of sisal fibre. 


Manufacturing properties are: Mc- 
Cormick Works, Deering Works, Trac- 
tor Works, 81st Street Works, and Mc- 
Cormick Twine Mill, all of Chicago; 
Milwaukee, Wis. Works, Auburn, N. Y. 
Works, Chattanooga Plow Works, Chat- 
tanooga, Tenn. Farmall Works, Rock 
Island, Ill. Ft. Wayne Works, Ft. 
Wayne, Ind., Canton, Ill. Works, Rich- 
mond, Ind. Works, Rock Falls, Iul. 
Works, Springfield Works and Spring- 
field Spring Works, Springfield, Ohio. 

Canadian works are located at Chat- 
ham and Hamilton, Ontario. European 
works are at Croix, France, Neuss, Ger- 
many, and Norrkoping, Sweden. 


The affiliated companies are: Wis- 
consin Steel Co., owning and operating 
coal mines at Benham, Harlan Coun- 
ty, Ky.; Wisconsin Lumber Co.; Spring- 
field Spring Co.; International Har- 
vester Co. of Canada, Ltd., Compagnie 
Internationale des Machines Agricoles 
S.A. (France), International Harves- 
ter Co. m.b. H. (Germany), Aktiebola- 
get International Harvester Co. (Swe- 
den). 


Selling companies are: International 
Harvester Co. of America; Interna- 
tional Harvester Company Argentina 
(South America); International Har- 
vester Co. of Australia, Proprietary 
Ltd.; International Harvester Export 
Co.; International Harvester Co. of 
Canada, Ltd.; Aktieselskabet Interna- 
tional Harvester Co. (Denmark), Com- 
pagnie Internationale des Machines 
Agricoles S.A. (France); Compagnie 
Internazionale Di Macchine Agricola, 
Italy; International Harvester Co., m.b. 
H. (Germany); International Harves- 
ter Co. of Great Britain, Ltd., Interna- 
tional Harvester Company in Latvia, 
International Harvester Co., of New 
Zealand, Ltd., Aktieselskapet Interna- 
tional Harvester Co. (Norway); Inter- 
national Harvester Co. (S.A.) Proprie- 
tary Ltd., (South Africa); Compania 
Internacional de Maquinas Agricolas 
(Spain); Aktiebolaget International 
Harvester Co. (Sweden); International 
Harvester Co. A/G (Switzerland). 

Other companies are: Macleod & Co., 
Manila, primarily engaged in the pur- 
chase and sale of Manila fibre. This 
company also markets the products of 


the International Harvester Company 
in the Philippine Islands. 

MacLeod & Co., Inc., New York; Chi- 
cago, West Pullman & Southern Rail- 
road Co.; Illinois Northern Railway; 
International Harvester Co. in Russia, 
(this company is not in operation, all 
of its properties having been national- 
ized by the Soviet Government) ; 
Canadian Forest Products, Ltd. 


PERSONNEL, ETC.—On December 31, 
1929, the total assets of the Interna- 
tional Harvester Company were $384,- 
078,322. 


The officers of the company are: 
Herbert F. Perkins, president; Addis 
E. McKinstry, vice-president; Henry B. 
Utley, vice-president; George A. Ran- 
ney,* vice-president and _ treasurer, 
Cyrus McCormick, Jr., and William M. 
Reay, vice-presidents. F. W. Heiskell 
is advertising manager. 


Directors are: Henry B. Utley,* 
George A. Ranney, Arthur Reynolds* 
(chairman of board, Continental Illi- 
nois Bank & Trust Co.), John A. Chap- 
man* (secretary, treasurer and director, 
Chapman, Grannis & Co.), Thomas D. 
Jones* (New Jersey Zinc Co.), John P. 
Wilson, all of Chicago; Herbert F. Per- 
kins,* Cyrus H. McCormick,* Chaun- 
cey McCormick* (vice-president, Miami 
Corp.), all of Chicago; Thomas W. La- 
mont* (partner, J. P. Morgan & Co.), 
New York City; Judson F. Stone* 
(mining agent, McCormick Estates), 
Wilmette, Ill.; Thomas E. Donnelley* 
(president and director, R. R. Donnel- 
ley & Sons Co.), Lake Forest, Ill.; Cyrus 
McCormick, Jr., Chicago; John W. 
Scott* (vice-president and _ director, 
Carson Pirie Scott & Co.), Hubbard 
Woods, Ill.; Addis E. McKinstry, Hins- 
dale, Ill.; Harold F. McCormick, John 
J. Glessner, both of Chicago, Ill. 


ADVERTISING—The advertising account 
of this company is handled direct. The 
1930 appropriation for advertising is 
between $250,000 and $500,000. In 1929, 
$266,000 was spent in national maga- 
zines, and $210,000 in farm papers. 


*UTLEY, HENRY B.—V.-P. & Dir. Inter- 
national Harvester Co., Chicago, Ill. Pres. 
& Dir. Chicago, West Pullman & Southern 
R.R. Co. Pres. & Dir. Illinois Northern Ry. 
Co. Pres. & Dir. The Owasco River Ry. Co. 
Pres. & Dir. Deering Southwestern Ry. Co. 


*RANNEY, GEORGE A.—V.-P. & Treas. 
International Harvester Co., Chicago, Ill. 
Dir. First National Bank, Chicago. Dir. 
Chicago Corp. 

*REYNOLDS, ARTHUR—Dir. Internation- 
al Harvester Co. Dir. Armour & Co. Dir. 
Great American Insurance Co. Dir. Great 
American Indemnity Co. Dir. Alliance In- 
surance Co. Dir. Rochester American In- 
surance Co. Chrm. of Bd. Continental 
Illinois Bank & Trust Co. Chrm. of Board 
Continental Illinois Co. Pres. Continental 
Chicago Corp. 

*CHAPMAN, JOHN A.—Dir. International 
Harvester Co. Sec., Treas. & Dir. Chapman 
Grannis & Co. Dir. Ludowici Celadon Co. 
Dir. Chicago Railways Co. Dir. A. C. Mc- 
Clurg & Co. Dir. First National Bank of 
Lake Forest. Dir. State Bank of Lake 
Forest. 

*JONES, THOMAS D.—Dir. International 
Harvester Co. Dir. New Jersey Zinc Co. 

*PERKINS, HERBERT F.—Pres. & Dir. 
International Harvester Co. Dir. Wisconsin 
Steel Co. (also Pres.). Dir. & Pres. Wis- 
consin Lumber Co. Dir. Continental & 
Commercial National Bank. V.-P. & Dir. 
Personal Loan & Savings Bank. 

*McCORMICK, CYRUS H.—Chrm. of Board 
International Harvester Co. Dir. Conti- 
nental Illinois Bank & Trust Co. Dir. 
National City Bank of N. Y. Dir. Chicago 
& North Western Ry. Co. Trustee, Field 
Museum. Trustee, Elizabeth McCormick 
Memorial Fund. 

*McCORMICK, CHAUNCEY—Dir. Inter- 
national Harvester Co. V.-P. Miami Cor- 
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poration. Dir. Southern Pacific Co. 
First National Bank, Chicago. Dir. Motor 
Transit Corp., Chicago. 

*LAMONT, THOMAS W.—Dir. Interna- 
tional Harvester Co. Partner, J. P. Morgan 
& Co., N. Y. C. Dir. Chicago & Erie R.R. 
Co. Dir. Crowell Publishing Co. Dir. First 
Security Co. of City of N. Y. Dir. Guaranty 
Safe Deposit Co. Dir. Guaranty Trust Co. 
of N. Y. Dir. International Agricultural 
Corp. Chrm. of Board, Lamont, Corliss & 
Co. Dir. Lehigh Valley Coal Sales Co. Dir. 
Southwestern Construction Co. Dir. Na- 
tional Rys. of Mexico. Dir. United States 
Steel Corp. Partner, Drexel & Co., Phila- 
delphia, Pa. Dir. Lehigh Valley Coal Corp. 
Dir. Northern Pacific Ry. Co. 

*STONE, JUDSON FLOYD—Dir. Interna- 
tional Harvester Co. Mining Agent, Mc- 
Cormick Estates. Pres. Wilmette State 
Bank, Wilmette, Ill. Pres. Belle City Mal- 
leable Iron Co., Racine, Wis. 

*DONNELLEY, THOMAS E.—Dir. Inter- 
national Harvester Co. Pres. & Dir. R. R. 
Donnelley & Sons Co. V.-P. & Dir. Reuben 
H. Donnelley Corp. Dir. First National 
Bank, Lake Forest. Dir. Protective Mutual 
Insurance Co. Dir. Mill Owners Mutual 
Insurance Co. Sec. & Dir. 
Pawners Society. Dir. 
Savings Bank. 

*SCOTT, JOHN WILLIAM—V.-P. & Dir., 
Carson Pirie Scott & Co., 366 West Adams 
St., Chicago, Ill. (Residence): Hubbard 
Woods, Ill. International Harvester Co., 
Dir. 


Dir. 


First State 
Personal Loan & 


Johns-Manville Corp. 


LINES AND Propucts—The Johns- 
Manville Corp. is the largest manufac- 
turer of asbestos products in the United 
States. With subsidiaries it makes also 
magnesia, asphalt, diatomaceous silica 
and silicon rock products for building, 
railway, electrical and general indus- 
trial purposes; also shingles, roofings, 
floorings, refractories, packings, insula- 
tion and sound-control materials, as 
well as automotive brake lining and 
friction material. These products are 
sold internationally through subsidiary 
sales companies. 

The executive offices are at 292 Madi- 
son Ave., New York City. 

SALES AND Prorits—Net sales as of 
June 30, 1930 were $13,397,256, or a de- 
crease of 19.1 per cent of sales amount- 
ing to $16,567,756 for the same period 
in 1929. Net income for the first six 
months of 1930, ending June 30, was 
$998,529, or a return of 7.45 per cent 
per dollar of sales. 

Earnings on the preferred stock for 
the first six months of 1930, were $13.31, 
as against $25.77 for the same period 
in 1929. Earnings on the common were 
$1.16 and $2.40, for the same periods, 
respectively. 

EXPANSION—In 1929 Johns-Manville 
took over the Banner Rock Products 
Co., owning extensive silicon rock de- 
posits in Indiana and manufacturing 
rock wool and rock cork products; also 
the Weaver-Henry Manufacturing Co. 
(roofings) of Los Angeles; Preformed 
Asphalt Products Co. of Dayton, Ohio; 
and E. N. Biegler Manufacturing Co. 
of Chicago, makers of decorative as- 
Phalt tile flooring. 

Also in 1929 rights were acquired un- 
der the seamless pipe patents of Eternit 
Pietra Artificiale Co. of Italy; an ex- 
Clusive sales contract was closed with 
the Florida Travertine Corp., for Tra- 
vertine building stone; and exclusive 
Manufacturing and sales rights were 
acquired in sound-absorbing interior 
finish developed by C. F. Burgess La- 
Pratories and known as Sanacoutic 


In May, 1930, the company purchased 
oe Sound Proofing Co. of Chi- 


Properties of the company and sub- 


Sidiaries are located at Nashua, N. H.; 
Cincinnati, Ohio; Gretna, La.; Man- 
ville, N. J.; Pittsburg, Cal.; Lompoc, 
Cal.; Waukegan, IIl.; Asbestos, Que.; 
Dayton, Ohio; Alexandria, Ind.; Red- 
waod City, Cal.; Los Angeles, Cal.; and 
asbestos mines and quarries at Asbes- 
tos, Que.; Chrysotile, Ariz.; Lompoc, 
Cal. Plants were increased in 1929 at 
Pittsburg, Cal., Manville, N. J.. Wau- 


kegan, Ill. Lompoc, Cal., and Alex- 
andria, Ind. . 
Subsidiaries are: Johns-Manville, 


Inc. of California; Arizona Asbestos 
Association; Asbestos Wood & Shingle 
Co.; Canadian Johns-Manville Co., 
Ltd.; Celite Corp.; Johns-Manville Sales 
Corp.; Delaware Johns-Manville Corp.; 
Banner Rock Corp.; Weaver-Henry 


Corp., and Johns-Manville Interna- 
tional Corp. 
PERSONNEL, ETC.—Total assets as 


shown in the Annual Report dated De- 
cember 31, 1929, were $43,938,052. 

The officers of Johns-Manville Cor- 
poration are: William R. Siegle, chair- 
man of board; H. Edward Manville, 
chairman of executive committee of 
board; Lewis H. Brown, president; L. 
R. Hoff and S. A. Williams, vice-presi- 
dents; E. M. Voorhees, secretary and 
treasurer. L. J Galbreath is advertis- 
ing manager. 

The directors are: Walter H. Al- 
dridge* (president, Texas Gulf Sul- 
phur Co.), Francis D. Bartow* (J. P. 
Morgan & Co.), Lewis H. Brown, all 
of New York City; George B. Everitt* 
(president, Montgomery, Ward & Com- 
pany), Chicago; William R. Siegle, Al- 
fred P. Sloan, Jr.* (president, General 
Motors Corp.), George Whitney* (J. 
P. Morgan & Co.), and Clarence M. 
Woolley (chairman of board, American 
Radiator & Standard Sanitary Corp.), 
all of New York City. 

ADVERTISING—The 1930 appropriation 
for advertising was $1,000,000. W. L. 
Brann Advertising Agency handles the 
account. In 1929, $525,000 was spent in 
general magazines, $20,000 in farm 
papers. 


*ALDRIDGE, WALTER HULL—Dir. Johns- 
Manville Corp. Pres. & Dir. Texas Gulf 
Sulphur Co. Member Advisory Comm. 
Bankers Trust Co. 


*BARTOW, FRANCIS D.—Dir. Johns- 
Manville Corp. (See American Radiator & 
Standard Sanitary Corp.) 


*BROWN, LEWIS H.—Pres., Mem. Exec. 
Comm. & Dir. Johns-Manville Corp. Dir. 
Asbestos Wood & Single Co. Dir. & Pres. 
Arizona Asbestos Assn. Dir. Asbestos & 
Danville Ry. Co. Dir. Celite Corp. Dir. 
Weaver-Henry Corp. Pres. & Dir. Johns- 
Manville, Inc. of Texas. Pres., Chrm. of 
Bd. & Dir. Johns-Manville, Inc. of Utah. 
Pres. & Dir. Johns-Manville, Inc. of Mass. 
Pres. & Dir. Johns-Manville, Inc. of Brazil. 
Chrm. of Bd. & Dir. Johns-Manville Inter- 
national Corp. Dir. Johns-Manville Corp. 
of Del. Pres. & Dir. Canadian Johns-Man- 
ville Co. Pres. & Dir. Banner Rock Corp. 
Dir. Pacific Southwestern R.R. Co. 


*EVERITT, GEORGE BAIN—Dir. Johns- 
Manville Corp. Pres. & Dir. Montgomery 
Ward & Co., Chicago, Ill. V.-P. & Dir. 
Montgomery Ward Properties Corp. Pres. 
& Dir. Montgomery Ward Warehouse Co. 
Dir. Southwest Warehouse Corp. Dir. Con- 
tinental Illinois Bank & Trust Co. Dir. 
Chicago Corp. 

*SLOAN, ALFRED PRITCHARD, JR.—Dir. 
Johns-Manville Corp. Pres. & Dir. General 
Motors Corp., N. Y. C. Dir. E. I. duPont 
de Nemours & Co. Dir. Chase National 
Bank, N. Y. Dir. N. Y., Chicago & St. 
Louis R.R. Dir. General Motors Acceptance 
Corp. Dir. Pullman, Inc. Dir. Michigan 
Copper & Brass Co. Dir. Republic Brass 


Co. Dir. Waldorf Astoria Corp. 
*WHITNEY, GEORGE — Dir. Johns-Man- 
ville Corp. Member J. P. Morgan & Co., 
N. cs C. Dir. Alaska Development & Min- 
eral Co. 


Trustee, Bank for Savings. Dir. 


Braden Copper Co. Dir. Copper River & 
Northwestern Ry. Co. Dir. General Motors 
Corp. Dir. Guaranty Trust Co. of N. Y. 
Dir. Provident Fire Insurance Co. Dir. 
Kennecott Copper Corp. Dir. Pullman Co. 
Dir. Utah Copper Co. Dir. New Jersey & 
New York R.R. Co. Dir. Royal Exchange 
Assurance, American Branch. Trustee, 
Teachers Insurance & Annuity Assn. Dir. 
Texas Gulf Sulphur Co. Dir. United Cor- 
poration. Dir. Continental Oil Co. Dir. 
Pullman, Inc. 

*WOOLLEY, CLARENCE—Dir. Johns-Man- 
ville Corp. (See American Radiator & 
Standard Sanitary Corp.) 


Liggett & Myers Co. 


LINES AND Propucts—Liggett & Myers 
Tobacco Co. ranks third in the domestic 
tobacco group both in respect to pro- 
duction and earnings. The company 
makes all kinds of tobacco products ex- 
cepting snuff and large cigars, which 
are marketed under the following 
brands: Chesterfield, Fatima, Piedmont, 
Imperials, Home Run, American Beau- 
ty and King Bee (cigarettes); Sweet 
Tip Top, Duke’s Mixture, Home Run, 
King Bee, Red Man, Granger Rough 
Cut and Velvet (smoking tobacco 
brands); Star, Drummond’s Natural 
Leaf, Horse Shoe and Masterpiece (plug 
tobacco brands); Sweet Cuba and 
Sterling (fine cut brands); Recruit 
(little cigar brands). 

The main office of Liggett & Myers 
is at St. Louis, Mo., although an office 
is maintained at 212 Fifth Ave., New 
York City. 

SaLES AND Prorits—The net income 
in 1929 was $22,017,128 equal after pre- 
ferred dividends to $7.82 per share on 
common and “B” common. This com- 
pares with $6.82 per share in 1928 and 
$6.57 in 1927. 

Record earnings were established in 
1929 in spite of increasingly keen com- 
petition in the industry due to reduced 
prices for cigarettes. Cigarette sales 
are expected to show an increase in 
1930 over 1929, and this company, ow- 
ing to its strong position both com- 
petitively and financially, should par- 
ticipate to its full share in this in- 
crease. 

ExPaNsion—Early in April of this year 
it was reported that company was con- 
sidering establishment of a packing 
plant in Winston-Salem, N. C., and 
might purchase a shipping warehouse 
site on Southern Railway tracks. 

Liggett & Myers plants are located at 
St. Louis, Mo., Chicago, Ill., San Fran- 
cisco, Calif., Durham, N. C., and Rich- 
mond, Va. The plant at Philadelphia 
used for the manufacture of little cigars 
and cigarettes was closed during 1929 
and the work transferred to Richmond, 
Va. 

The company also owns majority of 
the stock of the Pinkerton Tobacco Co. 
of Toledo, manufacturers of scrap to- 
baccos. 

PERSONNEL, ETC.—Goodwill, brands, 
trade marks, etc. were listed at $1.00 in 
the annual report for the year ending 
December 31, 1929, having been written 
down from $40,710,711 of previous 
years. Total assets were listed as 
$160,122,856, as compared with $190,- 
491,472 in 1928. 

The officers of the company are: C. C. 
Dula*, chairman of the board; C. W. 
Toms, president; E. H. Thurston, W. W. 
Flowers, G. W. Whitaker, W. D. Car- 
michael, vice-presidents. W. D. Car- 
michael is advertising manager. 

Directors are: C. C. Dula, chairman, 
New York; J. W. Andrews, W. D. Car- 
michael, W. W. Flowers, New York: 
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R. D. Frisselle, San Francisco; E. T. 
Noland, St. Louis; C. W. Toms, New 
York; H. A. Walker, Louisville; G. W. 
Whitaker, J. C. Widmer, New York; 
W. S. Tisdel, and E. H. Thurston, St. 
Louis. 

ADVERTISING—Over $1,000,000 was ap- 
propriated in 1930 for advertising. The 
Newell-Emmett Company handled the 
account. In 1929, $1,379,000 was spent 
in magazines, $4,200,000 in newspapers, 
and $188,000 in farm papers. 

*DULA, CALEB CONLEY—Chrm. of Board 


& Dir. Liggett & Myers Tobacco Co. Dir. 
Guaranty Trust Co., N. Y. 


Quaker Oats Co. 


LINES AND Propucts—This company is 
one of the leading cereal food manu- 
facturers. Its products include oatmeal, 
farina, buckwheat, puffed rice, “Muf- 
fets”, macaroni, spaghetti, and pancake 
flour. Quaker Oats also prepares and 
distributes many animal and poultry 
feeds both in package form and in bulk. 

The main office of the company is in 
the Board of Trade Bldg., 141 West 
Jackson Blvd., Chicago, Ill. 


SALES AND Prorits—Net income for 
the fiscal year ending December 31, 
1929, was $8,735,200, or earnings of $13.09 
per common share, as compared with 
$8,329,600 or $12.89 a common share in 
1928. Favorable factors which will gov- 
ern earnings are the diversification and 
increasing variety of products handled 
by the company and the expansion of 
business financed out of earnings dur- 
ing the last few years. The use of more 
aggressive foreign advertising is pro- 
ducing good results. 


4 ExPaNslon—During 1929 the company 
introduced a new product, Quaker 
Crackels, which has had favorable ac- 
ceptance by trade and the public. It 
is now planned to enlarge the territory 
for its distribution as fast as the capa- 
city to produce is installed. A new 
barrel rolled oats mill was installed at 
Cedar Rapids during the last year, 
raising the capacity of that plant to 
9,500 barrels daily. A grain elevator of 
2,000,000 bushels capacity was completed 
at St. Joseph, and the remainder of the 
construction work started at that place 
two years ago is scheduled for comple- 
tion this year. 

Production plants of cereal food prod- 
ucts are located at Akron, Ohio, Cedar 
Rapids, Iowa, St. Joseph, Mo., Ft. Dodge, 
Iowa, Peterborough, Ont., and Saskatoon, 
Sask. The company also owns and 
operates a muffets plant at Depew, N. Y., 
macaroni plant at Tecumseh, Mich., 
feed mills at Memphis, Tenn., and Rich- 
ford, Vt., paper mill at Waverly, N. Y., 
poultry experiment farm at Libertyville, 
Ill. Seventy-six grain elevators, having 
a total capacity of 3,735,000 bushels, are 
also owned by Quaker Oats. These 
elevators are located as follows: Iowa, 
48; Illinois, 4; South Dakota, 3; Kansas, 
3; and western Canada, 18. 

Subsidiaries of the Quaker Oats Com- 
pany are: The Peterborough Hydraulic 
Power Co., Ltd., Ontario, Canada; An- 
derson Puffed Rice Co.; Aunt Jemina 
Mill & Elevator Co., Burlington Public 
Elevator Co., Monona Farms Co., Qua- 
ker Oats, Ltd., Quaker Oats, France, 
Quaker Oats Co., A.-B., Sweden, Quaker 
Oats Co.,m.b.H., German, Quaker Nahr- 
mittel, Gesselschaft, m.b.H., German. 


PERSONNEL, Etc.—Good-will, patents, 
trade rights and trade-marks, are val- 


ued at $10,152,881, in the annual report 
as of December 31, 1929. Total assets 
were $67,139,283. 

Officers of the company are: H. P. 
Crowell.* chairman of Board; John 
Stuart,* president; James H. Douglas, 
chairman of Executive Committee; R. 
Douglas Stuart,* first vice-president; 
C. A. Bowman, vice-president in charge 
of cereal sales; C. C. Coldren, vice- 
president in charge of export; G. A. 
Macdonald, vice-president, for Eastern 
Canada; Ernest Noell, vice-president in 
charge of European sales; J.C. Murray,* 
vice-president in charge of grain; T. A. 
Potter, vice-president in charge of pur- 
chasing; O. B. Holloway, vice-president 
in charge of insurance; C. A. Lahey, 
vice-president in charge of traffic; W. E. 
Suits, vice-president in charge of flour- 
and feed sales; R. S. Laird, vice-presi- 
dent in charge of manufacturing; E. D. 
Shumway, vice-president in charge of 
product and research. Donald B. Doug- 
las is advertising manager. 


The directors are: Henry P. Crowell,* 
chairman of board; James H. Douglas,* 
John Stuart,* R. Douglas Stuart,* T. E. 
Wells, John P. Welling, Edward L. Ry- 
erson, Jr.,* Frederick H. Scott, Donald 
B. Douglas, James C. Murray,* all of 
Chicago; J. R. Nutt,* Cleveland, Ohio. 


ADVERTISING—The 1930 advertising ap- 
propriation is over $1,000,000. Lord & 
Thomas and Logan, Chicago, Ill., handle 
advertising for Quick Quaker, Quaker 
Oats, Quaker Puffed Wheat, Quaker 
Puffed Rice, New Pettijohn’s, and 
Mother’s Oats. 


Blackett-Sample-Hummert, Chicago, 
Til, handle Quaker Milk Macaroni, 
Quaker Milk Spaghetti, and Muffets. 


J. Walter Thompson Co., Chicago, 
handle Aunt Jemima flour. 


The National Export Advertising Ser- 
vice, New York City, is in charge of all 
export, with Lord & Thomas and Logan, 
Toronto, Canada, in charge of Canadian 
advertising. 


In 1929 Quaker Oats spent $1,312,810 
in general magazines, $120,000 in news- 
papers, and $197,000 in farm papers. A 
total of $29,000 was spent for radio. 


*CROWELL, HENRY PARSONS—Chrm. of 
Board, Quaker Oats Co., 1600 Railway Ex- 
change Bldg., Chicago, Ill. (Residence): 
770 Humboldt Ave., Winnetka, Ill. Perfec- 
tion Stove Co., Dir. Continental Illinois 
Bank & Trust Co., Dir. 


*STUART, JOHN—Pres., The Quaker Oats 
Co., 1600-80 East Jackson St., Chicago, Il. 
(Residence): 990 Sheridan Road, Hubbard 
Woods, Ill. The Canadian Bank of Com- 
merce, Toronto, Ont., Dir. The Northern 
Trust Co., Chicago, Dir. Canada Life As- 
surance Co., Toronto, Ont., Dir. University 
of Chicago, Chicago, Trustee. St. Lukes 
Hospital, Chicago, Trustee. Princeton Univ- 
ersity, Princeton, N. J., Trustee. Chicago 
a Dir. Chicago & North Western 
Ry., Dir. 


*STUART, ROBERT DOUGLAS—First V.- 
P. & Dir., The Quaker Oats Co., 1600-80 
E. Jackson St., Chicago, Ill. (Residence): 
528 Mayflower Ave., Lake Forest, Ill. First 
National Bank & First Union Trust Co. of 
Chicago, Ill., Dir. First National Bank of 
Lake Forest, Ill., Dir. Continental Casualty 
Co., Dir. Chicago Investors Corp., Dir. 
National Bellas Hess Co., Dir. Canadian 
Elevator Co., Ltd., Dir. Monarch Lumber 
Co., Ltd., Dir. Canadian Consolidated 
Grain Co., Dir. 


*MURRAY, JAMES C.—V.-P. in Charge of 
Grain, The Quaker Oats Co., 1600 Railway 
Exchange, Chicago, Ill. (Residence): Ken- 
ilworth, Ill. James P. Marsh & Co., Dir. 


*DOUGLAS, JAMES H.—Chrm. Executive 
Comm., Quaker Oats Company, 1600 Rail- 
way Exchange, Chicago, Ill. (Residence): 
910 Greenbay Rd., Lake Forest, Ill. American 
Sugar Refining Co., Dir. 


= 


*RYERSON, EDWARD LARNED, JR.— 
Pres., Joseph T. Ryerson & Son., Inc., 2558 
W. 16th St., Chicago, Ill. (Residence): 1431 
Astor St., Chicago, Ill. Quaker Oats Co., 
Dir. Northern Trust Co., Chicago, Dir. 

*NUTT, J. R.—2285 Coventry Rd., Cleve- 
land Heights, Ohio. The Union Trust Co., 
Cleveland, Ohio, Pres. & Dir. N. Y., Chic. 
& St. L. R.R. Co., V.-P. & Dir. The Cor- 
rigan, McKinney Steel Co., Dir. The Fault- 
less Rubber Co., Dir. F. E. Meyers & Bro. 
Co., Dir. The Quaker Oats Co., Dir. The 
White Motor Co., Dir. Cleveland & Pitts- 
burgh Railroad Co., Dir. Northern Ohio 
Power & Light Co., Dir. 


Radio Corporation of America 


LINES AND Propucts—This company, 
already closely inter-related with the 
General Electric and Westinghouse 
Electric and Manufacturing Companies, 
is in the process of coordinating the 
interests of all three in the radio field. 
It is the leader in the radio industry 
and the owner of many basic patents 
upon which royalties are collected from 
manufacturers. Radio Corporation of 
America is also interested in the sale 
of combinations of the radio and phono- 
graph, the sound motion pictures, and 
marine radio communication services 
which are operated through two sub- 
sidiaries. 

SALES AND Prorits—Net income of 1929 
was $15,893,000 or $1.59 per share as 
compared with $19,385,000 for 1928 or 
$3.33 per share of common stock. Con- 
tinued unfavorable results from the sale 
of the receiving sets, etc., indicated in 
the early months of 1930, was due to 
large inventories and competitive pres- 
sure on the market. The company has 
amore stable income from other sources, 
such as royalties, and communications. 

Expanston—Under a plan announced 
in April, 1930, it was proposed that the 
Radio Corporation should acquire from 
General Electric and Westinghouse, 
patents and manufacturing, and stock 
holding interests in the radio and talk- 
ing machine field. As a result Radio 
Corporation was to become sole owner 
of the National Broadcasting Co., R. C. 
A. Victor Co., Inc., R. C. A. Radiotron 
Co., Inc., R. C. A. Photo-Phone, Inc., 
and 49% ownership of General Motors 
Radio Corp. The Radio Marine Cor- 
poration of America, a subsidiary, ex- 
pects to go more extensively into land 
communication. At present the service 
extends between New York and San 
Francisco. Radio Corporation has the 
following subsidiaries: Marconi Tele- 
graph-Cable Co., Inc. in New York; 
Marconi Telegraph-Cable Co., Inc. of 
New Jersey; Radio Corporation of 
America of Mass.; Illinois Radio Corp. 
of America; United States Radio Sup- 
ply Co. in New Jersey; The Radio Corp. 
of America of Ohio; Radio Real Estate 
Corp. of America; Radiomarine Corp. 
of America; Radio Corp. of the Philip- 
pines; Radio Corp. of Brazil, Inc.; Radio 
Corp. of Argentina. Radio Stations are 
located at Rocky Point, L. I. N. Y.; 
Kahuku, Hawaii; New Brunswick and 
Tuckerton, New Jersey; Marion, Mass.; 
Riverhead, L. I.; Belfast, Me.; and 
Marshall Calif.; Koko Head, Hawall, 
San Juna, Porto Rico; Manila, Philip- 
pines; Bogota, Colombia. 

Broadcasting station are at Bound- 
brook, N. J., and Washington, D. C. 

PERSONNEL, Etc.—Total assets on De- 
cember 31, 1929 were $158,679,884. The 
principal officers are: Owen D. Young, 
Chairman of the Executive Committee; 
James G. Harbord, Chairman of the 
Board; David Sarnoff, President; Wil- 
liam Brown, Vice-Pres. and Gen. Coun- 
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sel; Manton Davis, Vice-Pres. and Gen. 
Attorney; Alfred N. Goldsmith, Vice- 
Pres. and Gen. Engineer; Otto S. 
Schairer, Vice-Pres. in charge of pat- 
ents; W. L. Marshall, Advertising Mer. 

The directors are: Owen D. Young, 
James G. Harbord, Albert G. Davis, 
Edward W. Harden, Frank A. Merrick, 
Edward J. Nally, Edwin W. Rice, Jr., 
Gerard Swope, Cornelius N. Bliss, Paul 
D. Cravath, David Sarnoff, Frederick 
Strauss, DeWitt Millhauser, James R. 
Sheffield, all of New York City; Gordon 
Abbott, Boston, Mass.; John Hays Ham- 
mond, Jr., Gloucester, Mass.; Arthur E. 
Braun, Andrew W. Robertson, Pitts- 
burgh, Pa.; Harry P. Davis, East Pitts- 
burgh, Pa. 

ADVERTISING—The 1930 appropriation 
is over one million dollars. Lord and 
Thomas & Logan are handling the ad- 
vertising account. In 1929 Radio spent 
$1,581,446 in general magazines. 


Swift & Co. 


LINES AND Provucts—Swift & Co. is 
one of the two leading meat packers, 
owning and operating 38 packing 
plants. It has over 400 branch houses 
and sales agencies, and in addition, is 
one of the largest distributors of but- 
ter in the country. The company also 
handles dairy produce, eggs and poul- 
try. 

The main office of Swift & Co. is at 
the Union Stock Yards, Chicago, IIl. 

SALES AND Prorits—Sales in 1929 were 
$1,000,000,000, yielding net income of 
$13,076,815, which represents a profit 
of 1.31 per cent per dollar of sale, as 
compared with 1.53 per cent profit per 
dollar of sales in 1928. Net earnings 
per share for 1929 were $2.18 as com- 
pared with $2.46 for 1928. The high 
level of cattle prices in 1929 accounted 
partially for the fact that profits did 
not keep pace with sales. Likewise, 
farmers marketed an unusual number 
of hogs about the end of the company’s 
fiscal year, and with the accompanying 
break in hog prices, it was necessary 
to inventory hog products at a figure 
which materially reduced net earnings. 

EXPANSION—AS a result of extensive 
research, the company has developed a 
method of packaging fresh meat cuts 
so that the original freshness is sealed 
in. Steps have been taken to protect 
this new process by patents. On April 
19, of this year, the company announced 
an expansion program involving the ex- 
penditure of nearly $2,000,000 for new 
plants to be located at Garden City, 
Kans., Philadelphia, Pa., Toakum, Paris, 
and Taylor, Texas, Ardmore, Okla., 
Montgomery and Birmingham, Ala. 
Contracts have also been let for a new 
lard refinery and can manufacturing 
plant in Mexico. 

The principal plants of Swift & Co. 
are located at Chicago, Kansas City, 
South Omaha, South St. Joseph, East 
St. Louis, South St. Paul, Ft. Worth 
and Denver, and Evansville, Ind. The 
Company also has seventy plants for 
the manufacture of creamery butter 
and the collection of poultry and eggs 
oe Sale through its distributing agen- 

es, 

The Compania Swift Internacional 
S.A.C., incorporated in Argentina in 
1918, operates the South American and 
Australian properties of Swift & Com- 
pany. 

PERSONNEL, Etc.—Total assets as shown 
in the Annual Report for the fiscal year 
ending November 2, 1929, were $351,- 
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252,446. The principal officers are: L. 
F. Swift,* president; E. F. Swift,* C. H. 
Swift,* G. F. Swift, H. H. Swift,* Alden 
B. Swift,* William B. Traynor, John 
Holmes and N.R. Clark, vice-presidents. 
Arthur D. White is advertising manager. 

The directors are: L. F. Swift, E. F. 
Swift, Charles H. Swift, G. F. Swift, 
H. H. Swift, Alden B. Swift, L. A. Car- 
ton,* Chicago; L. L. Clarke* (Chairman 
of the Executive Committee of the 
American Exchange Irving Trust Co.), 
New York; M. B. Brainard* (president, 
Aetna Life Insurance Co.), Hartford, 
Conn. 

ADVERTISING—The 1930 advertising ap- 
propriation is over $1,000,000. J. Walter 
Thompson Co. handles the account. In 
1929, $1,125,000 was spent in general 
magazines, and $425,000 in newspapers, 
and $99,000 in farm papers. 


*SWIFT, LOUIS F.—Pres. & Dir. Swift & 
Co., Union Stock Yards, Chicago, Ill. Dir. 
Swift Refrigerator Transportation Co., Gar- 
ner Bennett & Co., Ltd., Chrm. & Dir. Dir. 
Henry A. Lane & Co. Pres. & Dir. Milwau- 
kee Stock Yards. Pres. & Dir. St. Joseph 
Stockyards Co. Dir. St. Louis National 
Stockyards Co. Dir. St. Paul Union Stock- 
yards Co. Dir. Sioux City Stockyards Co. 
Dir. East St. Louis Junction Ry. Co. Pres. 
& Dir. St. Paul Bridge & Terminal Ry. Co. 
Dir. Sioux City Terminal Ry. Co. Pres. & 
Dir. Union Terminal Ry., St. Joseph, Mo. 
Pres. & Dir. Kenwood Land Co., Portland. 
Pres. & Dir. South San Francisco Land & 
Improvement Co. Dir. Mechanical Manu- 
facturing Co. Dir. Libby, McNeill & Libby. 
Dir. National Bank of Republic, Chicago. 
Dir. First National Bank, Lake Forest, Ill. 
Dir. Stock Yards National Bank, Chicago. 


*SWIFT, EDWARD FOSTER—V.-P. & Dir. 
Swift & Co., Chicago, Ill. Dir. Lake Shore 
Trust & Savings Bank. Dir. Libby, McNeill 
& Libby. Dir. & Pres. Compania Swift In- 
ternacional. Dir. Continental Illinois Bank 
& Trust Co. Dir. Chicago Corp. Dir. Con- 
tinental Chicago Corp. Dir. Continental 
Illinois Co. Dir. & Pres. Swift & Co., Soap 
Works. Pres. & Dir. Swift Live Stock Trans. 
Co. Dir. Swift Beef Co., Ltd. Pres. & Dir. 
Swift Refrigerator Transportation Co. V-.P. 
& Dir. Swift Wool Co. V.-P. & Dir. Swift 
Packing Co. Dir. Garner, Bennett & Co., 
Ltd. V.-P. & Dir. Milwaukee Stock Yards 
Co. Dir. & ist V.-P. St. Louis National 
Stock Yards. ist V.-P. & Dir. Ft. Worth 
Stock Yards Co. Dir. Consolidated Ren- 
dering Co. Pres. & Dir. North Fort Worth 
Townsite Co. V.-P. Mechanical Manufac- 
turing Co. 


*SWIFT, CHARLES H.—V.-P. & Dir. Swift 
& Co., Chicago, Ill. Dir. Libby, McNeill & 
Libby. V.-P. & Dir. Cia Swift Internacional. 
Dir. Stock Yards Trust & Savings Bank. 


*SWIFT, HAROLD H.—V.-P. & Dir. Swift 
& Co., Chicago, Ill. Dir. Libby, McNeill & 
Libby. Pres. of Board of Dir. University of 
Chicago. V.-P. & Dir. United Charities of 
Chicago. Dir. Harris Trust & Savings Bank. 


*SWIFT, ALDEN B.—V.-P. Swift & Co., 
Chicago, Ill. Dir. Swift Refrigerator Tran- 
sit Co. Dir. Swift Live Stock Transporta- 
tion Co. Pres. & Dir. G. H. Hammond Co. 
Dir. Mechanical Manufacturing Co. Dir. 
St. Joseph Stock Yards Bank, St. Joseph, 
Mo. V.-P. & Dir. St. Joseph Public Eleva- 
tor Co. Chrm. of Board & Dir. Grain Belt 
Mills Co. Dir. Union Terminal Railway Co. 
Dir. Union Cattle Loan Co. Dir. Package 
Car Co. 


*CARTON, LAURENCE A.—Treas. & Dir. 
Swift & Co. Treas. & Dir. G. H. Hammond 
Co. Dir. Libby, McNeill & Libby. V.-P., 
Treas. & Dir. Swift Refrigerator Transpor- 
tation Co. 


*CLARKE, LEWIS LATHAM—Dir. Swift & 
Co. Chrm. of Exec. Comm. & Dir. Irving 
Trust Co., N. Y. C. Chrm. Exec. Comm. & 
Dir. American Exchange Securities Corp. 
Member Exec. Comm. & Dir. American- 
LaFrance & Foamite Corp. Member Exec. 
Comm. & Dir. American Locomotive Co. 
Member Finance Comm. & Dir. American 
Smelting & Refining Co. Trustee, Bowery 
Savings Bank. Dir. City of New York In- 
surance Co. Member Exec. Comm. & Dir. 
Caledonian American Insurance Co. Dir. 
Commercial Cable Co. Dir. Equitable Fire 
& Police Fund. Member Loss & Claim 
Comm. & Dir. Fidelity & Casualty Co. of 
N. Y. Dir. Gulf States Steel Co. Mem. 


Finance Comm. & Dir. Home Insurance Co. 
Mem. Finance Comm. & Dir. Hudson & 
Manhattan Railroad Co. V.-P. & Dir. 
Kenzel Corp. Trustee, Mackay Companies. 
Member Mayor’s Comm. on Citizenship. 
Trustee, Mercantile Safe Deposit Co. Dir. 
Montana Wyoming & Southern R.R. Mem. 
Exec. Comm. & Dir. Montreal Locomotive 
Works. Dir. National Mortgage Corp. of 
N. Y. Pres., Mem. Exec. Comm. & Dir. 
N. Y. & Honduras Rosario Mining Co. 
Mem. Exec. Comm. & Dir. N. Y. Title # 
Mortgage Co. Mem. Exec. Comm. & Dir. 
Norfolk Southern R.R. Co. Dir. Postal 
Telegraph Cable Co. Dir. Postal Telegraph 
& Cable Corp. Dir. Sabana Grande Mining 
Co. Dir. Shell Union Oil Co. V.-P. & Dir. 
Spreckels Sugar Corp. Chrm. of Board, 
Mem. Exec. Comm., Mem. Finance Comm. 
& Dir. Sweets Co. of Amer. Dir. Telauto- 
graph Corp. Dir. Unbreakable Record Corp. 
of America. Dir. Worthington Pump & 
Machinery Corp. 

*BRAINARD, MORGAN B.—Dir. Swift & 
Co. Pres. & Dir. Aetna Life Insurance Co., 
Hartford, Conn. 


F. W. Woolworth Co. 


LINES AND Propucts—This is the lead- 
ing five-and-ten-cent store enterprise 
in the world. As of April 30, 1930, the 
company controlled 1,853 stores in the 
United States, Canada and Cuba, while 
an English subsidiary had 390, and a 
German unit 50, with additional stores 
scheduled to be opened this year. 

Executive offices of the company are 
located in the Woolworth Building, New 
York City. 

SALES AND Prorrts—For the first seven 
months of 1930, sales amounted to 
$152,057,000, compared with $158,331,000 
in the similar period of 1929, or a de- 
crease of 3.95 per cent. Gains were 
reported for the months of January, 
February and April, with decreases in 
March, May, June and July. The larg- 
est declines were in May and June, 
reflecting the unusual sales in like 
months in 1929 due to the anniversary 
advertising campaign in May. 

Although the 50th anniversary sale, 
with an intensive advertising campaign, 
resulted in -an increase in sales of 
$5,580,709, or 24.27 per cent over May, 
1928, the expenses for advertising in- 
cident to the sale more than absorbed 
the merchandise profit on sales. 

Total sales for 1929 were $303,047,172, 
and in 1928 were $287,318,720, or 5.5 per 
cent increase in 1929. 

Net income in 1929 was $35,664,252, or 
a return of 11.7 per cent on sales of 
$303,047,172 for the year. This corres- 
ponds to a 12.3 per cent of return on 
sales of $287,318,720 in 1928. 

Earnings per share in 1929 were $3.66 
a share, only slightly above the earn- 
ings of $3.63 a share in 1928. 

The sales of foreign stores are not 
included in sales totals, but proportion 
of earnings of these stores is included 
in net profits. 

EXPANSION—The 1930 budget of the 
company shows $3,000,000 for expan- 
sion, as against $8,000,000 in 1929. The 
extension of Woolworth chains in for- 
eign countries is becoming increasingly 
important. Sites for 68 new foreign and 
52 new domestic stores were leased in 
1929. With the domestic field becoming 
increasingly competitive and profits 
relatively stationary, future growth of 
earnings appears to depend largely on 
extent of earning results of foreign 
expansion. A total of about 90 addi- 
tional domestic and foreign stores is 
planned for the balance of 1930. 

The F. W. Woolworth Co., incorpor- 
ated under the laws of New York, owns 
the entire capital stock of F. W. Wool- 
worth Co. (a Pennsylvania Corp.), of 
F. W. Woolworth Co., Ltd. of Canada, 
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and of F. W. Woolworth Company of 
France; also owns a majority of the 
stock of F. W. Woolworth & Co., Ltd. of 
Great Britain, and controls F. W. Wool- 
worth & Co. G.m.b.H., a corporation 
organized in 1926 in Germany. 


PERSONNEL, Etc.—Good-will is valued 
at $1.00. When the company was or- 
ganized, good-will was carried on the 
books at $50,000,000, but was later re- 
duced to $1.00 by charges to surplus 
during the years 1922, 1923, 1924 and 
1925. Assets as of December 31, 1929, 
were $165,423,047. 


The officers are: C. S. Woolworth, 
chairman of the board; H. T. Parson, 
president; F. M. Kirby, E. P. Charlton, 
vice-presidents; B. D. Mill, vice-presi- 
dent and treasurer. 


The directors are: C. S. Woolworth, * 
chairman, Scranton, Pa.; H.T. Parson,* 
New York City; F. M. Kirby,* Wilkes- 
barre, Pa.; E. P. Charlton,* Fall River, 
Mass.; B. D. Miller, New York City; 
R. L. Creighton, supervisory of mer- 
chandise, New York City; A. L. Corn- 
well,* New York City; J. H. Dunster, 
New York City; F. J. Weckesser, Wilkes- 
barre, Pa.; Helena Woolworth McCann, 
New York City; Jessie Woolworth Don- 
ahue, New York City; Seymour H. Knox 
(banker), Buffalo, N. Y.; Edward Cor- 
nell (Davies, Auerbach & Cornell), New 
York City; Philip Lehman* (Lehman 
Bros.), New York City; Arthur Sachs’ 


(Goldman, Sachs & Co.), New York 
City; J. B. Hollis (manager, Boston 
district), Boston, Mass.; S. H. Huber 
(manager, Wilkes-Barre district) , 
Wilkes-Barre, Pa.; L. J. Surdam (man- 
ager Buffalo district), Buffalo, N. Y.; 
W. J. Rand, Jr. (manager, Chicago dis- 
trict), Chicago; C. E. Mickler (manager, 
Minneapolis district), Minneapolis, 
Minn.; W. M. Smith (manager, St. 
Louis district), St. Louis, Mo.; H. E. 
O’Neil (manager, Denver district) , Den- 
ver, Colo.; R. W. Weber (manager, San 
Francisco district) , San Francisco, Calif. 

C. W. Deyo and L. J. Harrington were 
elected directors of the company on 
May 21, 1930. 


ADVERTISING — This company has no 
consistent advertising program, and is 
not listed in the Standard Advertising 
Register. 


*WOOLWORTH, CHARLES SUMNER— 
Chrm. of Board, F. W. Woolworth Co., 
Scranton, Pa. Dir. International Educa- 
tional Publishing Co. V.-P. & Dir. United 
States Lumber Co. V.-P. & Dir. Mississippi 
Central R.R. Co. Dir. First National Bank 
of Scranton, Pa. Dir. Scranton Lackawan- 
na Trust Co. Dir. International Textbook 
Co. V.-P. & Dir. Tobyhanna Creek Ice Co. 
Dir. Scranton Lace Co. 


*PARSON, HUBERT T.—Pres. & Dir. F. 
W. Woolworth Co., N. Y. C. Pres. & Dir. 
Woolco Realty Co. Dir. Irving Trust Co. 


*KIRBY, FRED M.—V.-P. & Dir. F. W. 
Woolworth Co. Chrm. of Bd. & Dir. Miners 
Bank of Wilkes Barre, Pa. Pres. & Dir. 
Wilkes Barre Ry. Co. Member Exec. Comm. 
& Dir. Lehigh Valley R.R. Trustee Metro- 


politan Life Insurance Co. Trustee Amer- 
ican Surety Co. Dir. International Equity 
Corp. Dir. U. S. Lumber Co. Dir. Kirby 
Lumber Co. Dir. Kirby Petroleum Co. Dir. 
Mississippi Central R.R. Co. Dir. Bertron 
Griscom & Co. Dir. Homochitto Lumber 
Co. Dir. :J. J. Newman Lumber Co. Pres. 
Fremkir Corp. Dir. Babcock Carrier Florida 
Co. Dir. Chatham Phenix National Bank 
& Trust Co. Dir. Copper Pyrites Corp. Dir. 
Ducktown Chemical & Iron Co. Dir. Pa- 
cific Sulphur Co. Dir. Chatham Phenix 
Allied Corp. 


CHARLTON, EARLE P.—V.-P. & Dir. F. W. 
Woolworth Co. (See General Foods Corp.) 


*CORNELL, EDWARD—Dir. F. W. Wool- 
worth Co. Partner, Davies Auerbach & 
Cornell. Dir. International Business Ma- 
chines Corp. Treas. & Dir. Hewlett Pt. 
Corp. Treas. & Dir. Seawane Corp. V.-P. 
& Dir. Simms Petroleum Co. Trustee, South 
Brooklyn Savings Institution. Dir. Vande- 
water Paper Co. Dir. Woodburn Oil Corp. 
Dir. Pennok Oil Corp. 


*LEHMAN, PHILIP—Dir. F. W. Woolworth 
Co. Partner, Lehman Bros., N. Y. C. Dir. 
Corn Exchange Bank & Trust Co. Dir. 
Lawyers Trust Co. Dir. Lawyers Title & 
Guaranty Co. Dir. American Wholesale 
Corp. Dir. Amalgamated Leather Cos., Inc. 
Dir. Merck Corp. Dir. French & Foreign 
Investors Corp. Dir. The Lehman Corp. 
Dir. General American Investors Co., Inc. 


*SACHS, ARTHUR—Dir. F. W. Woolworth 
Co. Partner, Goldman, Sachs & Co. Dir. 
Irving Trust Co. Dir. Brunswick Balke 
Collender Co. Dir. General Cigar Co., Inc. 
Dir. Jewel Tea Co., Inc. Dir. Kelley Spring- 
field Tire Co. Dir. National Bellas Hess 
Co., Inc. Dir. Phoenix Hosiery Co. Dir. 
Pierce Petroleum Corp. Dir. Public Na- 
tional Bank & Trust Co. Trustee, United 
States Savings Bank. Dir. Debenhams Se- 


curities, Ltd., London. Dir. Eitingon Schild: 


Co., Inc. Dir. Austrian Credit Anstalt, 
Vienna. Dir. Goldman Sachs Trading Corp. 


Established in 1889 and published monthly in the interests of manufac- 
turers and distributors of rubber and allied products. 


Articles reporting the progress of the industry are contributed by the 
world’s foremost technologists. 


Each issue tells of the newest developments in the chemistry of rubber. 
New machines and appliances are illustrated and described by practical 


engineers. 


Crude rubber, chemical and fabric markets, with statistics and compara- 


tive prices revised each month, are permanent features. 


The oldest strictly manufacturer’s journal in the rubber field. Biggest 
in circulation. Carries the greatest volume of advertising. 


INDIA RUBBER WORLD 


DIVISION OF FEDERATED BUSINESS PUBLICATIONS, INC. 


420 LEXINGTON AVENUE 


NEW YORK, N. Y. 
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VI 


ADVERTISING 
AGENCIES 


PERSONNEL AND CHIEF CHARACTERISTICS 


Principles Governing the Selection of Agencies 


ERNARD LICHTENBERG, Vice President of the Alexander 

Hamilton Institute, and President of the Association of 
National Advertisers, says, in a statement prepared especially for 
the Reference Number, “If I were to make a graph of the merit 
rankings of advertising agencies, it would not look like a pyramid 
with clusters of mediocre agencies at the bottom, and the one 
best all by itself at the apex. Rather, the graph would look 
like the upper side of a poppy-seed roll, with a heap of| good 
agencies on the plateau, like the seeds, and the inadequate 
agencies scattered down the sides to the bottom. If it’s poppy- 
seeds you want, just bite off the top.” 


This is a picturesque statement of the fact that the selection 
of an advertising agency—just like the selection of a wife—cannot 
be reduced to scientific rules. 


Nevertheless, there are certain approximately correct yard- 
sticks which can be used by an advertiser in making up a pre- 
liminary list of from six to twelve thoroughly competent agencies 
who meet all general tests satisfactorily. After meetings and 
investigations the advertiser doubtless will select from this 
group the ONE agency with whose executives his thoughts and 
personality ‘‘click’’ most effectively and most harmoniously. — 

How to select the list? Several years ago this magazine 
secured a composite list of factors from several dozen experienced 
advertisers which, summarized but not in order of relative 
importance, was: 


1. Experience 


While it is true that many of the outstanding advertising 
successes have been planned and executed by advertising 
agencies with no previous experience whatever in that par- 
ticular field, it is also true that the right kind of an agency learns 
by experience. The more experience the agent has had in meet- 
ing the problems peculiar to your business the less danger of 
mistakes and the need of experimenting. 


2. Reputation 


The general standing of an agency can be checked through 
experienced advertisers, publishers and rival agencies. For 
example, in choosing your agent, it is a fact that agents them- 
Selves are the best judges of agents. It is their business. They 


know more about the successes of their competitors, and also 
their failures, than the advertiser. On the other hand, they 
are human. Being human, they are influenced by_ jealousy 
and other human shortcomings. For that reason it is not safe 
to place entire dependence upon what other agents tell you 
about their fellow agents. But, given proper weight, an agent’s 
opinion of an agent, if obtained indirectly, is valuable. 


We know of one advertiser who chose an agency by asking 
each of those under consideration, ‘‘Assuming that you consider 
your organization best qualified to handle our account, who, in 
your estimation, is next best?” One agency stood out promi- 
nently among the answers. 


3. Size 


It is a mistake to assume that mere size is any criterion of an 
agency’s ability to make a success of your advertising. Some 
of the most effective advertising in the country today is being 
produced by agents whose volume is comparatively small. 


Nevertheless, there are definite advantages to be gained 
by dealing with a well-organized agency. In the first place 
the large agency, by virtue of specialization, can bring to bear 
on your problems a larger experience. A departmentalized 
agency gives you the advantage of trained specialists in each 
phase of advertising. Instead of being dependent upon one 
man to prepare your copy, follow through the mechanical 
preparation of the advertising, buy the space and interview the 
publication solicitors, organization makes it possible for a 
specialist in copy and plan work to write the advertising, another 
specialist will attend to the art work and mechanical details, 
still another specialist will buy the space, and others will check 
the advertising and work with the publishers. 


4. Recognition 


The financial standing of the agency is a matter of concern 
to the advertiser. The best measurement of his financial re- 
sponsibility is the recognition extended by the various pub- 
lishing groups. Publishers, through special committees, care- 
fully and periodically check the financial position of agencies 
doing business with them. An agent who permits his account 
to become delinquent is reported to a central source, and ii 
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several publishers report the same agent as not paying his bills, 
that agent’s recognition is withdrawn. However, it should 
be made clear that to receive recognition an agent must apply 
to the publishers’ committee for it. There are agents who are 
in the best financial condition who feel no need of sucn recog- 
nition, and therefore, never apply for it since it involves making 
a financial statement. Many good agencies specialize in certain 
types of accounts such as industrial or farm and hence do not 
need recognition outside their field. Agencies concentrating 
on local business are not likely to request national recognition. 


The most important publisher groups who formally “‘recognize”’ 
or “‘approve’’ advertising agencies, and maintain the machinery 
for checking in agent’s activities are: 


Periodical Publishers Association (P.P.A.) 

Associated Business Papers, Inc. (A.B.P.) 

American Newspaper Publishers Association (A.N.P.A.) 
Agricultural Publishers Association (A.P.A.) 


In addition to the national organizations there are indi- 
vidual publishers, such as Curtis, and a number of semi-national 
and local organizations, such as the Southern Newspaper Pub- 
lishers Association and, in the small-town field, the American 
Home Magazine Publishers Association. 


5. Record 


An advertising agency that is rendering satisfactory service 
to the clients has a smaller turnover in accounts, as a rule, 
than an agency that is interested in accounts merely for the 
commissions they can get out of them. That is obvious. By 
asking an agent to give you a list of his accounts and tell you 
how long each has been with him you can get a very good idea 
of his ability to serve you satisfactorily. By getting in touch 
with the advertisers which he has been serving over a period of 
years you can also get valuable information about the agency’s 
ability to satisfy its clients. 


An agent who can point to several accounts, which have 
started with him on a small scale, and which have steadily 
increased their advertising appropriations year after year, is a 
good agent to have. 


But it is only fair to add that the agent is not always to blame 
for his accounts leaving home. There are too many adver- 
tisers who think that good advertising calls for a radical change 
of copy every few years. They no sooner get established with 
one agent than they begin to want something different—some- 
thing new. They forget that the really successful advertisers are 
not those that change their advertising copy as a chameleon 
changes its color, but are those that have set for their advertising 
a definite aim and stay with their plan until that aim is ac- 
complished. 


6. Price 


The advertiser should get every possible value out of his 
advertising dollar, but one of the first rules for being a good 
buyer is to buy only the best when it comes to brains—because 
the highest-priced brains are usually the least expensive. 


Stay clear of the agent who solicits your business on a price 
basis, no matter how tastefully he fixes up the sugar coating of 
your pill. If you are a successful business man, doing business 
along sound, ethical lines, seek out an agent of the same stamp. 
There is a world of wisdom in that saying of Plutarch: “If you 
live with a lame man you will learn to halt.” An advertising 
agent who is so weak that he has to rebate his commissions and 
offer trick inducements to get business is a lame duck. Can 
you afford to identify yourself with that type of agency? 


You can’t get real agency service without paying for it. The 
right kind of an agent, with a record of results back of him, 
does not have to stoop to trick deals to get business. He does 
not have to make extensive researches without pay. He does 
not have to put your wife’s poor relations on his payroll. 


7. Organization 


_ It is no particular trick for an agency to accumulate a large 
list of “accounts.” The important thing to know is: Has the 
agency an organization adequate to properly serve the accounts 
already on its books, and capable of serving you as well? 


8. Age 


While the age of an agency is important, it means nothing 
until all the factors relating to its age are taken into consid- 
eration. There are agencies in this country forty years old that 
still live in the dark ages of advertising. They have completely 
failed to keep step with progress. 


But when you find an agency that has been established for 
some years, whose record shows that it has been one of the 


leaders in advertising agency progress, and who is just as up- 
to-date as its youngest competitor, that agency is entitled to 
more than passing consideration. It is logical to assume that 
during the years it has been in business it has gathered a great 
deal of advertising wisdom and experience that should be of 
value to you. We must remember that important as brilliant 
copy and attractive lay-outs in advertising are, sound judgment 
based on experience is just as important. 


On the other hand, however, there are any number of com- 
paratively young agencies which are equally qualified to give 
you the counsel you need because the principals of the agency 
are men of wide experience. Jt is, therefore, a good plan when 
selecting an agency to ascertain exactly what the experience of each 
agency principal has been. 


9. Policy 


A large part of the difficulties which advertisers get into with 
their agencies arises over charges for art work, engravings, 
printing, and the other supplementary materials that are in- 
volved in a complete advertising program. 


So one of the first things to find out is how the agent proposes 
to handle his charge for this sort of work. He is entitled to a 
fair compensation, and you should expect to pay for whatever 
work is done on your account. But the time to find out what 
pe basis of charge will be, is before you appoint him, and not 
aiter. 


10. Contract 


At first thought, it would seem that an advertising agency 
which believes in itself should be willing to take your advertising 
account on a basis that would permits evering the relationship 
on short notice. 


It is debatable, however, if this is the best arrangement to 
make with your agent—for several reasons. First, before an 
advertising agent can give you the service to which you are 
entitled, he has to spend considerable time and money in study- 
ing your problems. If he does not do this thoroughly, it is 
difficult to conceive how he can spend your money most ad- 
vantageously. If your arrangement with your agent is subject 
to termination at short notice, the agent cannot afford to make 
the thorough study of your advertising problem he should. 


A second reason in favor of a time contract or “letter of un- 
derstanding” is that you protect yourself against yourself. It isa 
well-known fact that few advertising undertakings show immedi- 
ate results. Advertising success is a plant of slow growth. It 
takes time to develop. Very often an advertiser starts his ad- 
vertising in high hopes and sits back to wait for a deluge of 
business. But the avalanche of orders does not come. He gets 
cold feet and cancels his advertising. Had he the courage to 
hang on for a few months longer, the orders would come and he 
would reap a full measure of success. A time contract covering 
a one, two or even five years’ advertising might save him that 
loss. Yet he gets that protection without putting his head in a 
poke—because no reputable agency wishes to continue a con- 
tract if the results were hopelessly inadequate to the cost of the 
advertising—or the contract not mutually agreeable. 


Then, too, a definite, clear-cut agreement between advertiser 
and client, setting forth exactly the basis of operation and 
the basis of charges, will save a great many disputes later which 
a _ be the means of rendering a promising advertising 
effort nil. 


Fifty Questions Asked by One Advertiser 


Mr. Lichtenberg tells in his book “‘Advertising Campaigns” of 
the method followed by one well-known advertiser in selecting his 
advertising agency: 


“He knew that there were many good agencies available, 
but he did not know how to go about selecting the one best 
agency for his needs. He had been solicited by a number of high- 
grade agencies, who had all presented impressive stories, and 
who seemed to be about equal as to ability, experience, and 
accomplishment. He had gotten the opinions of other manu- 
facturers, and he had seriously studied the advertising of the 
agencies as it appeared in various advertising trade journals. 
After a great deal of ‘‘willy-nillying around,” as he expressed it, 
he finally decided to hear the specific story of twelve agencies, 
which he had tentatively decided were, in general, what he was 
looking for. After preliminary conferences, he was as much at 
sea as ever. He hit upon the plan of submitting to these twelve 
agencies a list of fifty questions, requesting full and complete 
answers, which he proposed to use as a basis of decision. Be- 
cause these questions are interesting in themselves, and be- 
cause they indicate the importance attached by this successful 
adverter to the selection of an agency connection, they are 
repeated here. 
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1. What is the age of your agency? 

2. What has been the selling and advertising experience of the 
executive and important members of your organization? 

3. How many people are employed? 

4. How are their duties divided, viz., executive, productive, 
artistic, clerical, outside? 

5. How many are assigned to our account, and what are 
their special qualifications? 

6. Would our contact be through one man, or through several, 
covering various phases? 

7. Is the contact man on a salary basis or commission? 

8. Is contact man a salesman or an active copy writer or 
merchandiser? 

9. Would contact man be capable of assisting or advising in 
preparation of technical-information pamphlets? 

10. Would contact man handle accounts other than ours? 
If so, how many and who are they? 

11. Is contact man experienced in: (a) radio, technically; 
(b) radio, commercially; (c) manufacturer to jobber and dealer 
policy; (d) radio publication field? 

12. How many accounts have you? List names and length 
of service. 

13. How many are active and exclusive? 

14. How many accounts added during past year? 

15. How many accounts lost during past year? Give names. 

16. Do you handle any account that would compete with 
ours? If so, give name. 

, . Do you or would you handle competing accounts in any 
ine 

18. Have you any objection to our getting in touch with 
present or past clients? 

19. What is value of each account you handle? (This can 
be listed individually or in groups). 

20. What is total business handled per year during past five 
years? 

21. Has your agency shown a consistent yearly profit? 

22. Why do you consider your agency qualified to help us? 

23. Have you anyone in your organization who can qualify 
for the following, and if so, who? (a) radio fan; (b) engineer- 
radio or otherwise; (c) practical workman; (d) salesman; (e) 
merchandiser? 

24., What experience has your agency had in the radio field? 

25. How do you propose to handle the technical features 
of our account? 

26. Do you have your own artist, or is all art work jobbed? 

27. What does your service include, in addition to the prepa- 
ration of copy for commissioned space? 

28. On what basis of compensation is this service rendered? 

29. What is your policy on the placing of printing and other 
mechanical work for broadsides, pamphlets, etc.? 

30. Do you prefer that we, or you, place the orders for such 
printing? 

31. Do you aim to be a factor in determining and conducting 
our merchandising policies? 

32. What would be your plan for helping us with these policies? 

33. How far ahead do you normally plan advertising cam- 
paigns? 

34. Would this be any different for our business? 

35. Are you familiar with the seasonal nature of the radio 
business and the shortness of the selling season? 

36. What effect would this have on your advertising prepa- 
rations? 

37. Are you familiar with our form of distribution—manu- 
facturer to jobber? 

38. Do you favor any modification of this plan for our present 
lines? 

39. Would you favor a modification if we decided to add a 
high-priced line of sets? 

40. If so, what change would you recommend? 

41. Do you make personal field investigations for anticipated 
sales and advertising campaigns? 

42. Do you consider them practical in the radio field? 

43. Do you favor trial campaigns in certain localities or 
mediums? 

44. Do you favor them for the radio business? 

45. What do you consider as the important factor on which 
to base an advertising appropriation? (Check this against): 
(a) last year’s business; (b) last year’s net profit; (c) anticipated 
business; (d) intensity of campaign; (e) requirements to cover 


field; (f) general business conditions; (g) conditions in radio field; 
(h) our position in radio field; (i) production possibilities; (j) 
experience of others. 

46. Do you favor a yearly gross appropriation to be spent at 
the discretion of the agency, or would you recommend a monthly 
control of such expenditures? 

47. Based on anticipated yearly sales of $1,500,000, what 
would you recommend as an advertising appropriation, covering 
all expenses? 

48. How would you allocate this appropriation for (a) news- 
paper space (b) trade magazine space (c) general magazine 
space (d) direct mail (e) dealer helps (f) salaries and mis- 
cellaneous? 

49. In what relation to each other do you hold production, 
advertising, and distribu‘ion, and how do you regulate the tie-up? 

50. Submit a complete file of one year’s campaign matter 
for one of your accounts, preferably of a technical nature. This 
should include all forms of advertising and merchandising 
matter.” 

There is a “‘joker’’ in this story, and it is this: To the surprise 
and disappointment of the advertiser, each of the twelve agencies 
replied so fully and satisfactorily that he was just as much at a loss 
as ever! None of the questions are foolish, however, and they 
do serve to illustrate the knowledge and experience which some 
sophisticated advertisers demand from their agencies. 


Most Important Factors as Viewed 
by Two Advertisers 


Lee H. Bristol, Vice President in charge of advertising of the 
Bristol-Myers Company says: 

“The ten factors (without reference to their relative import- 
ance) which I believe should be influential and important in the 
selection of an advertising agency are as follows:— 

1. I believe that the majority of factors for consideration 
are all summed up under various sub-divisions of con- 
sidering the personnel. For example, sincerity is vitally 
important. (I haute yes-men). 

2. Development jobs which they have done to their credit. 

3. General knowledge and use of fundamental economics. 

4. Availability of best brains for actual work. (Not dedi- 

cated to second string men). 

Size of the agency. 

Technical and trained ability for market research. 
Originality. 

Conservatism. 

Honesty that invites full, intimate business. confidence 
on both sides. 

10. Age (Only as an index of enthusiasm and aggressiveness).” 

J. W. Desbecker, Advertising Manager, the Eberhard Faber 
Pencil Company, agrees in the main with Mr. Bristol, but adds 
two important points that arise after the agency has been selected. 

“I would say that the following ten points can advantageously 
be considered carefully in selecting an advertising agency. 

1. Ingenuity in finding effective sales appeals—the effec- 
tiveness to be ultimately demonstrated by resultant sales. 

2. Unusual success with other campaigns, not necessarily 
in the same field, but with elements of similarity. 

3. Willingness to handle appropriation set by advertiser. 

4. Familarity with the advertiser’s markets—jobbers, 
dealers, methods of distribution in the industry. 

5. Personality and ability of contact man and service men 
on the account—their knowledge, their experience, and 
their skill in putting across ideas which they are con- 
vinced are right. Also their readiness to understand the 
advertiser’s desires. Unfortunately this point cannot 
be determined fully until after the agency has been at 
work for sometime on the account. 

6. Reputation of the agency. 

7. Its record of growth, 

8. Size and facilities, if unusual service such as research 
work is essential. 

‘‘After the agency is selected two other points arise and require 
careful attention— 

9. The ability of the agency to keep ahead of the advertising 
schedule so as to eliminate the necessity of giving okays 
hastily because the closing date has arrived. 

10. From the advertising manager’s point of view it is very 
necessary that the agency be very helpful in keeping the 
advertiser’s whole organization sold on advertising 10 
general and the advertising which is being done in par- 
ticular.” 
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Abbreviations, etc., Used in Agency Descriptions 


Recognition by Publishers’ Associations is prima facie evidence of finan- 
cial reliability and ability to render good service in the field covered by the 
particular association, as the requirements for recognition are exacting and 
must be carefully adhered to in agency practice day by day. 
This in no sense means to say, however, that those agencies with less than 
two publishers’ recognition, or indeed none, are not reliable. Some agencies 
specialize in particular fields, or in local newspaper accounts and, therefore, 
do not seek or need for their specialized purposes recognition from several 
or all national publishers’ associations. 
Because space in this book is necessarily limited, we have confined this guide 
to those agencies having recognitions from two or more national publishers’ 
associations, supplemented by a select list of specialists. 
The list of publishers’ associations is as follows: 

ANPA—American Newspaper Publishers’ Association 


PPA—Periodical Publishers’ Association 
ABP—Associated Business Papers 
APA—Agricultural Publishers’ Association 


After ‘‘Members”’ abbreviations are: 


AAAA—American Association of Advertising Agencies 
ABC—Audit Bureau of Circulations 
NOAB— National Outdoor Advertising Bureau 


For further information about these advertising agencies, readers are directed 
to the advertisements in this section. 


SALES MAN AGEME NT also has in its files considerable additional information 
about all recognized agencies, which because of space limitations and other reasons 
we do not print. Subscribers are invited to make use of this data file. All in- 
quiries will be treated confidentially. 


GUIDE TO ADVERTISING AGENCIES 


Based on Recognitions From Two or More Publishers’ Associations 


A. W. ADVERTISING, Inc. Established 1914 
420 Lexington Ave., New York 
Branches: 11 Bis Rue d’ Aguesseau, Paris, France. 
Recognition: ANPA; PPA; ABP; APA. 
ArtH™R Woopwarp, President and Space Buyer. Founder 
of agency. Merchandise, advertising and printing salesman, 
and expert with three large firms in United States. BLrss 
Woopwarpb, Vice-President and Space Buyer. ALMA Woop- 
WARD, Secretary and Publicity News Service Director. ; 
Ten accounts. Four employees. Three oldest accounts: Vi- 
talis, Grand Central Packard and Cadillac Corp., R. Louis, 
New York. 


ACORN AGENCY 
67 West 44th Street, New York 
Recognition: ANPA; APA. 


ADVANCE ADVER. CORP. : 
2117 Guarantee Title Bldg., Cleveland, Ohio 
Recognition: APA; ABP. 


ADVERTISERS INCORPORATED Established 1928 

7310 Woodward Ave., Detroit, Mich. 

Branches: 2018 Russ Bldg., Montgomery & Pine Sts., 

San Francisco, 405 Lexington Ave., Chrysler Bldg, 

New York City 

Member: AAAA; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Lee ANDERSON, President. Experience in the advertising 
field dates back many years. His most recent connection, 
prior to organizing Advertisers Incorporated was that of Vice- 
President of MacManus, Inc., Detroit, which relationship ex- 
tended over a period of some eleven years. B. A. McDonatp, 
Vice-President, Treasurer and Merchandising Director. Prior 
to joining Advertisers Incorporated, was engaged for many 
years in the business of financing automobile sales as president 
of Commercial Credit Trust, Chicago, and Continental Guar- 
antee Corporation of Canada, Ltd., Montreal. W. F. ZIMMER- 
MAN, Assistant Treasurer. Is a qualified C. P. A., having 
been for a number of years associated with Ernst and Ernst. 
B. A. Carey, Secretary. R. E. Crayton, Space Buyer. Re- 
search, and Industrial and Business Paper Director. R. C. 
SacKeETT, Publicity News Service Director. C. A. Snyper, S. 
We tts, R. L. BALLANTYNE, A. M. CorricAn, E. A. BATCHELOR, 
R. C. Sackett, L. C. Myers, T. A. BAaccs, SHERWooD REEKIE. 
Ten accounts. 166 employees. The oldest account is Chrysler 
Corp. The largest account is the same. 


AITKEN-KYNETT CO. 
1420 Walnut St., Philadelphia, Pa. 
Member: AAAA. 
Recognition: APA; ABP; ANPA; PPA. 


THE DOUGLAS M. ALLEN CO. 

505 Walnut Street, Cincinnati, Ohio 

Member: ABC 

Recognition: ANPA; PPA; ABP; APA. 
Douciass M. ALLEN, President, Space Buyer, Merchandising 
Director, Radio Director. Through long connection with the 
Fleischmann Co., experience in marketing through grocery and 
drug stores. Very closely connected with radio industry since its 
inception. JosEPH B. DuNcAN, Vice-President. Very wide ex- 
perience in marketing through drug channels. E. L. JEANMAIRE, 
Specialized marketing of furniture and products that are sold to 
furniture and department stores. 


Thirteen accounts. Ten employees. Three oldest accounts: 
The Kenton Pharmacal Co., American Oak Leather Co., Baldwin 
Piano Co. Three largest accounts: The Crosley Radio Corp., 
Kenton Pharmacal Co., Baldwin Piano Co. 


Established 1920 


AMBRO ADVERTISING AGENCY _ Established 1921 
1226 Merchants National Bank Bldg., Cedar Rapids, Iowa 
Recognition: ABP; APA, 


H. J. Rowe, President, former connection, Engineering De- 
partment, Western Electric Co.; A. O. AmBroz, Vice Presi- 
dent. Former connection, Sales Dept., Goodyear Tire & Rub- 
ber Co.; J. S. McLaren, Production Director; D. Hovts, 
Art Director. 


Twenty-six accounts. Five employees. Three largest accounts: 
Iowa Railway & Light Corp., Reid-Way Co., Johnson Gas 
Appliance Co. 

This Agency has specialized on trade, technical, and farm 
paper accounts and also on public utility advertising. 


AMSTERDAM AGENCY, Inc. Established 1901 
680 Fifth Avenue, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; APA. 


Georce FE. Barton, President, twenty-nine years with this 
agency, railroad, travel and resort specialist; WuILLIAM M. 
Tyack, Vice-president, eighteen years general advertising ex- 
perience; FRANK B. ZIEHL, Secretary, nineteen years general 
advertising experience; E. J. MILLer, Treasurer, thirteen years 
with this agency; J. C. H. MacBetu, Director, five years with 
this agency handling medical accounts; six years advertising 
manager Marconi Wireless Co.; three years president Medical 
Publicity Bureau. Frank B. Z1EHL, Space Buyer. 


116 accounts. Seven employees. Three oldest accounts: Bret- 
ton Woods Hotels Co., Atlantic Coast Line Railroad, Hiram 
Ricker & Sons (Poland Water). Three largest accounts: 
Atlantic Coast Line R.R., Hiram Ricker & Sons, Inc., New 
England Hotel Association. Specializes in raliroad, travel 
and resort, Chamber of Commerce, real estate, and medical 
accounts. Renders advertising service embracing sound coun- 
sel, based on ripened experience. 


ANDERSON, DAVIS & HYDE, Inc. 
205 East 42nd Street, New York 
Recognition: ANPA; PPA. 


T. Hart ANperson, Jr., Account Executive, formerly account 
executive and general partner with Cowan, Davis & Dengler, 
Inc. Also in U. S. Consular service and export field. AARON 
Davis, Advertising Director, formerly general partner and 
head of copy department of Cowan, Davis & Dengler, Inc. 
Gorpon E. Hype, formerly general partner and account exe- 
cutive of Cowan, Davis & Dengler, Inc., and advertising rep- 
resentative of the Saturday Evening Post, also sales experience 
in motor truck field. Harvey H. Situ, Assistant Advertis- 
ing and Publicity Service Director. FRANK R. GoopELL, 
Marketing Counselor. Freperick A. PLatre, Market Analyst, 
Research_ and Merchandising Director and Space Buyer. 
Anson C. Lowitz, Vice-President and Radio Director; Re- 
search specialist and formerly vice-president of Campbell, 
Lowitz & Whiteley. Crete M. Daut, formerly sales promotion 
and advertising manager of Esmond Mills. 

Twenty-one accounts. Twenty employees. Three oldest ac- 
counts: W. & J. Sloane, Ogden Printing Press, Trimble 


Nurseryland Furniture Co., Inc. Three largest accounts: W. & 
J. Sloane, Lubin Parfumerie, Bell-Ans. 


ANFENGER ADVERTISING AGENCY, Inc. 


. Established 1918 
1706 Olive St., St. Louis, Mo. 
Recognition: ANPA; PPA; ABP; APA. 
Enno D. Winius, President. With agency eleven years. 
G. Gorpon HeErtsLet, Vice-President. ith Shell Petroleum 
Corp., sales department, Morganite Brush Co., and Emerson 


Est. 1929 
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ANFENGER ADVTG. AGENCY, Inc.—(Continued) 


Electric Co. With agency since 1925. J. D. McEwen, Vice- 
President. Formerly with advertising department Capper Pub- 
lications. H.C. Scumupt, Secretary. Twelve years’ general 
advertising agency experience. F. J. SpmINpDLerR, Treasurer, 
G. E. Davison, Research. 


Forty-one accounts. Twelve employees. Three oldest ac- 
counts: A. S. Aloe Co., E. Myers Lye Co. and Puritan Phar- 
maceutical Co. Three largest accounts: E. Myers Lye Co., 
Missouri-Kansas-Texas Lines, Poro College. 


OREN ARBOGUST 
30 N. Michigan Ave., Chicago, IIl. 
Recognition: PPA; ABP. 
Oren Arpocust, five years research and copy with Erwin, 
Wasey & Co.; five years previously in sales. 
Five accounts. Two employees. Three oldest accounts: Book- 
Cadillac Hotel, Goss Printing Press Co., American Hospital 
Supply Corp. Believe that people buy from those they know 
and like, and that a friendly, favorable opinion, an acceptance 
for a firm and its product, is fundamental in making profitable 
sales. Therefore, this agency specializes on copy that will 
breed confidence. 


ARCHER ADVERTISING CO. 
1301-5 Enquirer Bldg., Cincinnati, Ohio 
Recognition: PPA; APA; ABP. 


F. WALLIS ARMSTRONG CO. 
So. W. Cor. 16th & Locust Sts., Philadelphia, Pa. 
Recognition: ANPA; PPA; APA. 


JOHN FALKNER ARNDT & CO. Established 1921 
15th & Locust Sts., Lewis Tower, Philadelphia, Pa. 
Recognition: ANPA; ABP; APA. 


Joun F. Arnot, President, Research Director, Merchandising 
and Radio Director. Seven years’ advertising experience with 
leading agencies and corporations. Davin B. Arnot, Secretary, 
Treasurer and Space Buyer, manager of new business and 
accounting departments. Five years’ advertising experience. 
Rosert N. D. Arnot, Vice President, Space Buyer, Publicity 
News Service and Industrial and Business Paper Director. 
RusseLL Gray, Merchandising Director and Copy Chief. 
Erwin Roserts, Art Director; JosepH A. Koster, Produc- 
tion Manager. 

Thirty-eight accounts. Fifteen employees. Three oldest ac- 
counts: Thomas Halton’s Sons, R. H. Hood Co. and Stand- 
ard Refrigerator Co. Three largest accounts: Ludington Air- 
craft, Inc., Mechling Bros. Chemical Co., Synthane Corp. 
Prepares advertising and merchandising for all calibre of 
accounts covering national, local and trade papers, direct mail, 
radio, outdoor, car cards advertising and publicity news serv- 
o. Covers general as well as financial, technical and industrial 

elds. 


ATHERTON & CURRIER, Inc. 
420 Lexington Ave., New York. 
Recognition: ANPA; PPA; APA. 


HARRY ATKINSON, Inc. 
500 No. Michigan Ave., Chicago, Il. 
Recognition: ANPA; APA. 


AUBREY & MOORE, Inc. 

410 N. Michigan Ave., Chicago, IIl. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
James T. Aupsrey, President, formerly advertising manager, 
Packard Motor Car Co.; advertising manager, Hearst Inter- 
national Magazine; Western manager, Cosmopolitan Maga- 
zine; Sales Department, Western Clock Co., and copy depart- 
ment, Erwin, Wasey & Co. Joun C. Moore, vice-president, 
formerly vice-president, Nichols-Moore Advertising Agency; 
associate director, Allied Publicity Bureau; Sales department, 
Western Felt Works; advertising department, Jos. T. Ryerson 
& Sons. JoHn H. Nortn, Space Buyer. 
Thirty accounts. Twenty-four employees. Three oldest ac- 
counts: Acme Card System Co., Appleton Electric Co., Uni- 
versal Battery Co. Three largest accounts: Munsingwear 
Corp., Irving Drew Co., Interlake Iron Corp. <A general ad- 
vertising agency, experienced, well-organized, and with clients 
among the recognized leaders in almost every field of business. 


AUSPITZ-LEE-HARVEY Established 1925 
360 North Michigan Ave., Chicago, IIl. 
Recognition: ANPA; PPA; ABP; APA. 
Irvinc D. Auspirz, President, Merchandising and Radio Di- 
rector. Twelve years merchandising counsellor to manufac- 
turers and retailers. An authority on distribution and market- 
ing and a pioneer in broadcast advertising. L. H. Harvey, 


Established 1922 


Established 1922 


Secretary and Research Director. Recognized authority in 
agricultural advertising and financial advertising fields. A. F, 
Lee, Vice President. Twenty-five years experience in direct 
to the consumer merchandising and advertising. WALTER M, 
Ziv1, Space Buyer; Atrrep A. Hutcuinson, Production 
Manager; FRANK Farkas, Art Director. 


Thirty accounts. Twelve employees. Three oldest accounts: 
The Hammond Clock Co., Prater Pulverizer Co., Hockaday, 
Inc. Three largest accounts: The Hammond Clock Co, 
Quaker Mfg. Co., Prater Pulverizer Co. Since the beginning 
of commercial radio broadcasting this agency has not only 
handled publicity of a broadcasting nature, but also an ac- 
count in every division of radio itself, from radio receivers 
to accessories. Present accounts cover a variety of fields. 


N. W. AYER & SON, Inc. Established 1869 
Washington Square, Philadelphia, Pa. 
Branches: 200 Fifth Avenue, New York City; 30 State 
Street, Boston, Mass. 
164 West Jackson Boulevard, Chicago, IIl. 
235 Montgomery Street, San Francisco, Cal. 
Penobscot Building, Detroit, Mich. 
Trafalgar Square, London. 


Member: ABC. 
Recognition: ANPA; PPA, APA; ABP. 


Witrrep W. Fry, President. With Ayer since 1909 and now 
administrative head. Experience as road salesman and execu- 
tive, also in manufacture and distribution of dairy products. 
Director of leading national bank in Philadelphia. ApAm 
KessLer, Senior Vice President and Treasurer. With the 
agency since 1901. Has under his direction the study of busi- 
ness and the formulations of recommendations for merchan- 
dising and advertising, also the direction of finances. Previous 
experience, selling drugs at retail, managing director of a 
truck and wheel company, part owner and directing factor in 
retail grocery business. GrorcE H. THorNLEy, Senior Vice 
President. Twenty years with Ayer. Member of firm in 
charge of business getting division. Wutt1AM M. ArmiIsTEAp, 
Senior Vice President. With agency since 1909. Trained in 
circulation and advertising departments of a daily newspaper, 
owner of his own agency in Atlanta, later with the R. J. Rey- 
nolds Tobacco Co. Has full charge of service to Ayer clients. 
James M. Matues, Senior Vice President. Eighteen years 
with agency. Prior experience as road salesman, wholesale 
groceries. Resident partner in charge of New York office. 
EuGENE GREINER and FRANK L. Swicert, Space Buyers. 
This agency is one of the outstanding agencies in the world 
and has been closely identified with many of the great adver- 
tising successes of the past fifty years. It is the institutional 
type of large agency, with high ideals and well organized in 
every department. Clients represent practically every field 
of advertising activity. N. W. Ayer & Son is believed to rank 
at or near the top in volume of business placed by advertising 
agencies. 


BADGER & BROWNING, Inc. 
80 Federal Street, Boston, Mass. 
Recognition: PPA; ABP; APA. 


JosrpH L. Bancer, President. Copy writer for George L. 
Dyer Advertising agency in New York. Assistant sales man- 
ager and advertising manager, Whiting & Cook, Holyoke, 
Mass. Advertising manager and acting general sales manager, 
Huyler’s, Inc. New York City. FRANKLIN S. BROWNING, 
Treasurer, Space Buyer, Merchandising Director and Indus- 
trial and Business Paper Director. Assistant to sales promo- 
tion manager, Greenfield Tap and Die Corp., Greenfield, Mass. 
C. P. ParcHER, Space Buyer and Radio Director. T. L. Ban- 
croFT, Research Director. H. Wuite, Publicity News Serv- 
ice Director. R. NEWHALL. 


Established 1929 


Nineteen accounts. Nine employees. Three oldest accounts: 
Knit Goods Specialty Co., Athol Mfg. Co., Goodell-Pratt Co. 
Three largest accounts: Multibestos Company, Lockwood 
Brackett Co., Goodell-Pratt Co. 


JOSEPH E. BAER, Inc. 
171 Madison Ave., New York. 
Recognition: ANPA; PPA; APA. 


Ss. C. BAER CO. Established 1922 
2527 Remper Lane, Cincinnati, Ohio 

Recognition: ANPA; PPA; ABP; APA. 
S. C. Barr, Sole Owner, has had over twenty years’ business 
experience with some of the largest corporations including 
Southern Rye Co., Westinghouse Electric & Manufacturing 
Co., International Harvester Co., The Monitor Furnace Co. 
se also Vice-President of Blaine-Thompson Agency, New 

ork. 
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BARNES & FEHLING CO. Established 1920 
1600 Walnut Street, Philadelphia, Pa. 
Recognition: ANPA; PPA; APA; ABP. 


WarREN S. BARNES. Twenty-five years’ advertising experi- 
ence. Sales, production, copy, management, with Curtis Pub- 
lishing Co., N. W. Ayer & Son, Geo. W. Edwards Co. Louis 
A. FEeHLING, Space Buyer. Thirty years’ advertising and 
selling experience in newspaper and agency field. Sales, pro- 
duction, management, space buying. R. A. BucHer, Merchan- 
dising Director. J. W. Bowers, Art Director and Production 
Manager. 

Eight employees. Three oldest accounts: Philadelphia Rapid 
Transit Co. of Philadelphia, Ruud Mfg. Co., Keystone Tele- 
phone Co. of Philadelphia. Three largest accounts: Philadel- 
phia Rapid Transit Co. of Philadelphia, Ruud Mfg. Co. 
Philadelphia Storage Battery Co. 


BARRONS ADVERTISING CO. Established 1911 
Kirkwood Bldg., 1737 McGee St., Kansas City, Mo. 
Branch: 733 Mayo Bldg., Tulsa, Okla. 

Recognition: ANPA; ABP; APA. 


M. J. Barrons, President and Treasurer. Forty years’ experi- 
ence with newspapers, agencies, etc. OTTO GrassE, Secretary 
and Space Buyer. Twenty years’ account executive. C. D. 
WinG, Vice-President and Merchardising Director. Twelve 
years account executive. WHEELER GopFREY, Research Direc- 
tor. LEE HANEY, Publicity News Service Director. 


Fifty accounts. Sixteen employees. Three oldest accounts: 
Sweeney Auto School, Bayless Dist. Co., K. C. Hay Press. Three 
largest accounts: Franklin Ice Cream Co., Public Service Co., 
Ennis Hanly Blackburn Coffee Co. 


THOMAS E. BASHAM CO. 
McDowell Building, Louisville, Ky. 
Chicago Office: 1830 Daily News Plaza 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


Tuomas E. BaAsHAM, President, Research, Merchandising and 
Radio Director. Thirty years experience in merchandising, 
selling, advertising. Acts as personal selling and marketing 
counsel for several large concerns. J. SEATON Hurr, Vice- 
President, Research and Industrial and Business Paper Direc- 
tor. Seven years actual experience in general agency field, 
copy, merchandising counsel, production, contact. D. J. Ram- 
ERS, Secretary-Treasurer. Accounting, finance. Seven years 
experience as head of electrical display department. RoBERT 
Gwinn, Space Buyer, Production Director. 


Twenty-eight accounts. Twenty-five employees. Three oldest 
accounts: H. Fendrich, Kentucky Tobacco By-Products Corp., 
Knoxville Knitting Mills. Three largest accounts: The same. 


CHARLES AUSTIN BATES, Inc. Established 1923 
67 West 44th Street, New York. 
Branch: 272 Congress Street, Boston, Mass. 
Recogmtion: ANPA; APA. 
CHarLes AustTIN Bates, President. Operated the old Bates 
Advertising Agency, which did the first advertising of many 
of the now famous advertisers of today such as Jap-A-Lac, 
Prudential and Sherwin-Williams and trained in his office 
many men who later rose to fame in advertising work. Prior 
to his return to agency business in 1927, he was the head of a 
large tire and rubber factory and had charge of the financing 
of a large marble quarry which included the building of a 
complete town. Puittip Lukin, Vice President. Reporter 
for the New York Globe, printing salesman, advertising serv- 
ice and promotion manager for the Robbins Publications; four 
and one half years as vice-president of Charles Austin Bates, 
Inc. FRANK HouGH, Secretary. Formerly associate editor 
of Advertising & Selling. F. A. Gopparp, Account Executive. 
Former trade paper salesman; for some years vice president 
and sales manager of the Sterling Tire; Co.; three years 
account executive for the General Outdoor Advertising Co.; 
one year with Charles Austin Bates, Inc. A. K. BENJAMIN, 
anager of Boston office. For many years a direct mail man, 
and salesman of printing; one and a half years sales promo- 
tion manager of Eaton, Crane & Pike; three years with Charles 
Austin Bates, Inc. 


Eleven accounts. Thirteen employees. This agency started 
originally as a service organization. Its work was done on a 
special retainer. The agency business grew through the de- 
mands of those for whom it did special work, but the service 
business continues and justifies a larger staff available for its 
clients than would otherwise be possible. The heads of this 
agency believe that in most instances advertising can be made 
to prove and show whether or not it is doing the job for which 
It is intended. In other words, it works for results and 
definite black ink figures. It offers an interesting booklet, “If 
Advertising Is to Remain on the Payroll, It Must Learn to 
Punch the Clock.” 


Established 1910 


J. D. BATES ADVERTISING AGENCY Est. 1897 
Springfield, Mass. 
kecogmtion: ANPA; PPA; APA. 
J. D. Bates. Formerly Advertising Manager of Good House- 
keeping Magazine. Thirty-three years’ experience in sales, mer- 
chandising and advertising for many prominent New England 
advertisers. J. D. Bates, Jr. Formerly assistant to the ad- 
vertising director of the Flintkote Co. and subsidiary organiza- 
tions. AveRY Bates, Production Department. 


Twenty-five accounts. This agency has a record for developing 
new accounts through successful advertising in national fields, 
such as reproduction furniture, sun room and garden furniture, 
silverware, fountain pens, fine hosiery, stationery, cutlery, food, 
paper, leather goods, lamps, unique gifts, as well as accounts 
in financial, technical, mail order, school and resort fields. Has 
specialists serving its clients through radio, automotive and in- 
stitutional business paper and direct mail advertising, as well 
as publicity news service. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 

Established 1892 

383 Madison Avenue, New York City. 

Branches: Rand Building, Buffalo, N. Y.; McCormick 

Building, Chicago, IIll.; 10 State Street, Boston, Mass. 

Grant Building, Pittsburgh, Pa. 

Northwestern Bank Bldg., Minneapolis, Minn. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 


Bruce Barton, Chairman of the Board. Well known as editor, 
author and publicist. Wutt1am H. Jouns, President. Many 
years’ advertising experience. President American Association 
of Adv. Agencies, 1917-1919. Roy S. DurstINe, Vice-Presi- 
dent and General Manager. Newspaper and advertising experi- 
ence. Contributor to magazines and author of books on 
advertising. President of Ameritan Association of Adver- 
tising Agencies, 1925-26. F. R. FELANpD, Vice-President 
and Treasurer. Newspaper and advertising experience covering 
more than twenty years. ALEx F. Ossorn, Vice-President. 
Newspaper and advertising work since 1909. Writer of business 
articles and author of books on advertising. CHARLES J. BaB- 
cock, Vice-President. Advertising’ experience covering many 
years. Pau M. Ho ttister, Vice-President. Formerly account 
executive and copy writer. Author, contributor to magazines. 
Francis G. Hussarp, Vice-President. Has been long in adver- 
tising. Chairman, New York Council, American Association of 
Advertising Agencies, 1926-27. N. W. Emerson, Vice-Presi- 
dent. Formerly with Sears, Roebuck Co.; assistant sales 
manager and manager of export department of Regal Shoe Co. 
of Boston; representative of Curtis Publishing Co. C. L. 
Davis, Vice-President. Advertising solicitor for McCall's 
Magazine; circulation manager, Todays Magazine; partner, 
Fuller-Davis Co. (printing). Later with Fowler Simpson Co., 
advertising agency and Remington Agency. S. H. Busser, Vice- 
President. Experienced in newspaper advertising. A. D. 
CHIQUOINE, JR., Vice-President. At one time newspaper re- 
porter and feature writer, Philadelphia Public Ledger. Free 
lance publicity writer before joining this company. S. W. Paces, 
Vice-President. In the wholesale grocery business with Austin 
Nichols & Co.; then divisional sales manager with Procter 
& Gamble Co.; member of the advertising staff of Curtis Pub- 
lishing Co. CHESTER E. Harinc, Vice-President. Fifteen 
years’ general agency experience before joining the company 
in 1923. J. B. BrsseLt, Vice-President. Sales representative, 
Carnegie Steel Co.; 6 years sales manager, Blaw-Knox Co.; 6 
years president, Bissell & Land, Inc., advertising agency, which, 
on January 1, 1930, merged with Batten, Barton, Durstine & 
Osborn, Inc. Murray K. Guturigz, Vice-President. With 
Murray Coal Co., Minneapolis, Minn., 1915 to 1919. Washburn 
Crosby Co., 1919 to 1924. Partner in Harrison-Guthrie Adver- 
tising Agency, Minneapolis, 1924-1930, when he joined Batten, 
Barton, Durstine & Osborn. F. M. Lawrence, Secretary. 
T. ArnoLp Rau, Assistant Treasurer. Grorce F. Gouce, Di- 
rector. Previously in publishing field in charge sales promotion, 
Home Pattern Co.; general manager, Automobile Blue Book 
Publishing Co. until 1921. R. L. Hurst, President, Batten, 
Barton, Durstine & Osborn Corp. of Illinois. Early experience 
in publishing field; sales and advertising manager of mill and 
timber company ; associated with Curtis Publishing Co. CHARLES 
WaADsworTH, manager marketing department. B. C. Durry, 
D. P. MAxweLi, Rocer Ows.tey, H. C. Branpau, WILLIAM 
O’DoNNELL and Rosert Story, Space Buyers. Gegorce T. 
EAGER, manager new business. 


This agency is the result of a merger of George Batten Co., 
established 1892, and Barton, Durstine & Osborn, Inc., estab- 
lished 1919. It is one of the leading agencies in the country, 
adequately organized to serve any type of account and employ- 
ing specialists in radio, business paper, outdoor, moving picture 
and direct-mail advertising and publicity news service. One 
hundred and twenty accounts. 
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BATTENFIELD & BALL ADVERTISING AGENCY 
Established 1925 
708 Register and Tribune Bldg., Des Moines, Iowa 
Recogmtion: ANPA; APA. 
W. E. BatrTenrietp, President and Merchandising Director. 
For twelve years with Scripps newspaper organization in edi- 
torial and advertising capacities in New York, Ohio and Iowa. 
Joun W. BALL, Secretary-Treasurer. W. B. Hitt, Space 
Buyer and Radio Director. H. B. Brown, Space Buyer. J. S. 
Monrog, Research and Publicity News Service Director. 
Thirty-five accounts. Seven employees. Three oldest accounts : 
Iowa Power & Light Co., F. W. Fitch Co., Equitable Life In- 
surance Co. of Iowa. Three largest accounts: The F. W. Fitch 
Co., The Viking Pump Co., Central Life Assurance Society. 


ADRIAN BAUER ADVERTISING AGENCY Established 1925 
418 Washington Square Bldg., 7th & Chestnut Sts., Phila- 
delphia, Pa. 

Recognition: ANPA; PPA. 

ApRIAN BAUER. HENRY HAAs. ALFRED KLEIN. PHILIP KLEIN. 

Thirty-five accounts. Five employees. A versatility of accounts 

has given this agency a varied outlook. Real estate firms, banks, 

manufacturing establishments, food products, hotels, radio manu- 
facturing companies, comprise the major portion of this business 


BAUERLEIN, Inc. Established 1922 
Hibernia Bank Building, New Orleans, La. 
Member: NOAB. 
Recognition: ANPA. 


G. W. BAvERLEIN, President. Sixteen years’ executive agency 
experience in Kansas City, Chicago and New York, with five 
years’ previous experience as newspaper advertising manager. 
H. S. McGEHEE, Vice-President. Eleven years’ general adver- 
tising agency experience in New York and New Orleans. W. Z. 
RYALs, account executive. Five years’ advertising experience 
in metropolitan newspapers. Louis J. ViLLars, Space Buyer. 
T. J. Burxe, Art Director. 

Three oldest accounts: Illinois Central Railroad, Canal Bank & 
Trust Co., Lorraine Mfg. Co. of New York. Three largest 
accounts: Louisiana Oil Refining Corp., Cuyamel Fruit Co., 
Illinois Central Railroad. An agency that knows the South 
and the buying and selling habits of its people. In addition to 
preparing and executing complete advertising plans for national 
and sectional campaigns in newspapers and magazines, the 
agency employs specialists in outdoor advertising. 


BAYLESS-KERR CO. Established 1920 

1164 Hanna Bldg., Cleveland, Ohio 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
Wo. N. Bay tess, President. Twenty-seven years in advertis- 
ing. Advertising manager American Bed Co., St. Louis; two 
years; account executive Mulford Advertising Agency, Detroit, 
three years; advertising manager Conklin Pen Co., Toledo, 
eleven years; Chief of Service, Powers-House Co., Cleveland, 
three years; president Bayless-Kerr Co., Cleveland, seven years. 
One time vice-president of the Advertising Federation of 
America. Horace D. Kerr, Vice-President, Treasurer. FEigh- 
teen years in sales promotion and advertising. Eight years with 
the Atlas Portland Cement Co. R. S. Rrmanoczy, Secretary. 
Formerly advertising manager of Oster Manufacturing Co., 
and McMyler Interstate Co. WALTER ButTcHER, Production 
Manager. E. DeWitt, Accountant. 
Seventeen accounts. Ten employees. Three oldest accounts: 
Cleveland Pneumatic Tool Co., E. F. Hauserman Co., Grasselli 
Chemical Co. 


BEECHER-CALE-MAXWELL, Inc. Established 1929 
722 Chestnut St., St. Louis, Mo. 
Recognition: ANPA; PPA; ABP; APA. 


Epwarp BEECHER, President; ALGERNON S. CALE, Vice-Presi- 
dent; JosepH A. MAXWELL, Vice-President; Lynn A. Gratiut, 
Secretary-Treasurer; C. F. Kerry, Jr., A. N. Day. 


STERLING BEESON, Inc. Established 1925 
610 Second National Bank Bldg., Toledo, Ohio 
Branch: 1025 Beggs Building, Columbus, Ohio 
Recogmtion: ANPA; PPA; ABP; APA. 

STERLING BEESON, President and Merchandising Director. JoHN 

C. Munn, Vice-President and Industrial and Business Paper 

Director. Ropert S. CummMIncs, Vice-President. CARROLL 

McCrea, Vice-President and Publicity News Service Director. 

W. M. Finpray, Vice-President. H. R. Sturceon, Secretary- 

Treasurer and Research Director. W. G. Bartow, Radio Di- 

rector. Account Executives are Space Buyers. 

Seventeen accounts. Thirteen employees. Three oldest accounts: 

Conklin Pen Co., Bunting Brass & Bronze Co., Oval Wood Dish 

Corp. Three largest accounts: Conklin Pen Co., Airway Elec- 

tric Appliance Corp., The DeVilbiss Co. 


BEHEL & HARVEY, Inc. Established 1922 
400 West Madison Street, Chicago, IIl. 


Recognition: ANPA; PPA; APA. 


V. W. BEHEL, Jr., President; W. S. Harvey, Jr., Secretary- 

Treasurer and Space Buyer. 

The three oldest accounts: The Dole Valve Co., Martin Varnish 

Co., The Martin-Senour Co. Three largest accounts: Wilken- 

ing Mfg. Co., International Typewriter Exchange, The Vitrolite 
0. 


JULIAN J. BEHR CO. 
400 Dixie Terminal Bldg., Cincinnati, Ohio. 
Recognition: ANPA; APA; ABP. 


BELLAMY-NEFF CoO. 

165 East Ontario St., Chicago, Ill. 

Branch: Chrysler Bldg., New York. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
C. C. NerF, President; Radio, Industrial and Business Paper 
Director. Fifteen years’ advertising experience. REXFORD 
BELLAMY, Vice-President and Research Director and Merchandis- 
ing Director. Twenty-four years’ advertising agency experience. 
J. P. Nerr, Vice-President. Eight years’ advertising agency 
experience. J. J. DONAHOE, Secretary. Fifteen years in auto 
and advertising business. A. K. HOULBERG, Chicago Space Buyer. 
B. D. Sotow, New York Space Buyer. J. Puirr. L.O. REap. 


Fifty accounts. About fifteen employees. Three oldest accounts: 
American Bond & Mortgage Co. and affiliations, Blackstone 
Institute, Nash (Eastern Division) Dodge (Chicago). 


Three largest accounts: Chicago Engineering Works, Park Cen- 
tral Hotel, Nash. This agency is most experienced on mail order, 
hotels, financial and automobile accounts. It has had exceptional 
success with radio as a medium. 


AUSTIN F. BEMENT, Inc. Established 1924 
General Motors Bldg., Detroit, Mich. 
Branch: 456 Wrigley Bldg., Chicago, IIl. 
Member: ABC. 
Recognition: ANPA; PPA; ABP; APA. 
Austin F, BEMENT, President. Mitsy W. Lioyp, Vice-Presi- 
dent, Research Director, Merchandising Director. Gorpon C. 


Established 1920 


ExprepGe, General Manager. L. Grant HAmitton, Business - 


Manager, Space Buyer, Radio Director, Industrial and Business 
Paper Director. Frank C. WitirAMs, Art Director, MARSHALL 
T. Gorton, Production Manager. ArtHurR S. JOHNSON, Man- 
ager Chicago Office. FE. H. Ecker, Publicity News Service 
Director. 


Twelve accounts. Thirty-seven employees. Three oldest ac- 
counts: Packard Motor Car Co., Portland Cement Association, 
C. S. Dent & Co. Three largest accounts: Packard Motor Car 
Co., Portland Cement Association and Hercules Motors Corp. 


BENNETT-WILLIAMS CO., Inc. Established 1922 
Cor. Washington & College Sts., High Point, N. C. 
Recognition: ANPA; ABP; APA. 


Joun L. WILLIAMS, with agency since 1924, prior to which he 
had ten years experience in advertising sales and agency work. 
O. H. HENvERSON, with agency since 1926, prior to which he 
was engaged in art work and engraving. Harotp C. BENNETT, 
with agency since 1924, prior to which he had ten years varied 
experience in advertising and sales work. Space Buyers H. C. 
BENNETT and JoHN L. WILLIAMS. 

Twelve accounts. Five employees. Three oldest accounts: 
Marsh Furniture Co., High Point; Myrtle Desk Co., High 
Point; Southern Furniture Market Association, High Point. 
Three largest accounts: Carolina Power & Light Co., Raleigh, 
N. C.; Myrtle Desk Co, and Marsh Furniture Co., High Point. 
Oldest recognized agency in North Carolina and largest in 
volume of business done. Originally specialized in furniture 
field, but has branched out into other lines. Operate on basis 
of cost plus a percentage and in some instances a service fee 
where warranted. 


BENTON & BOWLES 
6 East 45th St., New York 


Witt1aM B. Benton, Partner. Prior to establishment of Ben- 
ton & Bowles, an executive with Lord & Thomas and Logan. 
Five years an executive with the old George Batten Co. CHESTER 
B. Bow tes, Partner. An executive for five years with Batten, 
Barton Durstine & Osborn. ArtHur C. SmirH, Space Buyer. 
NorMAn_ KLern, Publicity News Service Director. JAMES 
BatcH, Art Director. 


Five accounts. Eighteen employees. Three oldest accounts: 
General Foods Corp. (two products—Hellmann’s Blue Ribbon 
ce beg omg & Certo), E. R. Squibb & Sons (Di-Phen), Adolf 

obel, Inc. 


Established 1929 
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BERINGER & MYERS, Inc. 
110 So. Dearborn St., Chicago, Ill. 
Recognition: ANPA; PPA; APA. 


H. C. BERNSTEN ADVERTISING AGENCY 
520 Union Insurance Bldg., Los Angeles, Cal. 
Recognition: ANPA; PPA. 


BURTON BIGELOW, Inc. 
296 Delaware Avenue, Buffalo, N. Y. 
Recognition: APA. 
BURTON BIGELOw, President. OwEn F. THompson, Secretary- 
Treasurer and Space Buyer. E. L. Bowers, Vice-President, 
Service Director. Isaac Harris, Vice-President and Art Direc- 
tor. 


BIOW COMPANY, Inc. 
521 Fifth Avenue, New York. 
Member: AAAA. 
Recognition: ANPA; PPA; APA. 


BIRCH-FIELD & CO., Inc. 
110 W. 40th Street, New York. 
Recognition: ANPA; PPA; APA. 


BISBERNE ADVERTISING CO. 
58 East Washington Street, Chicago, Ill. 
Recognition: ANPA; PPA. 
Marcus BErnsTEIN, President. Mitton Freup, Ravpa J. 
ROSENTHAL, Vice-Presidents. R. BERNSTEIN, Secretary-Treasurer. 


BLACKETT-SAMPLE-HUMMERT, Inc. Est. 1923 

58 East Washington, Chicago, Ill. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Hitt Brackett, J. G. SAMPLE, E, F. HuMMert, G. R. McGivern, 
Space Buyer. Eart Kruse, Research Director. N. CALDWELL, 
Radio Director. 
Fifteen accounts: Forty employees. Three oldest accounts: 
General Mills, Inc., Ovaltine (Wander Co.), Waters-Genter Co. 
THE BLACKMAN CO. Established 1908 

122 East 42nd Street, New York City 

Branch: Gwynne Building, Cincinnati, Ohio 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
J. K. Fraser, Partner. F. J. Hermes, Partner and Space 
Buyer. M. L. Witson, Partner and Industrial and Business 
Paper Director. R. J. Compron, Partner and Publicity News 
Service Director. Ray Gites, Partner. L. G. Means, Part- 
ner and Merchandising Director. Mark WISEMAN, Part- 
ner and head of Copy Department. MApELINE SCHNEIDE- 
WIND, Research Director. Joun C. Greic and Mary L. Cook, 
Radio Directors. JosEPH FARRELL, Production Manager. L. T. 
Busu and Max Hacker, Space Buyers. 
Fourteen accounts. One hundred thirty employees. Three oldest 
accounts: Vacuum Oil Co., National City Co., Packer Mfg. 
Co. Three largest accounts: Proctor & Gamble Co.; Vacuum 
Oil Co.; U. S. Rubber Co. The Blackman Co. has held to a 
policy of a limited number of accounts: therefore, the steady 
growth of the business has come principally from increased ad- 
vertising activities of its clients. The turnover both in clients 
and office personnel has been very small. 


BLAINE THOMPSON CO. 
321 West 44th Street, New York. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


JOHN W. BLAKE ADVERTISING 
45 So. Broadway, Yonkers, New York. 
Recognition: ANPA; PPA; APA. 


BLAKER ADVERTISING AGENCY, Inc. 
120 E. 42nd Street, New York. 
Recognition: PPA; APA. 
ADOLPH L. BLOCH ADVERTISING AGENCY 
Established 1922 
302 Graphic Arts Bldg., Portland, Ore. 
Recognition: ANPA; APA. 
Apotpo _L, Biocu, President. J. R. BALBAcH, Vice-President. 
Twenty-six accounts. Four employees. Three oldest accounts: 
Columbiaknit, Henry We‘nhard Co., and R. M. Wade Co. Three 
tgest accounts: Columbiaknit, Hirsch-Weis Manufacturing 
Co. and Wadhams & Co. (Red and White Stores) The prin- 
Cipals connected with this agency are men of long experience 
In advertising and merchandising. 


BLOOMINGDALE-WEILER 
1420 Chestnut St., Philadelphia, Pa. 
Recognition: ANPA; PPA; ABP; APA. 
Siwney H. WEILER, twenty years advertising and merchandising; 
CHARLES BLOOMINGDALE, twenty-five years copy, research and 


Established 1926 


Established 1920 


Established 1912 


merchandising; SAMUEL TAUBMAN, eight years marketing various 
products; GEORGE BECKENBAUGH, Space Buyer; SAMUEL TAUB- 
MAN, Research Director; MABEL PEOPLES, Merchandising 
Director. 


Twenty-two accounts. Eight employees. Three oldest ac- 
counts: John H. McClatchy, Market St. National Bank, ip of 
Philadelphia. Three largest accounts: John H. McClatchy, City 
of Philadelphia, Sherman Reed. 


CHARLES BLUM ADVERTISING CORP. 
(Incorporated 1913) 
1120 Spruce Street, Philadelphia, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
CHARLES BLUM, President and Plan Board Head.. Thirty-one 
years’ experience in advertising agency work. Had acted as 
retail salesman prior to above date, has been sales consultant 
and analyst of successful concerns in many varied lines. Start- 
ing with local advertising—where advertising must prove its 
efficiency day by day—he later specialized in mail order sales 
and manufacturer dealer relations. A founder member of AA 
of AA and at present President of Poor Richard Club, Philadel- 
phia. Epwarp A. McCay, Vice-President, Treasurer and Space 
Buyer. Howarp F. Karrer, Director of Sales and Radio Di- 
rector. Eighteen years’ experience in advertising and sales work. 
EuGENE CLAyYTon Moore, Secretary, Director of Production. 
Eleven years with agency. LAwreNce S. Roney, Copy Chief. 
Nine years with agency in copy preparation. GrorGcE T. STREET, 
Jr., Research Director. Ten years in copy, creative and re- 
search work with thee agencies. Technical training. WHuILLIAM 
DrysDALE and HELEN Bucktey, Space Buyers. Joun J. 
BLancH, Art Director. 


Forty accounts. Fourteen employees. Three oldest accounts: 
The Keating Co., Henry F. Michell, Mathis Yacht Building 
Co. Four largest accounts: American Seed Co., Lancaster, 
Pa., John C. Winston Co., Rittenhouse Press, Jamison Cold 
Storage Door Co. 


BOLTON ADVERTISING CO., INC. 
1106 Mahoning Bank Bldg., Youngstown, Ohio. 


BONSIB, Inc. Established 1923 
701-2 First & Tri State Bldg., Fort Wayne, Ind. 
Recognition: ANPA; PPA; ABP; APA. 

Louis W. Bonsis, President, Treasurer and Space Buyer. Spent 

seven years with Indianapolis Engraving Co. and general ad- 

vertising work before organizing own agency in 1923. Rosert 

Ketty, Secretary and Space Buyer. Joined agency in 1924 
as Art Director and Account Executive, after several years of 
experience in agency and engraving fields. 

Twenty-two accounts. Four employees. Three oldest accounts: 

The Nurre Companies, Louis Rastetter & Sons Co., Hunting- 

ton Laboratories. Three largest accounts: Louis Rastetter & 

Sons Co., B. Walter & Co., Huntington Laboratories. 


BOTSFORD-CONSTANTINE CoO. Established 1917 
45 Fourth Street, Portland, Ore. 
Branches: 6625 White Bldg., Seattle, Wash.; 420 Standard 
Oil Bldg., San Francisco, Cal.; 605 Union Insurance Bldg., 
Los Angeles, Cal. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


C. P. CONSTANTINE, President. D. M. Botsrorp, First Vice- 
President, Portland. STANLEY G. SWANBERG, Vice-President, 
San Francisco. CHET CRANK, Vice-President, Los Angeles. 
MERLE W. MANLY, Vice-President, Seattle. Ray ANDREWS, 
Vice-President, Portland. J. V. RoBerts, Secretary-Treasurer, 
Portland. F. CoyKENDALL, Space Buyer. WiILFRED Bates, 
Research Director. 


Forty-one accounts. Thirty-two employees. Three oldest ac- 
counts: Crescent Mfg. Co., Jantzen Knitting Mills, Pacific Coast 
Biscuit Co. Three largest accounts: Jantzen Knitting Mills, 
Pacific Coast Biscuit Co., Gilmore Oil Co., Ltd. 


BOTT ADVERTISING AGENCY Established 1916 
209-14 Home Insurance Bldg., Little Rock, Ark. 
Recognition: ANPA; APA. 


Leo P. Bort, Jx., Owner and Manager of this agency for four- 
teen years. Handling accounts and writing and supervising 
copy. Had previous sales experience. W. M. Price, Space 
Buyer, Production Manager, Radio’ Director, Industrial and 
Business Paper Director. Formerly with Allen C. Smith Ad- 
vertising Co. Auspitz-Lee-Harvey and Butler Bros., Chicago. 
Leo P. Bort, Jr., Merchandising Director. V. Gipson, Publicity 
News Service Director. V. McMAuHAn, Art Director. 


Seventy-five accounts. Nine employees. Three oldest ac- 
counts: Union Plant Co., DeWoody Manufacturing Co., Joseph 
W. Vestal & Sons. Three largest accounts: Black, Sivalls & 
ee Lion Oil Refining Co., National Lumber & Creo- 
soting Co. 
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THOMAS M. BOWERS ADVERTISING AGENCY 
25 East Jackson Bivd., Chicago, Il. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


BOZELL & JACOBS, Inc. 
510 Electric Bldg., Omaha, Neb. 
Recognition: ANPA; APA. 


BRANDT ADVERTISING CO. 
Daily News Plaza, Chicago, Ill. 
Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 

E. S. Branot, President and Merchandising Director. Previ- 

ously editor and publisher, also Vice-President of the McJunkin 

Advertising Co. for six years. C. T. BEALL, Secretary-Treas- 

urer. Secretary-Treasurer of a large manufacturing concern 

for fifteen years before coming with this company. G. H. E. 

Hawkins, Vice-President, Research Director and Art and 

Copy Director. Advertising Manager of N. K. Fairbanks, 

eight years with the Ethridge Co. of New York, and three years 

with the Critchfield Advertising Agency. C. E. Forssera, 

Space Buyer; G. Rezex, Production Manager. 


Twenty-seven accounts. Eleven employees. Three oldest ac- 
counts: John Puhl Products Co., Boncilla Laboratories and 
Northwestern University. Three largest accounts: Wextark 
Radio Corp., O Cedar Corp. and Stillman Cream Co 


W. L. BRANN, Inc. 
122 East 42nd Street, New York. 
Recognition: ANPA; PPA; APA. 


BRENNAN, BROWN & AULD, Inc. 
Gulf Building, Houston, Texas 
Branch: Magnolia Building, Dallas, Texas 


J. RicHarp Brown, President and Publishing and House Organ 
Director and Publicity News Service Director. Nine years 
editor Southwestern Purchaser. Six years writing advertising 
copy. J. Eart BreENNAN, Vice-President, Research Director, 
Merchandising Director and Industrial and Business Paper 
Director. Instructor in statistics and marketing Carnegie In- 
stitute of Technology, Pittsburgh. Experience as salesman. 
Thirteen years’ experience in making marketing investigations, 
formulating plans for sales campaigns and writing copy. COoLLIs 
Brant, Radio Director. 


Twenty-five accounts. Six principals. Three oldest accounts: 
First National Bank, Houston; Norvell-Wilder Supply Co., 
Houston & Beaumont; Southwestern Purchaser, Dallas and 
Houston. Three largest accounts: Republic Supply Co., Hous- 
ton; First National Bank, Houston; Oklahoma Contracting 
Co., Dallas. 


BRIGGS & VARLEY 
14 East 48th Street, New York. 
Recognition: PPA; APA. 


EMIL BRISACHER & STAFF Established 1919 
Crocker Building, San Francisco, Cal. 
Branch: Petroleum Securities Building, Los Angeles, Cal. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


EmIL BrisACHER, President. Fifteen years in advertising agency 
work, previously in the retail field. Mitton D. Jacoss, Vice- 
President. Twenty-two years in newspaper work; five years in 
advertising agency. ROBERT J. Davis. Eight years’ newspaper 
experience, four years in advertising agency work on Pacific 
Coast, three years previously in an eastern advertising agency. 
Rapa F. YAMBERT, Space Buyer, San Francisco Office. C. L. 
McCorKINDALE, Space Buyer, Los Angeles Office. W. R. 
PARKER, Copy Director. CHARLES MAYNE, Food Product 
Director. E.S. FrrENzE, Art Director, San Francisco. Clyde C. 
Mershon, Art Director, Los Angeles. 


Thirty accounts. Sixteen employees. Three oldest accounts: 
George W. Caswell Co., Lyons-Magnus, Inc., The Paraffine Com- 
panies, Inc. Three largest accounts: Van Camp Sea Food Co., 
Inc., The Paraffine Companies, Inc. and Marchant Calculating 
Machine Co. This agency is well qualified for general, financial 
and technical advertising. Emil Brisacher & Staff is federated 
with Wm. H. Rankin Co., New York and Chicago, and G. Street 
& Co., Ltd., London and Paris. 


BRITT-GIBBS ADVERTISING CO., Inc. Est. 1925 
1047 Boatmen’s Bank Building, St. Louis, Mo. 
Member: NOAB. 

Recognition: ANPA; APA. 


FraNnK P, Gipss, President. Formerly manager of production 
Roeder & Schanuel, Inc., St. Louis. Previous experience in- 
cludes newspaper and wholesale and retail commercial experi- 
ence. R. G. Swartinc, Vice-President and Space Buyer. 


Established 1917 


Established 1928 


Formerly Art Director and Production Manager of Roeder & 
Schanuel, Inc., prior to which he had long experience in adver- 
tising and commercial fields. E. R. Britt, Jr., Vice-President. 
O. M. Kocu, Secretary and Treasurer. 

Twenty-five accounts. Seven employees. Three oldest ac- 
counts: Majestic Mfg. Co. (Ranges), Blanton Co. (Food Prod- 
ucts), F. R. Rice Mercantile Cigar Co. Policy of the agency 
is to solicit only those accounts which can be served intelligently 
and profitably for the advertiser. Services include merchan- 
dising, sales promotion and sales counsel. 


BROMFIELD & CO., Inc. 
45 West 34th Street, New York. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


BROOKE, SMITH & FRENCH, Inc. 

82 Hancock Avenue, East, Detroit, Mich. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
CHar_Les W. Brooke, Chairman of the Board. Formerly with 
Westinghouse Electric & Mfg. Co.; then specialized in the 
merchandising of technical products. Sales agent, sales man- 
ager and sales adviser for a number of eastern manufacturers. 
Wittarp S. Frencu, President. Several years with French 
Paper Co., five years traveling sales representative for a building 
material manufacturer; two years sales manager. Guy C. 
SmitTH, Vice-President, Secretary and Treasurer. Experienced 
in mail-order business; fifteen years general advertising agency 
experience. E, L. Trirrit, Vice-President. Formerly editor 
and owner of country newspapers and an oil trade paper. At 
one time advertising manager for a large farm implement com- 
pany; assistant to president of an automobile accessory company. 
TH, OHLMACHER, Vice-President. Formerly editor and 
business manager of a business paper; for two years writer 
of public utility advertising copy; six years with Burroughs 
Adding Machine Co. JAson Roserts, Art Director; ARTHUR 
Livincston, Research and Merchandising Director; F. A. 
Cooper, Publicity News Service Director; H. H. Dosserteen, 
Space Buyer. 
Twenty accounts. Seventy-five employees. Three oldest ac- 
counts: American Blower Corp., Eureka Vacuum Cleaner Co., 
and Traub Mfg. Co. Three largest accounts: Kelvinator Cor- 
poration, Sparks-Withington Company, Eureka Vacuum Cleaner 
Co. This old-established agency has a composite experience 
in its personnel covering the advertising and marketing of 
products in more than a score of important industries. 


ROBERT H. BROOKS CO. 
802 Boyle Building. Little Rock, Ark. 
Recognition: ANPA; PPA; APA; ABP. 


S. M. BROOKS ADVERTISING AGENCY Est. 1911 
Fourth Floor, Union Trust Bldg., Little Rock, Ark. 
Recognition: ANPA; ABP; APA. 

S. M. Brooxs, President, Treasurer and Merchandising Di- 

rector. Has had many years of successful experience in mer- 

chandising and marketing and is at present an officer and director 
of several large corporations. E. L. Saunpers, Vice-President, 

Space Buyer, Industrial and Business Paper and Publicity News 

Service Director. Has had many years of experience in retail 

merchandising, and is, at present, president of the Little Rock 

Advertising Club. G. T. LEFEver, Secretary, Research Director 

and Radio Director. Has had many years of experience in 

sales management. Mrs. M. J. Pitts, Space Buyer. 

Seventy-two accounts. Eight employees. 


BROWN ADVERTISING AGENCY 
Times Building, New York. 
Recognition: ANPA; APA. 


BRYAN, KOELTZ & MARSHALL, Inc. 
844 East Jefferson St., Louisville, Ky. 
Recognition: APA. 


BUCHANAN ADVERTISING CO., Inc. Est. 1929 
11th Floor, Third National Building, Dayton, Ohio 
Member: AAAA. 

Recognition: ANPA; ABP. 

Gro. A. BUCHANAN, President and Space Buyer. After seven 

years’ of experience in writing copy, spent three and one-half 

years selling books, cigars to dealers and organizing crews 
to demonstrate and sell from house to house. Then organized 

Onward Advertising Agency, Syracuse, which he sold to take 

up the marketing of laundry soda. Organized Anchor Adver- 

tising Agency in Dayton in 1921, incorporating the Buchanan - 

Advertising Co. in 1929. V. A. Dickey, Vice-President and 

Space Buyer. 

Twenty-seven accounts. Seven employees. Three oldest ac- 

counts: Dayton Air Compressor Co., Davies-Young Soap Co. 

H. G. Cress Co. Three largest accounts: Davies-Young Soap 

Co., H. G, Cress Co., and Radio Products Co. 
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BUCHANAN-THOMAS ADVERTISING CO. 
Established 1922 
412 South 19th St., Omaha, Nebr. 
Recognition: ANPA; PPA; APA. 
C. C. BUCHANAN, six years newspaper work; five years War- 


field Advertising Co.; L. H. THoMAs, two years newspaper ” 


work, three years Warfield Advertising Co.; G. H. LrnpLey, one 
year newspaper work, joined Buchanan-Thomas 1923; R. R. 
Foster, seven years farm paper work, three and one-half years 
Campbell Ewald Advertising Co., three years Bloodhart-Soat 
Advertising Co., joined Buchanan-Thomas 1925. G. H. LINDLey, 
Space Buyer. 

Thirty accounts. Eleven employees. 


THE BUCHEN CO. 
28 East Jackson Blvd., Chicago, Ill. 
Branch: 123 South Broad St., Philadelphia, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
WALTER BUCHEN, President and Treasurer. JoHN H. Morse, 
Vice-President. Tuomas E. CoLeMan, Secretary. LeRoy R. 
Anperson, Assistant Treasurer. JoHN M. McDona_p, As- 
sistant Treasurer. Rosert H. Irvine, Space Buyer. RAtpu G. 
KurerortH, Research Director. W. G. Lacy, Publicity News 
Service Director. 
Thirty accounts. Thirty-four employees. Three oldest ac- 
counts: Chicago, Wilmington & Franklin Coal Co. A. C. 
McClurg Co., and James B. Clow Co. Three largest accounts: 
Phil. and Reading Coal and Iron Co., Oliver Farm Equipment 
Co., and Reading Iron Co. The Buchen Co. is one of the oldest 
and largest agencies specializing in technical, industrial and 
agricultural advertising. 


THE GLEN BUCK CO. Established 1909 
Pittsfield Building, 55 East Washington St., Chicago, IIl. 
Member: NOAB. 

Recognition: ANPA; PPA. 


Organized for quality, not volume. Organization made up of 
people who have had exceptionally broad experience in advertis- 
ing and have been with the agency for years. Has handled the 
advertising of such accounts as the Mimeograph, Phoenix 
Hosiery, Packard, Stutz and Ford automobiles, Shaeffer Pens, 
Kuppenheimer clothes, Horlick’s Malted Milk, etc. 


J. C. BULL, Inc. Established 1927 
101 Park Ave., New York City 
Recognition: ANPA; PPA; ABP. 
J. C Butt, President, seven years newspaper experience in 
New York and out-of-town dailies; six years editor and pub- 
lisher in the magazine field with Frank Munsey; twelve years 
with the Frank Presbrey Co. in capacity of Vice-President and 
director; handled national advertising of many of the largest 
advertisers in the United States. S. Pace Burr, Space Buyer. 
CarLTon H. Givsert, Account Executive. 
Sixteen accounts. Seven employees. Two oldest accounts: 
Roger & Gallet, Ernst & Ernst. Two largest accounts: Roger 
& Gallet; Ernst & Ernst. Founded on the conviction that a close, 
personal relationship with the advertiser and an intensive and 
detailed study of his problems are essential to productive agency 
service. Enjoys an increasing volume of business. 


BURNET-KUHN ADVERTISING CO. Established 1916 
520 No. Michigan Avenue, Chicago, Ill. 
Recognition: ANPA; PPA; APA. 


J. SipnEyY Burnet, Chairman of the Board. Twenty years 
agency executive. Pau, R. Kuan, President. Twenty-two 
years agency copy, merchandising and executive counsel. FRAN- 
cis J. Woops, Vice-President. Twenty years production manager 
and account executive. THEODORE Fischer, Copy and Merchan- 
dising. Nei G. CANARD, Copy. PuILip Simmons, Art Director. 
FRANK STANFORD, JR., Space Buyer. HENRY OBERSTER, Pro- 
duction Manager. 


Established 1914 


Among the accounts which it has served for twelve years or more 
are: The Chicago Tribufhe, South Bend Watch Co., Studebaker 
Mail Order Co., Federal Life Insurance Co., Stover Manufactur- 
ing & Engine Co., The New York News. 


BURNS-HALL ADVERTISING AGENCY 
441 Broadway, Milwaukee, Wis. 
Member: NOAB. 
Recognition: ANPA; PPA; APA; ABP. 


JOHN L. BUTLER CO. Established 1927 
1131 Public Ledger Bldg., Philadelphia, Pa. 
Member: ABC. 
Recognition: ANPA; PPA; ABP; APA. 
Joun L. Butver, President, Research, Merchandising and Radio 
Director. Sixteen years’ advertising experience. STEFFAN E. 


Roserts, Vice-President, Copy Chief and Art Director. Thir- - 


teen years’ advertising experience. MArTHA P. MINTER, Treas- 


urer and General Executive Direction. Six years’ advertising 
experience. Ten years other business. WiuLt1AM G. ZINDEL, 
Secretary and Publicity News Service Director. Fifteen years’ 
advertising experience. Nine years other business. R. B, 
HAveENsS, Space Buyer. 

Nine accounts. Nine employees. Three oldest accounts: 
Charis Corp., George Royle & Co., Public Ledger. Three largest 
— Charis Corp., George Royle & Co., Edward Tailoring 

0. 


CAHILL ADVERTISING CO. Established 1914 

860 Pacific Bldg., San Francisco, Cal. 

Branch: 1121 So. Hill St., Los Angeles, Cal. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
E. W. CAHILL, President and Merchandising Director. Eleven 
years in New York assisting International Correspondence 
School, Scranton, Pa., Associated Bill Posting and Protective 
Association, New York to more sales by direct selling and ad- 
vertising. H. J. Lopner, Secretary and Treasurer and Research 
Director. C. Park, Space Buyer. A. N. Crarx, Merchandis- 
ing Director, Industrial and Business Paper Director, and Pub- 
licity News Service Director. 


Eighteen accounts. Five employees. Three oldest accounts: 
Western Meat Co., Workman Packing Co., E. W. Bennett & 
Co. Three largest accounts: Western Meat Co., P. M. Grassi 
& Co., Andersen-Smith Milling Co. 


THE CALDWELL-BAKER CO. Established 1923 

Merchants Bank Bldg., Indianapolis, Ind. 

Recogmtion: PPA; ABP; APA. 
Howarp C. CALpwe Lt, President and Research Director. En- 
gaged in publicity and motor car advertising 1912 to 1918, in 
advertising agency work since 1919, Ettis J. BAKER, Treasurer, 
Industrial and Business Paper and Publicity News Service Di- 
rector. Thirteen years’ advertising experience. RICHARD A. 
CALKINS, Vice-President, Merchandising and Radio Director. 
Twelve years’ advertising experience. Eart F. Beam, Secre- 
tary, Space Buyer, Auditor. Seven years’ advertising experi- 
ence. RopertT E. SattmMArsH, Art Director. Sixteen ac- 
counts. Five employees. Three oldest accounts: Reeves Pulley 
Co., Tyler Mfg. Co., Rockwood Mfg. Co. Three largest 
accounts: Kingan & Co., Reeves Pulley Co., Rockwood Mfg. 
Co. Handles general advertising in a large variety of fields. 


CALKINS & HOLDEN Established 1902 
247 Park Ave., New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


Earnest E_mo CALKINS, President. Author of The Business 
of Advertising and other books, contributor to leading maga- 
zines; recipient of the Bok Medal in 1925. W. C. CALKINs, 
Jr., Secretary. Thirty-three years in selling and advertising. 
R. P. CLAYBERGER, Treasurer. Twenty-five years with Calkins 
& Holden. James A. Crark, Ist Vice-President. Norwoop 
WeaveR, 2nd Vice-President. J. SHERWoop SMITH, 3rd Vice- 
President and Merchandising Director. Former advertising 
manager and director of Trade Service Department of Harp- 
er’s Bazar. Epwin Eset, Space Buyer and Research Director. 
E, B. Witson, Space Buyer. W. M. Jonunston, Space Buyer, 
Industrial and Business Paper Director. J. M. FLANIGAN, 
Research Director. FRANK FEHLMAN, Merchandising Direc- 
tor. LinpsAy McKenna, JoHN F. Atcorn, Radio Directors. 
Harry A. SHINNICK, Publicity News Service Director. 
C. D. Carr, Production Department. F. A. Kearney, Check- 
ing Department. 


Twenty accounts. One hundred fifty-two employees. Three old- 


est accounts: Hartford Fire Insurance Co., H. J. Heinz Co., 
Crane & Co., Inc. 


THE CALLAWAY ASSOCIATES, Inc. 
210 Lincoln St., Boston, Mass. 


Recognition: PPA; APA. 


Joun P. Cattaway, Space Buyer. Wm. E. Crostey, Morris 

SusMAN, Space Buyer. 

Twenty-five accounts. Nine employees. Three oldest ac- 

counts: Nashua Gummed & Coated Paper Co., Rogers Fibre 

Co., Maine Mfg. Co. Three largest accounts: Nashua 

oyw: & Coated Paper Co., Holliston Mills, Inc., Winship, 
oit Oo. 


CAMPBELL-EWALD CO. Established 1911 
General Motors Building, Detroit, Mich. 
Branches: 292 Madison Avenue, New York. 
66 E. South Water Street, Chicago, III. 
1034 Monadnock Building, San Francisco, Cal. 
655 Chamber of Commerce Building, Los Angeles, Cal. 
15th Avenue Matignon, Paris, France 

1608 Republic Bank Building, Dallas, Texas 


Est. 1919 
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CAMPBELL-EWALD CO.—(Continued) 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


H. T. Ewatp, President. Guy C. Brown, Vice President and 
Secretary. J. Frep Wooprurr, Vice President and_ Treasurer. 
F. D. RicHarps, Vice President. W. A. P. Joun, Vice Presi- 
dent. W. H. Taytor, Vice President. Grorce O. LEoNnarp, 
Research Director. A. H. Hayes, Radio Director. A. H. 
Wuite, Industrial and Business Paper Director and Space 
Buyer. W. A. Morrett, Publicity News Service Director. 
Department Heads—W. R. Ewatp, Travel Service; bh Xe 
ApaMs, Copy; Briccs BEURMANN, Used Car Department; C. 
H. Cortincton, Art. J. J. Hartican and C. H. STEVENs, 
Space Buyers. ; ; 

Forty-seven accounts. Five Hundred thirty-three employees. 
Three oldest accounts: Hyatt Roller Bearing, Harrison Radia- 
tor, Bank of Detroit. Three Largest accounts, Chevrolet, 
Buick and Oakland. Not only is this agency well-manned in 
all of the usual departments of agency service but it maintains 
a large staff of representatives who are out in the field con- 
stantly checking up on dealer and distribution problems for 
their clients. 


THE CAPLES CO. Established 1921 
225 East Erie Street, Chicago, IIl. 
Branch: 2002 Grand Central Terminal, New York 
Member: NOAB. 
Recognition: ANPA; PPA; ABP; APA. 
R. C. Cartes, President. RatpH N. Hartsine, Vice-Presi- 
dent, Secretary and Treasurer. H. G. Buttock, Manager 
Chicago office. ALBert WoopLey, Vice-President, New York 
Office. W. E. Gipson, Space Buyer (Chicago), R. D. Fot- 
sTeR, Space Buyer, (New York). 
Fifteen accounts. Thirty-eight employees. Three oldest ac- 
counts: Union Pacific System; Chicago, Rock Island & Pa- 
cific Lines; American Express Co. 


THE CARPENTER ADVERTISING CO. 

Citizens Bldg., Cleveland, O. 

Recognition: PPA; ABP; APA. 

A. J. CARPENTER, President and Merchandising Director. 
In advertising and merchandising for twenty-seven years. F. 
F. LAMoRELLE, Account Executive. Fifteen years’ experience. 
Specializes in the development of sales. PHILIP MEEK, Account 
Executive. Eighteen years experience. Specializes in direct 
mail advertising and sales plans. J. J. Marquart, Space 
Buyer and Research Director. 
Thirty accounts. Fourteen employees. Three oldest accounts: 
The P. A. Geier Co., The Hotstream Heater Co., The Phoe- 
nix Ice Machine Co. Three largest accounts: The P. A. 
Geier Co., The Hotstream Heater Co., The W. J. Smith Co. 


CARR & COLUMBIA, Inc. 
17 East 38th Street, New York. 
Recognition: PPA; APA; ABP. 


CARTER ADVERTISING AGENCY 
122 East 42nd Street, New York 
Member: NOAB. 

Recognition: PPA; ABP. 


CASEY-LEWIS CO. Established 1921 

1108 Nashville Trust Bldg., Nashville, Tenn. 

 snonnaa 713 First National Bank Bldg., Chattanooga, 

enn. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
Rumsey Lewis, President and Treasurer; WALKER CASEY, 
Vice-President; E. E. Wuirr, Space Buyer; C. R. Powe Lt, 
Research Director; R. B. BrRaANDAU, Production Manager. 
Thirty accounts. Ten employees. Three oldest accounts: 
Caldwell & Co., Fletcher-Wilson Coffee Co., Ward-Belmont 
College (all of Nashville, Tenn.) Three largest accounts: 
Fulton Sylphon Co., Knoxville, Tenn.; J. W. Carter Shoe Co., 
Nashville, Tenn.; Caldwell & Co., Nashville, Tenn. 


EDWARD CAVE CoO. Established 1927 
205 East 42nd Street, New York 
Recognition: ABP; APA. 


Epwarp Cave, Proprietor. Fifteen years, editorial work for 
trade and class periodicals. Editor successively of Sporting 
Goods Dealer, Field and Stream, Recreation, Boy’s Life. Pub- 
lisher of Recreation. Fifteen years in advertising. Account 
executive for Collin Armstrong Inc., George P. Dyer Co., 
Street & Finney, Inc., Chambers Agency, Hanff-Metzger, and 
Churchill Hall, Inc. Advertising Manager for Yale & Towne 
Manufacturing Co., Sales and Advertising Manager for Bray 
Productions Inc. 

ixteen accounts. Five employees. Three oldest accounts: 
rank A. Hoppe, Inc., Ashaway Line & Twine Manufacturing 


Est. 1909 


Co., Excelsior Hardware Co. Three largest accounts: Gen- 
eral Industries, Montague Rod & Reel Co., Ashaway Line & 
Twine Manufacturing Co. 


CECIL, WARWICK & CECIL, Inc. 
247 Park Avenue, New York. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


THE CHAMBERS AGENCY, Inc. Established 1905 
339 Carondelet St., New Orleans, La. 
Branches: 551 Fifth Ave., New York City; Starks Build- 
ing, Louisville, Ky.; Penobscot Building, Detroit, Mich. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
Stuart O. LAnopry, President. Morton CALDWELL, Execu- 
tive Vice-President. T. R. Harris, Vice-President, R. Lynn 
Baker, Vice-President. H. I. Hitz, Vice-President. D. W. 
Pipes, Jr., Secretary. J. J. Wor, Art Director. M. Bur- 
VANT, Space Buyer. WARREN SCHWEGEL, Research Director. 
DeWitt Wueaton, Radio Director. L. H. STEveNs, Pro- 
duction Manager. About seventy-five accounts. About eighty 
employees. Two oldest accounts: Biloxi Chamber of Com- 
merce, New Orleans Coffee Co. 


CHAMBERS & WISWELL, Inc. Established 1919 
260 Tremont St., Boston, Mass. 
Recognition: ANPA; PPA; ABP; APA. 
Marion C. May, and Harry L. Stone, Space Buyers; P. O. 
AHLIN, Research Director; Royp—EN Marks, Radio Director. 
Forty accounts. Sixteen employees. Three oldest accounts: 
Swift & Anderson, Inc., Black Iron Stove Polish, H. L. 
Nason Co. Three largest accounts: General Electric Refrig- 
erators—N. E., Hunt Rankin Leather Co., Champion Radio 
Tube Mfg. Co. 


CHAPPELOW ADVERTISING CO. 
1709 Washington Ave., St. Louis, Mo. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

B. E. CHAppeLow, President and Radio Director. Thirty 

years’ advertising agency experience in New York and St. 

Louis. D. A. RueEBeL, Vice-President. Seventeen years in 

advertising agency work and two in banking. Norman Lewis, 

Vice-President and Merchandising Director. Seventeen years’ 

advertising agency experience following two years as advertis- 

ing manager and two as sales manager. F. S. Coppine, Vice- 

President. Twenty-two years’ advertising agency experience 

following three years of newspaper work. HUBBARD, 

Secretary, Industrial and Business Paper Director. Twenty- 

five years of advertising agency work. FINGERLIN, 

Treasurer. Twenty-six years of advertising agency experience. 

M. W. Mears, Account Executive and Aviation Specialist. 

W. J. Jounson, Space Buyer and Research Director. F. A. 

Watts, Art Director. F. VEHLEWALD, Production Depart- 

ment. 

Twenty-four accounts. Twenty-eight employees. Three oldest 

accounts: Broderick & Bascom Rope Co., L. C. McLain Or- 

thopedic Sanitarium, Laclede-Christy Clay Products Co. Three 
largest accounts: Broderick & Bascom Rope Co., Early & 

Daniel Co., Universal Aviation Co. One-third of accounts 

have been with agency for periods of from ten to twenty-six 

years. 


CHARLES ADVERTISING SERVICE 
51 Madison Ave., New York City 
Member: AAAA. 

Recognition: ANPA; PPA; ABP; APA. 

H. H. CuHarves, President and Treasurer; C. A. Row Lanp, 
Secretary and Research Director; JosepH Boorster, Manager 
and Merchandising Director; E. C. Vick, Publicity News 
Service Director; JosepH Boorster and M. J. Murray, Space 
Buyers. 
Fifty accounts. Fifteen employes. Three oldest accounts: 
W. F. Allen Co., Salisbury, Md.; Fred H. Bateman Co., 
Philadelphia, Pa.; E. C. Brown Co., Rochester, N. Y. Officers 
specialized merchandising and advertising counsel to advertis- 
ers in farm, poultry and garden publications. Has adhered 
to this policy for twenty-three years. The Research Dept. 
keeps in close touch with the latest developments affecting the 
use of farm materials and machinery. Copy prepared by men 
technically trained in agriculture. Has paid particular atten- 
tion to recent great development of suburban garden market. 


NELSON CHESMAN CO. Established 1874 
1127 Pine Street, St. Louis, Mo. 
Branches: New York, Chicago, Chattanooga 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
RICHARD PENDERGAST, President. Louis H. Buaks, Vice- 
President and Treasurer. HENRY TRITSCHLER, Vice-President. 
P. J. MULLALLy, Vice-President. JoHN FFINSTEIN, Secretary. 


Established 1903 


Est. 1907 
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Calkins & Holden believes the function of an ad- 


vertising agency to be—‘‘ Consumption Engineering ” 


Any device or practise that makes goods newly desirable to consumers, in their design, color, 


price, quantity, distribution, or that creates new markets for them by creating new styles or 


new habits, or by inventing new uses, or by clearing away goods that obstruct through ob- 


solescence, thereby stimulating and increasing sales, is the engineering of consumption—a 


profession that is today equally important with Production Engineering. 


More and more we are taking the machine for granted. If we have not the 


machine, we can make it. But all the machines in the world are of small value unless 


they are geared to a volume of consumption that can take as fast as the machines can 


efficiently make. We are discovering that we must engineer consumption and distribution 


as painstakingly and thoroughly as we have applied engineering thinking to Production. 


feb! 


Ar 
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It is with a complete knowledge and understanding of these fundamentals, that we have 


developed and have available for our clients two new divisions in our agency service: 


FASHION COORDINATION BUREAU 
INDUSTRIAL STYLING DIVISION 


We are meeting a necessary requirement of day by day contact and observation of the 


rapidly changing emotional reactions of the consumer on a country-wide basis, and we are 


lor, 
." assisting our clients in the origination and packaging of new products as well as the re- 
> 
— vitalization of old merchandise through a new dress, form or size. 
_ We know the addition of these two new functions to be essential in analyzing todays 

problems from a Consumption Engineering viewpoint, and the fact that we are the only 
_ agency combining such thinking with its practise in an otherwise complete agency service, 

is a distinct advantage to our clients. 
nless 

Calkins & Holden 
; can 
ution 
Clients — 

American Car & Foundry Company + Black Starr & Frost—Gorham, Inc. + Brown Durrell Co. - Hartford Fire Insurance Co. 

ction Cheney Brothers * Crane & Co., Inc. + H. J. Heinz Co. - Hoffman Beverage Co. - Richard Hudnut + The McCall Company 


Johnson Furniture Co. * Geo. LaMonte & Son - National Biscuit Co. - Shell Eastern Petroleum Products, Inc. -L.E.Waterman Co. 
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CHURCHILL-HALL, Inc. 
50 Union Square, "New York. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


H. B. LeQuatte, President. E. C. Norris, Vice-President. 
J. E. SHEPHERD, Secretary. G. H. Janes, Treasurer. C. S. 
CLARKE, Copy Chief. W. T. Evperty, Art Director. W. J. 
ScHuBERT, Production Manager. 


Established 1913 


C. P. CLARK, Inc. 
113 Seventh Ave., Nashville, Tenn. 
Recognition: PPA; APA. 


G. M. YarsrouGcH, President, Space Buyer. F. E. Grtus, 
Secretary. C. H. YarsrouGu, Treasurer. D. G. Goopwin, 
Research Director. E. P. CHapin, Merchandising Director. 
Joun S. Cuttom, Radio Director and Publicity News Service 
Director. C. U. Cocain, Jr., Production Manager. F. Stro- 
BEL, Art Director. 


Ten accounts. Seven employees. Three oldest accounts: Jar- 
man Shoe Co., Castle Heights Military Academy and American 
National Bank. Three largest accounts: Jarman Shoe Co., 
Castle Heights Military Academy and Tennessee Products 
Corp. The staff includes skilled radio men and an associate 
musical director. Theme songs and musical programs are 
written and arranged in the agency‘s offices. 


Established 1927 


CLARK-McDANIEL-FISHER & SPELMAN, Inc. 


Established 1924 
31 N. Summit St., Akron, Ohio 
Branch: Engineers Building, Cleveland, O. 
Recognition: ANPA; PPA; APA. 


R. W. Crark, President; C. W. McDAnieL, Vice-President ; 
A. C. FisHer, Vice-President; E. M. Spetman, Secretary and 
Treasurer; W. M. SExAvER, Production Manager. 

Sixteen accounts. Eight employes. Three oldest accounts: 
Dill Mfg., India Tire & Rubber Co., Johnson Bronze Co. Three 
largest accounts: Johnson Bronze Co., India Tire & Rubber 
Co., Dill Mfg. Co. 


CLEVELAND & SHAW, Inc. 
205 E. 42nd St., New York City 
Branch: 3 Old Jewry, London, E. C. Z. 
Recognition: ANPA; PPA; ABP; APA. 


Horace G, CLevELAND, President. Was for eight years vice- 
president of Dorrance, Sullivan & Co., advertising agency. Be- 
fore that had been a partner in other advertising agencies 
and advertising director for Cheney Bros. (Silks) and for 
Stern Brothers. Donato S. SHaw, Treasurer and Radio Dj- 
rector. Was with Dorrance, Sullivan & Co., Geo. L. Dyer, 
and Biow advertising agencies as account executive ; advertis- 
ing director for the Hunter Manufacturing & Comm. Co., 
sales promotion manager for the Vacuum Oil Co. Witmer 
L. Dotrts, Executive Vice-President, Research and Merchan- 
dising Director. Was for many years Chairman of the Board 
of the Geo. L. Dyer advertising agency. ALBERT H. FANcuerr, 
Vice-President and Publicity News Service Director. Ira 
FLEMING, Secretary and Industrial and Business Paper Di- 
rector. Sixteen years advertising director and assistant gen- 
eral sales manager for Geo. P. Ide & Co. JosepH W. Spran- 
GER, Service Department. James Beatty, Space Buyer. 
Twenty-seven accounts. Eighteen employees. Three oldest 
accounts: Geo. P. Ide & Co., Hunter Mfg. Comm. Co., J. 
C. Haartz Co. Three largest accounts: Sealed Containers 
Corp., American Thermos Bottle Co., The Whirldry Corp. 


COCHRANE ADVERTISING AGENCY 
333 No. Michigan Avenue, Chicago, IIl. 
Recognition: ANPA; PPA; APA. 


DAVID H. COLCORD, Inc. 
222 West Adams Street, Chicago, Ill. 


COLLINS-KIRK, Inc. 
840 No. Michigan Avenue, Chicago, II. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


Gro. R. Cottins, President. Has had wide agency, printing 
and direct mail experience. WAaAttace F. Kirk, Vice-Presi- 
dent. For sixteen years with the Chicago Tribune in various 
departments; specializing in merchandising, advertising de- 


Established 1919 


“Che 


MASON AND DIXON 
LINE 


Nes 


MEAN SOMETHING 


C. P. Clark, Inc. occupies the 
Se top floor of 113 Seventh Ave., N. 


fhe South is a tremendous market. 
National advertisers are aware of its 
importance, but few of them recog- 
nize southern customs, prejudices 

and preferences. A knowledge of 

southern habits is vital if the full force INC. 


of every advertising dollar invested A D VERTISING « 


in the South is realized. 


This organization is in tune with the 
national mind, but it is composed of 
southerners who know southern 
buying habits, know the southern 
market — and know merchandising. 
Not one of our list of clients is cry- 
° 4 . 4] 

ing “hard times. 


©. ££ § &€ WT SG 


NASHVILLE, 


American National Bank, Financial 


Automotive South Publishing Co., Trade 


Publication 
Castle Heights Military Academy, Military 


School 
Belle Meade Hosiery Mills, Children’s Hose 
Jarman Shoe Company, Friendly Five Shoes 
@ @ 


A. L. Kornman Company, Famous “’K”’ Clothes 
Nashville Banner, Newspaper 

Tennessee Products Corporation, Industrial 
Marion Cowan, Food Products 

Warner Sales Company, Medicinal 


NN 5 rr 


Established 1928 . 
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COLLINS-KIRK, Inc.—(Continued) 


partments. Ropert J. Mooney, Vice-President and Research 
Director. ALBERT E. Munn, Treasurer and chief of copy 
staff. Frep C. Sarran, Space Buyer. K. D. Stewart, Mer- 
chandising Director. E. M. Lioyp, Radio Director. C. T. 
KERRIGAN, Publicity News Service Director. E. J. Situ, 
Art Department. 

Eighteen accounts. Twenty employees. Three oldest ac- 
counts: John F. Jelke Co., James S. Kirk & Co., and Murine 
Co. Three largest accounts: John F. Jelke Co., Morton Salt 
Co., James S. Kirk & Co. 


WENDELL P. COLTON CO. 
122 East 42nd Street, New York. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


W. P. Cotton, President. E. B. Van Hook, Vice-President, 
Merchandising and Radio Director. W. J. McDownatp, Vice- 
President, R. S. CoLton, Secretary and Treasurer. J. F. Mc- 
DonaLD, Ass’t. Secretary and Treasurer. A. F. Dermopy, Space 
Buyer and Industrial and Business Paper Director. MILTon E. 
SCHULER, Space Buyer. F. OATMAN, Research Director. GORDON 
H. PLace, Publicity News Service Director. Jos—EpH ARMSTRONG, 
Copy Chief. R. W. FurBeEck, Printing Department. Gorpon F. 
BaiRrD, Production Department. 


FRANK M. COMRIE CO. 
435 No. Michigan Avenue, Chicago, III. 
Recognition: PPA; ABP; APA. 
FRANK M. ComriE, President & Treasurer. C. P. Comrie, Vice- 
President. R.E. Moore, Vice-President. CHARLES A. PHELPS, 
Secretary. A. G. Fak, Space Buyer, Auditor. C. DuNwap, 
Assistant Space Buyer. Cari F. M&GELIN, Production. 


ANDREW CONE GENERAL ADVERTISING AGENCY, Inc. 
18 East 41st Street, New York. 
Member: AAAA. 
Recognition: ANPA; PPA; APA. 


CONNER ADVERTISING AGENCY, Inc. 
Security Building, Denver, Colo. 
Member: AAAA; NOAB. 
Recognition: ANPA; ABP; APA. 


Ceci. R. Conner, President and Treasurer. Formerly in 
newspaper and retail sales fields). A. Boon McCatium, Vice- 
President. Formerly in newspaper and printing work. E. E. 
TANNER, Secretary and Auditor. Cart J. Jorpan, Art Di- 
rector. H. C. HeNnperson, Space Buyer. A. E. Post, Pro- 
duction Manager. 

Thirty-two accounts. Seven employees. Three oldest ac- 
counts: Colorado School of Mines, Denver Park & Amuse- 
ment Co., Goodwin Granger Co. Three largest accounts: 
Denver Park & Amusement Co., Robar Corp., Colorado Po- 
tato Flake & Mfg. Co. A small, compact but experienced 
agency. Several accounts handled for thirteen years or more 
reflects caliber of service. 


S. A. CONOVER CO., Inc. 
75 Federal Street, Boston, Mass. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


S. A. Conover, President, Treasurer, and Merchandising Di- 
rector. Has been engaged for twenty-five years in making 
researches in the trade and establishing policies for sales and 
advertising campaigns. FRANK B. BALpwin, Vice-President, 
Account Executive and Production Manager, for fourteen 
years with S. A. Conover Co. JAMEs M. MattTHEws, Electri- 
cal Engineer, Vice-President, and Account Executive. Form- 
erly with General Electric Co., later operated own agency. 
A. J. Peer, B. A., Consultant Accountant, Copy and News 
Service Director; Research and Statistics. A. H. Cure, 
Assistant Production Manager and Space Buyer. 


Twenty accounts. Ten employees. Three oldest accounts: 
L. C. Chase & Co., Sanford Mills, J. F. True & Co. Three 
largest accounts are the same. Equipped to meet modern de- 
mands in advertising and research service. 


COOLIDGE ADVERTISING CO. Established 1913 
308-314 Insurance Exchange Building, Des Moines, Iowa. 
Member: AAAA. 

Recognition: ANPA; PPA; ABP; APA. 


PauL BLAKEMORE, President. Formerly in newspaper work. 
R. H. Cary, Vice-President and Merchandising Director. For- 
merly salesman, mcrc:andising and advertising manager. 
HENRY J. KRogGer, S:-retary. Formerly salesman and copy 


writer. The officers mic..tioned above are in charge of space buy- 
ing. 


Established 1909 


Established 1919 


Est. 1912 


Established 1916 


Forty accounts. Three oldest accounts: The Boyt Company, 
The American Pop Corn Co., and Bartles-Shepherd Oil Co. 
Three largest accounts: The American Pop Corn Co., Bishop- 
Stoddard Cafeteria Co., and W. F. Severa Co. This agency is 
well qualified to handle general or technical advertising. Wide 
experience on products merchandised through retail channels, 
particularly in the grocery and drug fields. The staff includes 
specialists in radio advertising, also specialists in merchandising 
and research. 


WILLIAM LYLE COOK 
915 Rialto Building, San Francisco, Cal. 
Recognition: ANPA; APA. 


THE PAUL CORNELL CO., Inc. 
580 Fifth Avenue, New York City 
Member: NOAB; ABC. 
Recognition: PPA; ABP; APA. 


Paut L. Cornett, President. Formerly with Marshall Field 
& Company, L. A. Westerman and Goodrich and Diamond 
Rubber Co. Fourteen years sales and advertising experience. 
NorMAN M. MARKWELL, Vice-President and Merchandising 
Director. Five years advertising manager for Nulomoline 
Co.; three years advertising manager for American Molasses 
Company; eight years advertising agency experience. Don- 
ALD W. CorNELL, Secretary and Radio Director. Formerly 
advertising manager for Federal Life Insurance Company, 
Chicago; five years active sales and sales promotion in Fed- 
eral Securities Corporation, Chicago; advertising staff Scrib- 
ner’s Magazine and Quality Group; four years advertising 
agency experience. Morton R. GoL_psMITH, Treasurer. Form- 
erly in the advertising department of the New York Times 
and Literary Digest; seven years vice president in charge of 
sales for the Buffalo Shirt Company. SAmMuet Swirt, Re- 
search Director. J. J. FLANAGAN, Space Buyer and Industrial 
and Business Paper Director. W. A. ARNER, Publicity News 
Service Director. S. Lynn Maxon, Production Director. 
J. R. GousHa, Copy Department. Matiack Price, Art Di- 
rector. WILLIAM MESSERSCHMIDT, Associate Art Director. 
Joun A. SipeBOTHAM, Visualizer. Sixteen accounts. Thirty- 
three employees. Three oldest accounts: The Irish & Scottish 
Linen Damask Guild, Inc., New. York School of Interior 
Decoration, Standard Varnish Works. Three largest ac- 
counts: Oneida Community, Ltd., Holeproof Hosiery Co., 
Hanan Shoes. Over 90% of this agency’s business came un- 
solicited, being attracted by the work done for others. This 
agency dares to break away from the conventional—as seen 
in their advertising of men’s shirts in women’s magazines 
(based on the fundamental that the majority of men’s shirts 
are bought by women). Especially noteworthy has been their 
sales and merchandising work for the Irish and Scottish Linen 
Damask Guild, Inc. A vigorous and versatile agency. 


CORNING, Inc. Established 1904 
830 Minnesota Building, St. Paul, Minn. 
Recognition: ANPA; PPA; ABP; APA. 


LEAVITT CORNING, President & Treasurer. His activities at 
present are devoted primarily to financing and general manage- 
ment of the organization. Louis MELAMED, Vice-President, 
Space, Merchandising Director. First joined the Corning Agency 
in 1916. Has had varied and extensive experience in merchan- 
dising and advertising. Lioyp R. Gates, Secretary, Space 
Buyer, Research Director. Was affiliated with several large in- 
dustrial concerns as advertising director before joining this com- 
pany. H. J. MatHews, Space Buyer. LEONARD KIMBERLY, 
Research Director. JoHN KieEpaiscn, Art Department. George 
QUERL, Accounting. 


COULTER & PAYNE, Inc. Established 1923 
Smith-Young Tower, San Antonio, Tex. 
Branches: Nixon Bldg., Corpus Christi, Tex. 
Recognition: ANPA; PPA; APA. 


Rosert G. Coutter, President, Space Buyer, Industrial and 
Business Paper Director, Account Executive. Eleven years 
in agency field as copy writer, space buyer, account executive 
and agency head. JoHNn Bos Payne, Vice-President, Radio 
Director and Merchandising Director. Eighteen years expe- 
rience in advertising, merchandising and art directing. JOHN 
V. BrocGan, Treasurer, Research Director, Publicity News 
Service Director. Three years experience as agency execu- 
tive; preceding twenty years as newspaper executive. H. M. 
GLAESER, Secretary. Nine years experience in office manage- 
ment. E. D. Grinsteap, Art Director. 


Established 1926 


Twenty-five accounts. Eight employees. Three oldest ac- 
counts: The Clegg Co., Burnett & Gosling, Corpus Christi 
Chamber of Commerce. Three largest accounts: San Antonio 
Municipal Advertising Commission, Uvalde Rock Asphalt Co., 
The Clegg Co. 


MANAGEMENT 


The 


Paul Cornell 
Company 
ADVERTISING AND MARKETING 


580 FIFTH AVENUE-NEW YORK 


{ 


end 


These are the ideals upon which 
this agency was founded: To be 
sincere with our clients, and to do 
our work to the best of our ability 


{ 


ad 


WE EXPECT OUR BUSINESS TO GROW 
ONLY AS A RESULT OF 
GOOD WORK 
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COWAN & DENGLER, Inc. 
25 West 45th Street, New York. 
Recognition: ANPA; PPA; APA. 


Stuart D. Cowan, President. 1924-1930 with Cowan & Deng- 
ler, Inc. Formerly with J. Walter Thompson for ten years in 
marketing and advertising on accounts. H. W. DENGLER, Jr., 
Secretary and Treasurer. With Cowan & Dengler Inc. from 
1924-1930. Formerly with Ivy Lee for twelve years specializing 
in advertising and marketing research. R. H. Quatt, Research 
Director. W. B. Ricketts, Merchandising Director. H. B 
DonovAN, Space Buyer. Eleven accounts. Thirty-five employ- 
ees. Three oldest accounts: International Cement Corp., Bankers 
Trust Co., American Agricultural Chemical Co. Three largest 
accounts: Hinze Ambrosia Inc., William R. Warner & Co., 
American Agricultural Chemical Co. The profits of this agency 
are divorced from variation in the size of allocations of a client’s 
appropriations because of the unique fee system under which it 
works. 


Established 1924 


COWAN & PRINDLE, Inc. 
654 Madison Avenue, New York. 
Recognition: PPA. 


THE CRAMER-KRASSELT CO. Established 1897 
425 Van Buren St., Milwaukee, Wisc. 
Branch: 851 No. Broad St., Philadelphia, Pa. 
758 Roosevelt Building, Los Angeles, Cal. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


F. G. Cramer, President, co-founder, advertising and mer- 
chandising since 1895. W. A. KrassELt, Vice-President and 
Treasurer, co-founder, general merchandising and business ex- 
perience for thirty-five years. A. W. SerIvLer, Vice-President 
and Secretary, in charge of service, with Cramer-Krasselt Co. 
twenty-three years. Formerly instructor in advertising at 
Marquette University. H. T. Dyson, Vice-President, with 
Cramer-Krasselt Co. twenty years. Formerly copywriter and 
account executive. A. L. VANpERJAGT, Vice-President, thirty- 
two years with Cramer-Krasselt. C. T. McEzroy, Assistant 
Treasurer, legal and general business experience twenty-one 
years with Cramer-Krasselt. C. M. DANIELL, Space Buyer. 
Fifty accounts 125 employees. Three oldest accounts: Wau- 
kesha Motor Co., The Maytag Co., West Bend Aluminum Co. 
Largest account: The Maytag Co. 


CRITCHFIELD & COMPANY 
14 East Jackson Boulevard, Chicago, Ill. 
Member: NOAB; AAAA. 
Recognition: ANPA; PPA; APA. 


CROOK ADVERTISING AGENCY 
Kirby Building, Dallas, Texas 
Recognition: ANPA; PPA; APA. 


SAMUEL C. CROOT CO., Inc. 
28 W. 44th St., New York City 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; ABP. 


SAMUEL C. Croot, President and Merchandising Director. 
Over twenty years’ experience in the advertising fields, han- 
dling mercantile, financial and institutional advertising. Ar- 
THUR R. ANDERSON, Vice-President. Was Eastern advertis- 
ing manager of The Literary Digest. Was connected with 
this publication for sixteen years. His experience covers 
both the agency and publishing field. Rosert M. Ferns, 
Vice-President and Copy Chief. Was for seventeen years 
the man behind the famous Rogers Peet advertising, which is 
credited with getting more out of small space than any other 
copy. STANLEY GrBson, Secretary, Art Director. JosEPH 
W. Morcan, Space Buyer. Epwarp L. Murray, Production 
Manager. Fifteen accounts. Twenty-five employees. Three 
oldest accounts: Wm. H. Jackson Co.. Wm. H. Plummer, 
Krementz & Co. Three largest accounts: Literary Digest, 
Aetna Casualty Insurance Co., Craddock-Terry Co. 


Established 1923 


CROSS & LaBEAUME, Inc. Established 1924 
250 Fifth Avenue, New York City 
Recognition: ANPA; PPA; ABP; APA. 


J. F. Cross, Jr., President and Secretary. E. I. LaBeauMe, 
Vice-President and Treasurer. Mr. Cross and Mr. LaBeaume 
Prior to engaging in agency work were engaged in writing, 
selling, planning and directing sales work as well as in adver- 
tising and publicity. A. Marte Maus, Space Buyer. 


The policy of this agency is to give close personal service to 
a limited number of national accounts. Its services are gen- 
eral. Hercules Powder Co., Remington Arms Co.; Inc., Rem- 
ington Cash Register Co., Inc., and Spencerian Pen Co. are 
the oldest of eight accounts. 


CROWELL, CRANE, WILLIAMS & CO., Inc. 
919 No. Michigan Avenue, Chicago, IIl. 
Member: NOAB. 

Recognition: ANPA; PPA. 


JOHN CURTISS CO., Inc. 
250 Park Avenue, New York. 
Recognition: ANPA; PPA; APA. 


CUTAJAR & PROVOST, Inc. 
420 Lexington Avenue, New York. 
Recognition: ANPA; PPA. 


THE DAKE ADVERTISING AGENCY, Inc. Established 1878 
121 Second Street, San Francisco, Cal. 
Member: NOAB. 
Recognition: ANPA; APA. 


L. W. Dake, President and Manager. Cuas. T. DECou, Vice- 
President and Merchandising Director. A. FRANKE, Secretary. 
A. LorETz, Space Buyer. 


Five employees. Three oldest accounts: Cutter Laboratory: 
Berkeley, Calif., Hotel Sutter, San Francisco, Haas Brothers: 
Fresno & S. F. Three largest accounts: Haas Brothers, Colloidal 
Products Corp., Shingle, Brown & Co. 


DAKE-JOHANET ADVERTISING AGENCY 
Established 1920 
407 East Pico Street, Los Angeles, Cal. 
Branch: 251 Kearny Street, San Francisco, Cal. 
Recognition: ANPA; ABP; APA. 


F. W. JoHANET, twenty-two years experience in advertising 
agency work. C. STANDEFER, twenty-five years as adver- 
tising manager, writer and in general agency work. T. TYLER 
SMITH, ten years in agency work following similar period 
as Space salesman. Account Managers buy space. 

Thirty accounts. Twelve employees. Three oldest accounts: 
James Sinclair, Old Mission Laboratories, Radium Appliance 
Co. Three largest accounts: Radium Appliance Co., Baal- 
mann’s Gas Tablets, Mothers Cake. 


DANIELSON & SON 
15 Westminster St., Providence, R. I. 


Fifty accounts. Twenty employees. Three oldest accounts: 
Brownell & Field Co., Citizens Savings Bank, J. Fred Gibson 
Co. Three largest accounts: Clicquot Club Co., Blackstone 
Valley Gas & Electric Co., Tri-Pen Manufacturing Co. 


D’ARCY ADVERTISING CO. Established 1906 
Missouri Pacific Building, St. Louis, Mo. 
Branches: Atlanta, Ga., Cleveland, Ohio; Toronto, Ont. 
Member: AAAA: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
W. C. D’arcy, President. J. F. OBERWINDER, Vice-President & 
General Manager. A. L. LEE, Vice-President. P. J. ORTHWEIN, 
Vice-President. E. H. Turner, Art Director, Vice-President. 
J. Y. Brown, Jr., Vice-President. F. W. Coste, Vice-President. 
C. C. PANGMAN, Secretary & Treasurer. J. E. SULLIVAN, F. C. 
WEBER, C. Horn, Space Buyers. J. M. DRrEsCHER, Research 
Director. G. Gray, Radio Director. H. L. Forp, Publicity 
News Service Director. H. Lupwie, Librarian. 


Twenty accounts. One hundred twenty-five employees. Three 
oldest accounts: Coca-Cola, Anheuser Busch, Inc., General Tire 
Co. Three largest accounts: Coca-Cola, Anheuser Busch, Inc., 
Shell Petroleum Corp. 

This agency has shown exceptional ability to hold its accounts; 
five of its most important clients have been with the agency from 
thirteen to twenty-four years. The facilities of its market re- 
search division are used extensively by the sales departments of 
its clients. It has long been a leader in outdoor advertising and 
now is conducting three of the most prominent national radio 
programs. 


DARLOW ADVERTISING CO. 
410 So. 19th St., Omaha, Neb. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


THE DAUCHY COMPANY 

9-15 Murray Street, New York. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
GeEorcE E. Harris, President, forty-five years in this company; 
GEorGE E. Harris, Vice-President and Treasurer, fourteen years 
in this company; Epwarp A. Mars, Vice-President, Industrial 


Established 1886 


Established 1867 


* and Business Paper Director and Publicity News Service Direc- 


tor, ten years in this company; ANNA V. GRACE, Secretary, thirty 
years in this company; A. L. BareTTI, Research Director and Mer- 
chandising Director; W. H. BENNETT; Space Buyer; FRED 
J. Boyp, Checking Department; L. G. KiLunp, Accounting 
Department. 
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THE DAUCHY COMPANY—(Continued) 


Fifty-one accounts. Three oldest accounts: Hiscox Chemical 
Works, fifty years, ‘‘Oxo” Limited, London, Eng., forty-five years, 
Allen S. Olmsted, thirty-five years. Have fifteen accounts which 
have been handled for from fifteen to thirty-five years, which is an 
indication of the profitable service given to clients. Equipped to 
cover any necessary field in advertising and marketing. 


DAVID, Inc. 
Merchants National Bank Building, St. Paul, Minn. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


BEN DEAN ADVERTISING AGENCY 
333 Michigan Trust Building, Grand Rapids, Mich. 
Recognition: PPA; APA; ABP. 


HENRY DECKER, Ltd. 
1350 Broadway, New York. 
Recognition: ANPA; PPA; APA. 


CHARLES H. DENHARD & CO. 
114 East 32nd Street, New York. 
Recognition: ANPA; PPA; APA. 


WILLIAM H. DENNEY CO., Inc. 
461 Eighth Avenue, New York City 
Member: AAAA. 

Recognition: ANPA; PPA; ABP. 


DE ROUVILLE ADVERTISING AGENCY 
11 North Pearl Street, Albany, N. Y. 
Recognition: ANPA; APA. 


Greorce S. De Rovuvitite, Owner, Space Buyer, Merchand'sing 
and Radio Director. Had twenty years’ experience in clothing 
manufacturing and specialty shop field before starting his 
agency, and has a thorough understanding of marketing and 
sales problems. Horace L. Hevenor, Manager, Research Di- 
rector and Space Buyer. Joined this agency in 1919 prior to 
which he had long experience in advertising department of 
newspapers. Epwarp A. KING, Industrial and Business Paper 
Director. BrertHotp HreymMaAn, Art Director. CLARENCE T. 
Lapp, Production Manager. 

Twenty-one accounts. Eight employees. Three oldest ac- 
counts: Delaware & Hudson Railroad Corp., E. J. Wilkins 
Co., Gloversville, N. Y., M. Denkert & Co., Johnstown, N. Y. 
Three largest accounts: E. J. Wilkins Co., Bagley & Sewall 
Co., Capital Knitting Co. Albany member of Lynn Ellis 
Group. 


ELMER H. DOE ADVERTISING AGENCY 
606 Columbia Building, Louisville, Ky. 
Member: NOAB. 

Recognition: ANPA; PPA; APA. 


DOLLENMAYER ADVERTISING AGENCY, Inc. 
519-529 Metropolitan Life Building, Minneapolis, Minn. 
Recognition: ANPA; PPA; APA. 


THE RALPH L. DOMBROWER CO., Inc. Est. 1920 
15th Floor, Central National Bank Bldg., Richmond, Va. 
Recognition: ANPA; APA; SNPA. 

Ratpu L. Domsrower, President, fifteen years experience in 

advertising and selling; Morton L. WALLERSTEIN, Vice-Presi- 

dent; Guy F. Sacer, Secretary-Treasurer; HELEN HERNDON, 

Space Buyer; Foster Vassar, Research Director; JAckK 

JeFFERS, Industrial and Business Paper Director; W. R. 

Havens, Radio Director; J. H. R. Pickett, Art Director; 

Epwarp I. WALLERSTEIN, Copy Chief. 


Fifteen accounts. Nine employees. Three oldest accounts: 
James McGraw, Inc., O. H. Berry & Co., Southern Stamp & 
Stationery Co. Three largest accounts: Schloss Bros. & Co., 
Baltimore, Md.; Central National Bank of Richmond, Rich- 
mond Hotels, Inc. : 


THE LEE E. DONNELLEY CO. Established 1922 
1747-46-48-49 Union Trust Bldg., Cleveland, O. 
Recognition: ABP; APA. 

Lee E. DonNeELLEy, President and Merchandising Director. 
Broad experience in handling industrial, plumbing and heat- 
ing equipment accounts. C. F. Sutvirr, Secretary and Treas- 
urer. Experienced in operating lines in automobile tire, con- 
struction and industrial fields. Guy A. BAKer, Account Ex- 
ecutive. A. S. Vocan, Research Director and Account Ex- 
ecutive. SANFORD SCHWARTZ, Space Buyer. 


Thirteen accounts. Eight employees. Three oldest accounts: 


Established 1921 


Est. 1919 


The Grabler Mfg. Co., The Ney Mfg. Co., The Republic 
Brass Co. Specializes in industrial, plumbing and _ heating, 
oil and oil equipment accounts. Member of Lynn Ellis Group 
of advertising agencies. 


DONOVAN-ARMSTRONG 
1211 Chestnut Street, Philadelphia, Pa. 
Member: ABC. 
Recogmtion: ANPA; PPA; ABP. 


Established 191] 


Varied experience in newspaper 
work, merchandising and sales activities. Twenty-five years’ 
agency experience. Author of books on advertising. J. C. 
ARMSTRONG, Partner. Thirty-three years’ experience in news- 
paper work and general agency service. J. A. McFappen, 
General Publicity Work and Space Buyer. Ten years with 
this agency. S. F. Haxton, Publicity News Service Director. 
Varied experience in newspaper and general agency work. 
R. W. Depexinp, Space Buyer. Kart L. Gauck, Research 
Director and Merchandising Director. J. Ropert TRUMBAUER, 
Art Director. W. E. Cox, Production Manager. 

Eighteen accounts. Twenty-five employees. Three oldest 
accounts: North Bros. Mfg. Co., Fayette R. Plumb, Inc, 
Henry Disston & Sons, Inc. Three largest accounts: Phila. 
Evening Bulletin; The Springfield Real Estate Co., (The 
Garrett Roads), Henry Disston & Sons, Inc. 


DOREMUS & CO. Established 1903 

44 Broad Street, New York City 

Branches: 208 LaSalle Street, Chicago, III. 

425 Bush Street, San Francisco, Calif. 

Van Nuys Building, Los Angeles, Calif. 

20 Kilby Street, Boston, Mass. 

1520 Sansom Street, Philadelphia, Pa. 

23 College Hill, E. C. 4, London, England. 

Member: NOAB. 

Recognition: ANPA; PPA; APA. 
Everett T. ToMLINSoN, Jr., President. WuLLiam H. Lona, 
Jr., Vice-President. Hucu BaAncrort, Secretary. Frank C. 
GouLpING, Assistant Secretary. J. C. Hoskins, Treasurer. 
W. E. Jacospy, Assistant Treasurer. Epwarp T. Kitpurr, As- 
sistant Treasurer. Harotp H. Seiper, Space Buyer. ARTHUR 
J. Cocsweti, Art Director. D. B. HoLLann, Production Man- 
ager. 


DORLAND AGENCY, Inc. 

205 East 42nd St., New York City 

Member: NOAB; ABC. 

Recogmtion: ANPA; PPA; APA. 
Howarp S. Happen, President and Treasurer, twenty-two 
years; H. Douctas Happen, Vice-President and Secretary, 
nine years; WILLIAM A. WILLIAMS, Assistant Treasurer, ten 
years; Tuomas M. Quinn, Vice President and Manager 
Foreign Dept., ten years; J. ELwoop WinGaTE, Vice-President, 
five years; Miss Swayne, Space Buyer; F. B. Woon, Vice- 
President, Research Director and Merchandising Director, ten 
years; ArcH. BERMINGHAM, Vice-President, five years; G 
Porter, Radio Director; Ozn1 Brown, Art Director; JAMEs 
ALLEN, Jr., Production Manager. 
Forty accounts. Thirty-two employees. Three oldest ac- 
counts: Chemical Bank & Trust Co., Brooklyn Trust Co., 
Ambassador Hotel Corp. Three largest accounts: French 
Line, Revillon Freres, Chamical. A medium sized agency 
with forty-seven years of advertising background. Has a 
foreign list of offices, including almost every important center 
of the world. One of the first to enter the foreign field in a 
large way and now one of the largest international agencies. 


DORRANCE, SULLIVAN & CO., Inc. Est. 1921 

130 West 42nd Street, New York City 

Member: ABC. 

Recognition: ANPA; PPA; ABP; APA. 
SturGES DorraANnce, President and Treasurer. Formerly vice- 
president of Thomas F. Logan, Inc. (now Lord & Thomas and 
Logan), advertising special sales promotion International 
Magazine Co., eastern advertising manager McClure Publica- 
tions; special representative staff Collier’s Weekly; general 
superintendent of production, J. Horace McFarland Co., Mt. 
Pleasant Press, Harrisburg, Pa. W. ArtHurR COLE, Vice- 
president in charge of production. Formerly in charge art 
and mechanical production for Barton, Durstine & Osborn; 
vice-president of The Corman Company; former president 
The American Institute of Graphic Arts. Harry E, HoucH- 
TON, Vice-President. Formerly advertising manager of Aetna 
Life Insurance Co., sales management of The Sesamee Co., 
sales promotion specialist of Burroughs Adding Machine Co. 
E. J. W. Prorritr, Vice-President. Formerly executive as- 
sistant to General Charles G. Dawes, Director of U. S. Budget; 
assistant to Admiral Palmer, President United States Shipping 
Board; president of the Investing Corp. Harry M. OVER- 
STREET, Secretary. Formerly Sales Manager Stewart Phono- 
graph Corp. Harry E. Pence, Contract Dept. Manager. 
Formerly Ass’t. to Advertising Manager American Tobacco 
Co. ArtHuR Eaton, Director of Copy. Formerly in charge 
of sales promotion of A. Atwater Kent Radio Co., copy direc- 
tor of Young & Rubicam, Inc. W. A. Aprrance, Art Direc- 


H. M. Donovan, Partner. 


Established 1883 
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DORRANCE, SULLIVAN & CO. Inc.—(Continued) 


tor. Formerly Art Director of James McCreery & Co.; Art 
Director of Charm Magazine. JouN CuHerry, Assoc. Art D°- 
rector. WaLter A. CapitaIn, Manager Mechanical Depart- 
ment. Formerly Service Production Dept. Carey Printing 
Co. Epwarp SpRINGSTEAD, Assistant Treasurer. ARTHUR 
BLAUVELT, Auditor. 


Twenty-two major accounts. A staff of forty odd. Oldest 
accounts: United States Shipping Board; Church & Dwight 
Co., Inc.; Copper & Brass Research Association; American 
Tobacco Co.; American Cigar Co. A prominent agency serv- 
ing such other important clients as Good Housekeeping Maga- 
zine, Hookless Fastener Company, Frank G. Shattuck Co., 
W. F. Schrafft & Sons Corp. The officers and staff have 
had broad experience in sales and executive positions with 
manufacturing, publishing and advertising concerns and clients 
comment on the ability of the agency to grasp the client’s 
point of view. The agency publishes a valuable monthly sta- 
tistical publication called, “Trends and Indications” of interest 
to sales and advertising executives which it circulates as its 
house organ. 


THE C. L. DOUGHTY ADVERTISING AGENCY CO. 
448 Main St., 30-31 Pickering Building, Cincinnati, O. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
C. L. Dovucuty, President. Fifty years’ experience. 
EwAN, Secretary-Treasurer and Space Buyer. Forty years’ 
experience. J. V. Ewan, Jr., Vice-President and Space Buyer. 
Ten years’ experience. C. T. HENpDERSON, Space Buyer. 
Six employees. Three oldest accounts: Southern Railway 
System, M. H. Mathews, Aeriform Laboratory. Three larg- 
est accounts are the same. 


CHARLES F. DOWD, Inc. 

408 Richardson Building, Toledo, Ohio 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
CHARLES F. Down, President and Treasurer. 
Vice-President and Radio Director. Ep. J. Rutan, Secretary. 
Eighteen accounts. Six employees. Three oldest accounts: 
Haughton Elevator & Machine Co., Edward N. Riddle Co., 
Toledo Edison Co. Three largest accounts: Defiance Spark 
Plugs, Inc., Christy Sales Co., Toledo Edison Co. 


J. Yi 


Established 1925 


RALPH B. Way, 


DOYLE, KITCHEN & McCORMICK, Inc. 
501 Fifth Avenue, New York. 
Recognition: PPA; APA; ABP. 


DRECHSLER-PEARD CO. 
1016-1020 Munsey Building, Baltimore, Md. 
Recognition: ANPA; APA. 


DUNHAM YOUNGGREEN LESAN CO. 
435 No. Michigan Avenue, Chicago, Iil. 
Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 


Joan H. DunHam, Chairman of Board. Founded agency in 1920. 
Previous seven years with two other of the largest agencies in 
Chicago in executive capacity. Previous to that district sales 
manager and special representative of two large national manu- 
facturers. Recognized as one of best creative directors of adver- 
tising campaigns in the West as well as an able merchandising 
counsel. C. C. YOUNGGREEN, President. Recently joined this 
organization after eighteen years of experience in key sales posi- 
tions and also for seven years of that time partner of leading 
agency in Milwaukee. Past President of Advertising Federation 
of America. Broad experience in sales and merchandising. 
H. R. Van GunTEN, Executive Vice-President; F. F. Wagner, 
Vice-President; R. J. STALEY, Space Buyer; D. H. Kine, Re- 
search Director. 


Eighteen accounts. Thirty employees. Three oldest accounts: 
Alfred Decker & Cohn, Williamson Candy Co., Chicago Great 


Western R. R. Three largest accounts: Pennzoil, Vollrath, 
Addressograph. 


Established 1920 


DYER-ENZINGER CO. 
Eastern Division, 285 Madison Ave., New York City 
Western Division, 800 Century Bldg., Milwaukee, Wis. 
Chicago Office, Willoughby Tower, Chicago, IIl. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 
Grorce ENZINGER, President—Advertising experience covering 
Newspaper advertising promotion for large metropolitan papers 
including the Shaffer Group—Manager Copy and Service De- 
partments of Barron G. Collier Company and two advertising 
agencies—founded Olson-Enzinger, Inc. in 1919 which merged 


with The George L. Dyer Company in 1930. J. W. Lee, Chair- 
man of the Board—was publicity director of the Pennsylvania 
R. R. System—associated with large nationally known pub- 
licity organizations—President of the George L. Dyer Com- 
pany. M. Morrison, Vice-President—Assistant Advertis- 
ing Manager S. F. Bowser Co.—Advertising & Sales promo- 
tion manager of Cyclone Fence Company for four years— 
Vice-President of Olson & Enzinger, Inc. C. F. BENNETT, 
Vice-President—Research, Sales promotion and copy-manager 
of Detroit office of C. H. Fuller Co—Advertising Agency— 
Western Representative of Conde Nast—Chicago Advertising 
Manager Rand McNally—President Koch & Co.—Associated 
with Lord & Thomas—Vice-President Olson & Enzinger, Inc. 
E. W. Feperer, Secretary, Treasurer and Space Buyer—As- 
sistant Actuary and Actuary of Life Insurance Companies— 
Advertising Representative Women’s and Trade Magazines— 
Advertising Manager of McClure’s Magazine—Secretary and 
Treasurer of Olson & Enzinger, Inc. S. H. GrELLERUP, Gen- 
eral Copy Director—was Advertising Manager United Elec- 
tric Light & Power Co.—Secretary New York Section of Na- 
tional Electric Light & Power Co.—Advertising Manager 
Standard Kid Mfg. Co.—Associated with George Batten Co. 
and Frank Seeman, Inc. 


New serving thirty-seven accounts—Is especially fitted to han- 
dle food, general, industrial, technical and agricultural ac- 
counts. 


EASTMAN, SCOTT & CO. Established 1919 
Mortgage Guarantee Bldg., Atlanta, Ga. 


E. Gerry EastMAN, President. Investment banking, financial 
advertising. Ten years with this agency. Myra Scott East- 
MAN, Vice-President. Printing, publishing, Eastern agency. 
One of the founders of this agency. Bruce Moran, Vice- 
President. Automotive and drygoods business papers, Eastern 
agencies. Five years with this agency. Rosert H. Scort, 
Vice-President. National candy, regional electric equipment 
and appliances, advertising director ,daily newspaper. Muss 
James EstHer WINN, Secretary-Treasurer. Newspaper fea- 
ture writer, retail merchandising, knit goods manufacture. 
Eight years with this agency. 


EHLBERT ADVERTISING SERVICE, Inc. 
75 East Wacker Drive, Chicago 
Recognition: ABP; APA. 

Mark K. Entsert, President and Treasurer. Ten years as 

head of own agency, preceded by two years newspaper and 

retail store experience. J. E. Marx, Vice-President. J. S. 

En.usert, Secretary. M. G. Harrretp, Space Buyer. 

Over twenty accounts. Six employees. Three oldest accounts: 

Gibbs & Co., J. L. Morrison Co., Estelle Dress Co. Three 

largest accounts: Gibbs & Co., St. Paul Fire & Marine Insur- 

ance Co., W. H. Howell Co. 


Est. 1920 


A. R. ELLIOTT ADVERTISING 
53 Park Place, New York. 
Recognition: ANPA; PPA; APA. 


A. W. ELLIS CO. 
40 Central Street, Boston, Mass. 
Member: NOAB; AAAA. 
Recognition: ANPA; PPA; APA. 


EMERY ADVERTISING CO. Established 1925 
1030 Planters Building, 408 Pine St., St. Louis, Mo. 
Recognition: ANPA; PPA; ABP; APA. 

CARLYLE Emery, President, Treasurer and Radio Director. 

Prior to founding Emery Advertising Company in 1925 was 

connected with Gardner Advertising Company of St. Louis. 

LEONARD HALL, Vice-President and Merchandising Manager. 

Prior to entering the agency business was for three years sales 

manager directing a national organization. D. A. VocEN- 

THALER, Research Director and Space Buyer and Media Plans 

Committee. H. A. WatTersury, Space Buyer, Media Plans 

Committee and Industrial and Business Paper Director.’ Jos. 

Ditton, Publicity News Service Director and Art Director. 

Witt Corsett, Production Manager. 

Twelve accounts. Twelve employees. Three oldest accounts: 

Hamilton-Brown Shoe Co., Medart Company and Eternit, 

Inc. Three largest accounts: Eternit, Inc., Eisenstadt Mfg. 

Co., and Jefferson Hotel. 


EMPIRE ADVERTISING SERVICE 
11 West 42nd St., New York City 
Recognition: ANPA; PPA; APA. 

Frep F. Roepinc; LAWRENCE WEINER. 

Five employees. 


Est. 1918 
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F. A. ENSIGN ADVERTISING AGENCY, Inc. 
Established 1912 
1850 Koppers Building, Pittsburgh, Pa. 
Recognition: ANPA; APA. 
W. C. ArtHer, President and Merchandising Director. Ac- 
tively engaged in marketing and advertising since 1919, spe- 
cializing in handling products marketed through retail chan- 
nels, including drug, food, hardware, etc. W. R. Hovis, Vice- 
President. Actively engaged in advertising and marketing 
since 1916, specializes in handling food and hardware items. 
J. R. ArtHer, Vice-President and Research Director. Has 
done extensive research work and handled introduction of new 
items in food, drug and hardware lines. K. A. GAFFNEY, 
Space Buyer. 
Eleven accounts. Twelve employees. Three oldest accounts: 
Marvel Products Co., Rosebud Perfume Co., Nozol Co. Three 
largest accounts: Viviano Macaroni Co., Marvel Products Co., 
Nozol Co. 
THE ERICKSON CO., Inc. - 

230 Park Avenue, New York City 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Newcoms CLEVELAND, Chairman of the Board. A. W. Ericx- 
son, President. Harry Dwicut Situ, Vice-President and 
General Manager. E. C. BENNETT and A. R. GriswoLp, Vice- 
Presidents in Charge of Service. Guy H. RicHarps, Vice- 
President in Charge of Media. J. L. ANperson, Secretary and 
Treasurer. SepLEY Brown, Director of Marketing. H. A. 
TuHompson and E. C. DonecAn, Service Managers. STAN- 
ForD Briccs, Director of Creative Work. S. K. WItson, 
Copy Director. Dr. W. J. Rerttty, Director of Research. 
JEROME Beatty, Director of News Publicity. F. A. McManon, 
Manager of Radio Department. G. B. DEARNLEY, Manager of 
Mechanical Production. 

An advertising agency that has a reputation for its ability 
to view advertising from the standpoint of business, to fit 
sound plans into the true needs of market and profit, and 
presents ideas showing originality and imagination, controlled 
yet none the less inspired by facts. The Erickson Company 
provides an inclusive service embracing all advertising ac- 
tivities, with an eye and effort to many other things than the 
mere “filling of space,” including business and sales counsel, 
market research, news-publicity, radio advertising, product 
styling, dealers helps, direct-mail advertising and merchandis- 
ing service. Among their largest clients are Congoleum-Nairn, 
Inc., Valspar Corporation, The Bon Ami Co., the Barrett Co., 
The United States Tobacco Co., and Technicolor, Inc. 

As of October 1, 1930 a merger was effected between the 
H. K. McCann Co. and the Erickson Co. 


E. N. ERICKSON ADVERTISING AGENCY 
15 Park Row, New York. 
Recognition: ANPA; APA. 


ERWIN, WASEY & CO. Established 1914 

420 Lexington Avenue, New York City 

Branches: 230 N. Michigan Ave., Chicago, III. 

1020 Lloyd Bldg., Seattle, Wash. 

507 Montgomery St., San Francisco, Cal. 

Petroleum Securities Bldg., Los Angeles, Cal. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
L. R. Wasey, Chairman of the Board. A. H. Kupwner, Presi- 
dent New York and Chicago, Vice-President, San Francisco, 
Los Angeles and Seattle. O. B. WunTERs, Vice-President, 
New York and Chicago, San Francisco, Los Angeles, Seattle. 
A. W. Hoster, Vice-President, New York and Merchandising 
Director. M.S. Knicut, Vice-President New York and New 
Business Department. CHESTER Foust, Vice-President and 
Managing Director, Chicago. W. S. Hoyt, Vice-President 
and Merchandising Director, Chicago. O. S. Bryn, Vice- 
President and Art Director, Chicago. J. W. Sturpivant, 
Space Buyer, New York. L. J. DELANEY, Space Buyer, New 
York. E. R. Gampste, Space Buyer, Chicago. L. R. Honice, 
President and Managing Director, San Francisco, Los An- 
geles, Seattle. W. E. Krarrt, Vice-President and Manager, 
Seattle. T. N. Tveter, Space Buyer, New York. J. W. MIL- 
LARD, E. M. Rusumore, Research Directors. S. Fuson, Pub- 
licity News Service Director. F. H. Witson, Production De- 
partment. Paut Newman, Art Department. 
Ninety accounts. One hundred fifty employees. Three oldest 
accounts: Goodyear Tire & Rubber Co., Inc., Forhan Co., Inc., 
Hoover Suction Sweepers. Three largest accounts: General 
a Corp., Goodyear Tire & Rubber Co., Inc., Forhan Co., 
nc. 


EVANS ASSOCIATES, Inc. 
225 N. Michigan Avenue, Chicago, IIl. 
Member: NOAB. 

Recognition: ANPA; ABP; APA. 


Established 1901 


W. H. Evans, President and Treasurer. R. R. SHUMAN, Asso- 
ciate. J. C. Evans, Secretary. J. C. Tetter, Space Buyer. 
K. V. Reep, Merchandising Director. J. H. Stripiine, Art Di- 
rector. 

Serves 25 clients, and is especially fitted for technical and semi- 
technical accounts. Experienced in preparing sales analyses and 
for many of its clients acts as a complete advertising and sales 
promotion department. 


EVANS, KIP & HACKETT, Inc. 
386 Fourth Avenue, New York. 
Member: AAAA. 
Recognition: ANPA; PPA; APA; ABP. 


EWING, JONES & HIGGINS, Inc. Established 1926 
36 West 44th Street, New York. 
Branch: North American Building, Philadelphia, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


JosEPH EwIne, President. Formerly Vice-President in charge of 
sales for Simmons Bed Co., and Phillips-Jones Corp. (Van Heusen 
Collars). Also with Fuller-Smith Agency. THomas M. Jongs, 
Vice-President, Treasurer and Director of Marketing and Re- 
search. Formerly Vice-President of the George W. Edwards 
agency and advertising manager of Philadelphia Press. ALFRED 
K. Hicerns, Vice-President, Radio Director and Publicity News 
Service Director. Formerly manager of copy department of 
N. W. Ayer Sons, U. S Advertising Corp. (Toledo) and Frank 
Seaman & Co. Howarp H. Yaw, Secretary and Research Direc- 
tor. Previous connections with Firestone Tire and Rubber Co., 
and Fels & Co. GRoOsvVENOR L. BALE, Assistant Treasurer and 
Industrial and Business Paper Director. Formerly with Frank 
Presbrey Co. and Welsback Company. GEORGE H. SCHIEssER, 
Space Buyer. 

Twenty-five employees. Three oldest accounts: Keystone Lubri- 
cating Co., Audubon Wire Cloth Co., and L. H. Gilmer Co. Three 
largest accounts: Kirkman and Son, Enders Razor Co., and Gil- 
mer & Co. This organization, while fundamentally an advertising 
agency with every facility for the planning, preparation and 
placing of all kinds of advertising, has, in addition, a highly de- 
veloped merchandising and marketing division. 


FAIRALL & CO. Established 1919 
1210 Capitol Theatre Bldg., Des Moines, Iowa 
Recognition: ANPA; ABP; APA. 


L. R. Farratt, President. Fifteen years in agency, general ad- 
vertising and merchandising work. H. WARREN SHAw, Mer- 
chandising Director. Formerly copy and contact man with 
Chicago agencies, and in field sales promotion work. J. L. 
RueseL, Industrial and Business Paper Director. Formerly 
with Brocklan & Moore Agency, St. Louis. C. R. DuDbLey, 
Research Director and Publicity News Service Director. Sev- 
eral years field promotion work with Hanscher Foundation. 
Meruin G. Enasnit, Art Director. Emerson WINTERS, Radio 
Director. M. B. ALEXANDER, Space Buyer. 


H. W. FAIRFAX ADVERTISING AGENCY, Inc. 
521 Fifth Avenue, New York. 
Recognition: ANPA; APA. 


FAXON, Inc. Established 1891 
Room 405, 540 N. Michigan Ave., Chicago, Ill. ; 
Branches: 412 Stormfeltz-Loveley Bldg., Detroit, Mich. 
Member: ABC. 

Recognition: ANPA; PPA; ABP; APA. 


W. E. Faxon, President and Treasurer. Eighteen years in 
advertising agency. Faxon, Vice-President. M. 
LANGAN, Secretary and Space Buyer. Ten years in adver- 
tising work. WeENDELL WALKER, Research Director. G. H. 
Stmonson, Production Manager. 


Forty accounts. Twenty-three employees. Three oldest ac- 
counts: Continental Scale Works, Kissproof, Inc., Smith 
Typewriter Sales Corp. Three largest accounts: Kissproof, 
Inc., Fireside Industries, The Milson Co. 


FECHEIMER, FRANK & SPEDDEN, Inc. 
1224 Maccabees Building, Detroit, Mich. 
Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 


Sipney M. Fecuermer, President and Space Buyer, Advertis- 
ing Manager Truscon Steel from 1906 until 1925; E. G. 
FRANK, Advertising Manager Truscon Laboratories 1914-1919, 
head of Copy Department, Campbell Ewald Co. 1919-1925; Ro- 
LAND G. SpPEDDEN, Manager Retail Division Campbell Ewald 
Co. 1921-1925, Merchandising Director; A. B. CALDWELL, Art 
Director; J. H. Gast, Production Manager. 


Twenty-eight accounts. Fourteen employees. Three oldest ac- 
counts: Truscon Steel Co., Chamberlin Weatherstrip Co., Bu 
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Advertising Agency, 


E D E R A L 


SIX EAST THIRTY-NINTH STREET, NEW YORK 


* 


SELECTING the right agency to co-ordinate your Advertising and 
Selling for maximum dividend paying power is as easy as A. B.C. 
if you remember: 


“Put it up to Men Who Know Your Market.” Twenty-two years 
ago Federal’s Birth Announcement concluded with the above 
words. It was the declaration of a principle that has since become 
common law in successful advertising practice—the principle 
that advertising and merchandising are synonymous. 


“The Interrupting Idea” in Advertising and Selling—the Inter- 
rupting Idea is a thought so expressed in advertising that it inter- 
rupts the reader, focuses his attention, registers in his memory and 
impels him to buy—AND, it is demonstrable at the point of sale. 


“The 3-Point Contact” insures uniformly effective service to all 
our clients. An Executive who plans and supervises, a copy writer 
who creates and a detail representative who follows through com- 
prise a complete contact that gives each Federal client a Special 
Service of his own inside Federal, effectively supplemented by 
the resource and counsel of the entire staff. 


Sates Manacers will appreciate the fact that Federal clients have 
averaged over ten years with [ederal since its birth twenty-two 
years ago—perhaps, because Federal advertising always works with 
the salesman. It is the only advertising agency that has built its ser- 
vice on the above fundamentals. Its clients will tell you how it works, 


* 


Incorporated 
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FECHEIMER, FRANK & SPEDDEN, Inc.—(Continued) 


Dog Electric Products Co. Three largest accounts: Truscon 
Steel Co., Chamberlin Weatherstrip Co., Bull Dog Electric 
Products Co. 


FEDERAL ADVERTISING AGENCY, Inc. 
Established 1908 

6 East 39th Street, New York City 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Rospert TINSMAN, President. Newspaper experience; seven 
years in charge of service department of Dry Goods Econo- 
mist; twenty-one years of agency experience. J. J. GEISIN- 
GER, Vice-President. Thirty years of advertising and market- 
ing experience, covering practically every kind of product. 
CarL KAUFMAN, Treasurer. Experience as advertising man- 
ager; over twenty years of agency experience. F. E. Nixon, 
Secretary. Two years salesman; two years of department store 
experience; two years with the Dry Goods Economist. Twen- 
ty-one years of agency experience. Fred Bruns, Copy Chief 
and head of Service Department. Fifteen years of agency 
experience. D. E. Ropinson, Research and Merchandising 
Director. Department Heads—T. H. SHANLEY, Production; 
GeorcE DietricH, Auditing; HucH Connet, Art. H.R. BAYLE 
and J. F. Becx, Space Buyers. 


Thirty-six accounts. Sixty-five employees. Three oldest ac- 
counts: American Safety Razor Corp., Strathmore Paper 
Co., and I. B. Kleinert Rubber Co. Three largest accounts: 
Sinclair Refining Co., American Safety Razor Co., Thomas A. 
Edison, Inc. Sales executives credit the executives of this 
agency with an unusual understanding of their problems— 
due perhaps to the sales training and business paper experience 
of the same executives before entering the agency field. The 
famous “Interrupting idea copy basis” was born in this agency. 


FENSHOLT & ALLBRIGHT Established 1922 
549 W. Washington St., Chicagc 
Recognition: ANPA; PPA; ABP. 
A. H. Fensuoxit, Space Buyer. Formerly advertising manager 
Allen Bradley Co., Milwaukee, Wisc. R. D. ALLBRIGHT, Space 
Buyer. Formerly assistant sales manager Kimble Electric 
Co., Chicago. 
Six accounts. Nine employees. Three oldest accounts: Allen 
“agg dl Co., Belden Mfg. Co., Kimble Elec. Co., Jewell Elec. 
nst. Co. 


FERRY-HANLY ADVERTISING CO. Est. 1908 

6 North Michigan Ave., Chicago, III. 

1110 Grand Ave., Kansas City, Mo. 

11 W. 42nd St., New York, N. Y. 

404 Central Trust Bldg., Rock Island, Ill. 

Member: AAAA; NOAB; ABC, 

Recognition: ANPA; PPA APA, 
WaLtaceE J. Ferry, Kansas City, President. Was associated 
with Kansas City Star. Has advertising writing experience. 
Advertising agency executive for twenty-two years. C. P. 
Hanty, New York, Vice-President. In sales work two year. 
Twenty-two years’ experience on copy and sales plans and 
as agency executive. W. A. Kramer, Chicago, Vice-President. 
Eighteen years in publishing and agency field. Nine years 
account executive Ferry-Hanly. James E. SticKNey, Kansas 
City, Secretary. With Kansas City Star twelve years. Agency 
officer and account executive twelve years. Bruce B. BREWER, 
Kansas City, Treasurer and Account Executive. Paut R. 
Preston, Rock Island, Manager and Account Executive. H. W. 
Scott, Space Buyer, Kansas City Office. Marton MEANOR, 
Space Buyer, Chicago Office. H. E. LenMaAn, Space Buyer, 
New York Office. 


About one hundred accounts. Three oldest accounts: Nonspi 
Co., Long-Bell Lumber Co., H. D. Lee Mercantile Co. Three 
largest accounts: Johnson & Johnson, Skelly Oil Co., George 
E. Keith Co. 


THE LAWRENCE FERTIG CoO., Inc. 
150 Madison Avenue, New York. 
Recognition: ANPA; PPA; ABP; APA. 


LAWRENCE FErTIG, President. Assistant Advertising Manager 
for A. I. Namm Department Store, B’klyn. Account Executive 
and secretary, Carr & Columbia Advertising Agency. Has 
written merchandising plans for more than fifty different types of 
business. Especially acquainted with textiles, women’s shoes, 
household appliances, tobacco products, motion pictures and cos- 
metics. ALEXANDER SLAVITT, Vice-President and General 
Manager. Formerly Advertising Manager of Packard Motor 
Car Co. of New York. Special Sales Promotion Manager, New 
York American. Chief advertising writer for Encyclopaedia 
Britannica. Contributor to business magazines. ARCH GAFFNEY, 
Account Executive and Merchandising Director. Butterick Co., 


Established 1923 


doing food merchandising work. Expert in the food field. Mar. 
jJORIE L. BaRcLay, Account Executive. Has written merchan- 
dising plans for women’s style accounts for a number of years, 
ANNE Lane, Account Executive. Has directed promotion work 
and advertising for the past fifteen years in the women’s field, 
N. S. Parsons, Account Executive. Account Executive for 
Winsten & Sullivan, Inc., contracting one of the leading radio 
manufacturers. EvELYN M. AHLSTRAND, Space Buyer. Stan. 
LEY Dusek, Art Director. ALBERT SEADLER, Research Director, 


Twenty accounts. Thirty employees. Three oldest accounts: 
C. G. Gunther’s Sons, Metro-Goldwyn-Mayer Corp., Waverly 
Fabrics. Three largest accounts: Metro-Goldwyn- Mayer, La 
Palina Cigars, C. G. Gunther. 


THE FIELD ADVERTISING SERVICE _ Est. 1914 
503-507 Lumber Insurance Bldg., Indianapolis, Ind. 
Recognition: ANPA; ABP; APA. 


V. Ernest Fretp, Space Buyer. Ten years with Bobbs-Mer- 
rill Publishing Co. Handles and directs all divisional details 
on accounts. RALPH G. ELvin, Space Buyer. Earlier connec- 
tion with Russell M. Seeds Adv. Agency and the Prestolite 
Co. Handles and directs all divisional details on accounts. 
Twenty-two accounts. Three employees. Three’ oldest ac- 
counts: Noblesville Milling Co., National Map Co., Associated 
Lumber Mutuals. Three largest accounts: Associated Lumber 
Mutuals; Central Manufacturers Mutual Insurance Co., Na- 
tional Map Co 


FISHER-WILSON ADVERTISING AGENCY 


Established 1904 

1627 Locust St., St. Louis, Mo. 

Branch: 1421 Chestnut St., Philadelphia, Pa. 

Member: AAAA; NOAB. 

Recognition: ANPA; ABP; APA. 
L. Levick Harrison, President, Treasurer and Space Buyer. 
Formerly with Stonega Coke & Coal Co., Franklin D’Olier 
Co., F. Wallis Armstrong Co., Edwards, Ewing & Jones. 


Wo. Newso_p Ey, Jr., Vice-President. Formerly slag Guar- : 


anty Trust Co., New York, Brown Brothers & Co., Ewing, 
Jones & Higgins. Louis P. FisHer, Secretary. Three years 
sales and sales management experience in the grocery and 
drug field. Seven years in the agency business serving prin- 
cipally food and drug accounts. 


Fifteen accounts. Ten employees. Two oldest accounts: 
Central Shoe Co., Manchester Mfg. Co. Three largest ac- 
counts: Central Shoe Co., The C. Pardee Works, Ambler 
Asbestos Shingle & Sheathing Co. 


FITZGERALD ADVERTISING AGENCY, Inc. 
Established 1926 

Southern Bldg., 833 Howard Ave., New Orleans 

Branch: 415 Lexington Ave., New York 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
Cuirrorp L. Firzceraup, President. Jor L. KitLEENn, Vice- 
President and Secretary. JosepH H. Epstein, Vice-President. 
F. Santry ReEep, Research Director. CHARLES D. MULLER, 
Merchandising Director. T. Brverty Moopy, Space Buyer. 
Mrs. Leona R. NELKEN, Director of Household Economics 
Bureau. R. A. Stevens, Director of Service. Kent LiGHry, 
Manager, New York Office. CLARENCE REEDER, Art Director. 
Among the largest accounts are: Pan American Petroleum 
Corporation, Southern Cotton Oil (Wesson Oil and Snow- 
drift), and New Orleans Association of Commerce. 


FLAGLER-McCUAIG, Inc. Established 1915 
73 W. Eagle St., Buffalo, N. Y. 
Recognition: ANPA; APA. 


C. B. McCuaic, President and Space Buyer. Seventeen years 
in advertising work. Morse I. Fi AGLER, Secretary, Treasurer, 
and Space Buyer. Eleven years’ advertising experience. 
Merchandising and Research are directed by the two principals. 
This agency formerly De Forest Porter Advertising Service, 
Inc., is especially fitted for general, technical, school, resort, 
mail- order and direct selling advertising. Employs specialists 
in radio, business paper, outdoor and direct-mail advertising 
and publicity news service. Handles forty-one accounts, the 
three largest of which are Citizens’ Safe Deposit Co., Gino 
Pill Co., Inc. and J. A. Webb Belting Co., Inc. The three 
oldest accounts: R. W. Bixby, Inc., Ford Hotel and A. F. 
Meyer & Sons Co 


PAUL A. FLORIAN ADVERTISING AGENCY 
105 West Adams Street, Chicago, Ill. 
Recognition: PPA; APA. 


RICHARD A. FOLEY ADVERTISING AGENCY, Inc. 
1600 Arch Street, Philadelphia, Pa. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 
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“ITECHNIQUES MAY CHANGE BUT 
“ TFUNDAMENTALS ARE PERMANENT 
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ialer f continuity of purpose in the advertising of 
1926 | commodities is an attribute of success, then surely continuity of ideals, of policies, of man- 


; agement In the agency entrusted with the advertising of commodities is likewise a factor in a 
ent 
wet | successful agency relationship. e e e The twenty-three years of Ferry-Hanly history have 
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rT been under one management. In these times of quick and frequent changes, this stability is 
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1915 not merely an accomplishment. It Is, because of the comparative youth of the men who direct 


ae Ferry-Hanly, a promise for the future. eee One safely may assume that the reasons for 
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vice I which he selects Ferry-Hanly today will be the reasons why he will be a client ten or twenty 
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Gino years hence. Men of maturity may change their techniques, but they do not desert the 
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fundamentals that brought SUCCESS. 0 @ @ 


FERRY-HANLY ADVERTISING COMPANY 
Kansas City * Chicago % New York e Rock Island + St. Louis 
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FONDA-HAUPT CO., Inc. Established 1916 
286 Fifth Avenue, New York. 
Member: AAAA. 


Recognition: ANPA; PPA; ABP; APA. 


D. H. Fonpa, President and Treasurer. Fifteen years head of 
present agency. Prior to that fifteen years in advertising and 
selling work. C. F. Donerty, Vice-President and Secretary. 
Fifteen years with present agency in charge of copy and produc- 
tion. RIcHARD K. STOVER, Space Buyer. 


Twenty accounts. Ten employees. Three oldest accounts: 
Benjamin & Johnes; Clipper Belt Lacer Co.; Griswoldville Manu- 
facturing Co.; Three largest accounts: Benjamin & Johnes; 
Clipper Belt Lacer Co.; Griswoldville Manufacturing Co. 


FOREIGN ADVERTISING & SERVICE Established 1906 
BUREAD, Inc. 

101 West 31st Street, New York. 

Branches: 53-54 Haymarket, London, S. W. 1, England; 

Galeria Guemes, Buenos Aires, Argentina, Praca Marechal 

Floriano 7, Rio de Janeiro, Brazil. 


Maurice PERELES, President, thirty years marketing and sales 
experience abroad. Louis D. Ricci, Vice-President, formerly 
manager Texas Oil Co., Brazil. J. L. ROBERTSON, Secretary. 
N. De FivippEs, Treasurer, Space Buyer. F. A. WALSH, R. F. 
KENDALL, Account Executives. 

Forty-five accounts. Sixty-seven employees. Three oldest ac- 
counts: Champion Spark Plug Co., Kermath Marine Engine, 
Westinghouse Electric International Co. Three largest accounts: 
Westinghouse, Stanco, Inc., West India Oil Co. 


FOSTER & DAVIES, Inc. Established 1922 

Keith Bldg., Cleveland, O. 

Recognition: ANPA; PPA; ABP; APA. 
F. C. Foster, President and Merchandising Director. Formerly 
sales director of Laundryette Mfg. Co. and before that as- 
sistant sales manager of Buckeye division of National Lamp 
Works. Has had wide experience in opening up territory and 
developing sales through distributors, dealers and public utili- 
ties. Maxton R. Davirs, Vice-President and Treasurer. Re- 
search and Industrial and Business Paper Director. Formerly 
account executive with J. Walter Thompson Co., then 
Vice-President Dunlap-Ward Advertising Co. Twenty 
years’ experience in selling and merchandising in a variety of 
fields. R. “P. Askue, Vice-President. Twelve years in ad- 
vertising business. Formerly with Thomas F. Logan, Inc., 
and then with Lord & Thomas and Logan. Everett RHODES 
CastLe, Merchandising Counselor. H. G. Hitt, Space Buyer. 
Seventeen accounts. Twelve employees. Three oldest ac- 
counts: Guardian Gas Appliance Co., The Laundryette Corp., 
The Midland Steel Products Co. Three largest accounts: 
National Lamp Works of General Electric Co., The Miller 
Co., Noma Electric Corp. Planned and carried out for elec- 
trical industry the national celebration of “Light’s Golden 
Jubilee” in 1929. Makes close study of clients’ markets and 
members of organization frequently make trips for and with 
clients for that purpose. 
FOX & MACKENZIE Established 1922 
1214 Locust St., Philadephia, Pa. 
Member: ABC. 
Recognition: ANPA; APA. 


J. B. Mackenzir, President. Eighteen years in advertising 
and agency work. W. A. Fox, Secretary and Treasurer. 
Twenty years in agency work, in selling, sales management 
and advertising. C. T. Mitier. Experienced in merchandis- 
ing, selling, and marketing and previous agency work. H. O. 
CLAYBERGER. Twenty years’ experience in every phase of ad- 
vertising agency service. 

Twenty accounts. 


ALBERT FRANK & CO. 

165 Broadway, New York City 

Branches: 134 So. LaSalle St., Chicago, II. 

155 Sansome St., San Francisco, Cal. 

108 West 6th St., Los Angeles, Cal. 

11 Avery St., Boston, Mass. 

12th & Jefferson Sts., Portland, Ore. 

Otis Bldg., Sansom & 16th St., Philadelphia, Pa. 

Lloyd Building, Seattle, Wash. 

5 New Bridge St., London, England 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
FRANK J. ReyNotps, President and Treasurer. Ltoyp B. 
Myers, Vice-President and Art Director; Louis H. Strouse, 
Secretary; JAMES McKay, Assistant Treasurer; GrorGE Borst, 
Assistant Secretary; JoHN H. ScHwartiInc, Vice-President 
and Director of Financial Advertising; J. BARTLETT Hyporn, 


Established 1872 


Vice-President, Director of Merchandising, Marketing and 
Research; W. Frank McCture, Vice-President, Director of 
Chicago Branch; Aucust HirscHspaum, Vice-President, Di- 
rector of Boston Branch; Rospert J. Herts, Vice-President, 
Director of Sales; E. W. KimMevserc; Vice-President; E. E, 
ALBERTSON, General Manager of Coast offices; GrorcE L. Fos- 
TEL, Space Buyer. 

175 employees. The second oldest agency in the country. It 
is well known internationally and has offices in important cities 
in the United States. Its list of clients, over two hundred in 
number, include some of the most important national adver- 
tisers, many of whom it has served for upwards of forty years, 
Has an adequate staff of research and merchandising experts, 
and employs specialists in radio, outdoor, direct mail adver- 
tising and publicity news service. 


FREEZE-VOGEL-CRAWFORD, Inc. Est. 1927 

441 Broadway, Milwaukee, Wis. 

Branches: Green Bay, Wis.; 333 N. Michigan Ave, 

Chicago, Ill. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
CHESTER D, FREEzE, President and Merchandising Director, 
Nineteen years’ evxperience in advertising and sales work. 
Five years with Curtis Publishing Co. Formerly account exec- 
utive of Dyer & Enzinger, Milwaukee, president of the Koch 
Co., Milwaukee. Huco C. VocEL, Treasurer, General Manager 
and Vice-President. Four years in advertising field following 
seven in the leather trade. Howarp M. Lanperar, Secretary, 
Long experience in advertising and newspaper field, over 
twelve of them as advertising manager and account executive, 
E. F. Zetsic, Assistant Secretary. Experienced as advertising 
manager and account executive. JoHN J. LAWLeEr, Research 
Director. T. Faxon HALL, Radio Director. Bert S. Gittins, 
Publicity News Service Director. E. R. Hotz, Auditing 
Department. Assistant Treasurer. 
Fifty-eight accounts. Thirty-one employees. Three oldest 
accounts: Flax-li-num Insulating Co., Webster Electric Co, 
Alb. H. Weinbrenner Co. Three largest accounts: Allis- 
Chalmers Mfg. Co., Jos. Schlitz Beverage Co., Milcor Steel Co. 


FREEZE-VOGEL-LEOPOLD, Inc. 
333 No. Michigan Avenue, Chicago, Ill. 


CHARLES DANIEL FREY CO. 
333 N. Michigan Ave., Chicago, Ill 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


CuHaArLES DANIEL Frey, President, Treasurer, Merchandising 
Director. Headed his own advertising company for twenty 
years, seven years newspaper editorial and art, five years print- 
ing and lithography. Rogperr B. Davis, Vice-President, 
Secretary and Copy Director. Fifteen years in advertising, 
five years wholesale hardware. W. O. FLoine, Vice-President. 
Fifteen years’ experience as head of his own advertising plan 
service. R. G. TIMMERMAN, Space Buyer and Radio Director. 
F. Jacopson, Research Director. C. S. Henpry, Industrial 
and Business Paper Director. E. Werner, Art Director. 
GLADSTONE, Production Director. 

Fifteen accounts. Accounts include: Crane Co., S. Karpen & 
Bros., U. S. Radiator Corp., Bell & Howell Co., Marshall 
Field & Co., Retail. 


FREYSTADT-JURASCHEK, Inc. 
17 East 49th St., New York City 
Recognition: ABP; APA. 

FRANCIS JURASCHECK, President, Secretary, Research and 

Merchandising Director. Twelve years extensive advertising 

experience, backed by eight years of engineering work, with 

special merchandising experience in generation, transmission 
and power field, materials handling, hardware, etc. EVERETT 

M. Freystapt, Vice-President and Treasurer. Five years’ 

advertising experience backed by thirteen years’ sales et- 

gineering experience in building construction and mechanical 
fields. Both principals space buyers. G. P. Scorso, Produc: 

tion Manager; Frank Haines, Art Director; Miss ANNE B. 

KeNnNneEpy, Accounting Director. 

Sixteen accounts. Eight employees. Three oldest accounts: 

American Machine & Foundry Co., Palmer Bros. Engines, 

Inc., and Wickwire Spencer Steel Co. Three largest accounts: 

American Machine & Foundry Co., Wickwire Spencer Steel 

Co., Manning Maxwell & Moore, Inc. Specializes in the 

power and in materials handling equipment, hardware, marine 

and electrical fields, etc. Bases copy on thorough research, 
market and merchandising analysis, but do not attempt t0 
supplant sales manager. 


FRIEND ADVERTISING AGENCY 
171 Madison Avenue, New York. 
Recognition: ANPA; APA. 
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TO DO A FEW THINGS WELL... 


We would rather work intimately with a few clients than casually with many. Such an operation, we 
believe, produces most from the eight hours each day that our forty people have to devote to our 
clients’ problems, and as this closely applied attention benefits our clients, it benefits ourselves. 


Each of our clients receives the services of eight specialized groups within the Agency that function 
on his problems as a single unit. The merchandising, the research department; the interesting bureau 
under the direction of a capable woman, who devotes her time to the problems of women .. . styles 
and trends, all tied together under the direct supervision of an officer of the Company and a crea- 
tive man serving as junior account executive. 


Some people say we have been successful. If we have, it is because this method of operation has 
enabled us to know more about the job in hand, and to better contribute to our clients’ advertising. 
It has given us an opportunity to become truly a part of the clients’ organization and to direct our 
work toward increased sales, lowered cost of sales and advertising and sales efficiencies. 


Our clients have been successful in building healthy sales volume, and this is the thing that interests us. 


FITZGERALD ADVERTISING AGENCY, INC. 
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LOUIS H. FRROHMAN 

10 East 40th St., New York, N. Y. 

Member: ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Louis H. FroHMAN, Selling experience in automobiles and 
printing. ALIce ELprepce, Space Buyer and Stylist; JoHN 
KINGMAN, Jr., Space Buyer and Industrial on Business Pa- 
pers; Mauric—E Marks, Merchandising Director; WILLIAM 
Warp, Production Manager; VERNON Farrow, Art Director. 
Fourteen accounts. Ten employees. Three oldest accounts: 
American Academy of Dramatic Arts, Isotta Motors, Inc., 
Dubois Fence & Garden Co. Three largest accounts: Dubois 
Fence & Garden Co., William F. Wholey Co., Inc., Thomas 
A. Edison, Inc. (institutional). 


HARRY M. FROST CO., Inc. 
260 Tremont St., Boston, Mass. 


Recognition: ANPA; PPA; APA. 


PERCIVAL K. FROWERT CoO., Inc. 
250 Park Avenue, New York City 
Member: ABC. 

Recognition: ANPA; PPA; APA. 
WALTER B. Neusurc, President and Treasurer. C. L. REep, 
Secretary. Henry T. Sims, Assistant Treasurer. JoHn F. 
Quick, Space Buyer. Epwarp M. BursBacu, Production De- 
partment. 


Twenty-one accounts. 


FULLER & SMITH & ROSS Organized 1930 
49 West 45th St.. New York and 1500 Euclid Avenue, 
Cleveland, Ohio 
Branch: 405 Montgomery St., San Francisco 
Member: AAAA; NOAB; ABC. 

‘Recognition: ANPA; PPA; ABP; APA. 

F. J. Ross, Chairman of the Board; A. L. BILLincsLey, Presi- 

dent; P. W. Murpny, Treasurer; C. M. Szymour, Secretary. 

This agency is a merger, effected August 1, 1930 of the Fuller 

and Smith agency, organized 1907, and the F. J. Ross Co., 

organized, 1920. 


GALE & PIETSCH, Inc. Established 1928 

333 North Michigan Ave., Chicago, IIl. 

Branch: 18 E. 48th St., New York, N. Y. 

Recognition: ANPA; PPA; ABP; APA. 
Apert L, Gate, President. Publishing, editorial, advertising 
and sales experience. WALTER G. PietscH, Vice-President 
and Treasurer. Wide experience as publisher, advertising 
manager, copywriter and general agency man. GerorGE A 
Hamitton, Accounting Dept. and Secretary. Banking and 
agency experience covering many years. A. KANEALY, Space 
Buyer; A. E. Hawes, Merchandising and Radio Director; 
M. Dyer, Production Manager; R. F. Pretscu, Research 
Director. 
Twenty accounts. Fifteen employees. Three oldest accounts: 
National Board of Fire Underwriters, Farm Insurance Com- 
mittee, Pittsburgh Reflector Co. Three largest accounts: 
National Board of Fire Underwriters; Baird & Warner, Inc., 
Frank Adam Electric Co. Particular experience in group 
advertising for trade organizations and public relations work. 


GAMBLE & CO., LTD. Established 1930 
20 North Wacker Drive, Chicago, IIl. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


Tuomas S. GAMBLE, President. 


GARDINER & WELLS 
2 Park Avenue, New York. 


Recognition; ANPA; PPA; APA. 


GARDNER ADVERTISING CO. Established 1900 
New York Office: Pershing Square Bldg. 
St. Louis Office: 1627 Locust Sa. 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
H. S. Garpner, President. Thirty years with agency. Wide 
experience in merchandising and advertising a variety of 
products. H. L. Spoun, Vice-President. Twenty years in 
advertising—representative important automotive trade papers, 
manufacturer of bearings, newspaper reporter. As executive head 
of N. Y. Office has had broad experience in advertising, auto- 
motive, accessories, bearings, electrical specialties, aluminum, 
chemicals, etc. FRANK M. OrcHARD, Vice-President, St. Louis 
Office. Retail grocer publication representative, agency ex- 
perience, food products, shoes, building specialties. Frep H. 


Established 1915 


Established 1901 


Eighteen employees. 


KENKEL, Space Buyer, New York. E. DAAwW SCHULENBERG, 


Space Buyer St. Louis. E. R. Garpner, Secretary-Treasurer 
and Research Director. Eleven years with agency, merchan- 
dising advertising and market research. CRAGIN, Jr., 
Merchandising Director. RicHArp C. Krogcer, Radio Di- 
rector. Mrs, E. P. Proetz, Head of Creative Work, St. Louis, 
C. H. Crarx, Art Director, N. Y. W. E. Lanpriare, Art 
Director, St. Louis. D. L. Monaco, Production Manager, 
New York. C. P. Micuets, Production Manager, St. Louis, 
Thirty accounts. Ninety-six employees. Three oldest ac- 
counts: Certainteed, 1915, Ralston Purina Co., 1910, Frisco 
R. R., 1908. Three largest accounts: Aluminum Co. of 
America, Ralston Purina Co., Pet Milk Co. 


ELLIS T. GASH CO,, Inc. Established 1929 
840 North Michigan Boulevard, Chicago, IIl. 


Recognition: PPA; ABP. 


E.tis T. Gasu, President. Has been associated with printing 
and advertising businesses for about twelve years. His ex- 
perience covers a wide field, including thorough participation 
in selling and merchandising as well as advertising. Last 
connection before organizing present company, account execu- 
tive or Shuman-Haws Advertising Agency. Lester H. PLoetz, 
Vice-President. Specialized experience in retail cooperative 
promotion in furniture, paper and other industries. Formerly 
with Lord & Thomas and Logan, R. E. Sandmeyer & Co., and 
necgiliaaaiass Advertising Co. Samuet T. STAHL, Space 
uyer. 

Nine accounts. Nine employees. Three oldest accounts: The 
Munising Paper Co., Seaman Paper Co., Consolidated Water 
Power & Paper Co. Three largest accounts are the same. 


GEARE, MARSTON & PILLING, Inc. Est. 1928 
1600 Arch St., Philadelphia, Pa. 
Branch: Graybar Building, New York City 
Member:. NOAB. 
Recognition: ANPA; PPA; APA. 


NorMAN W. Gearg, President. Nineteen years’ experience in 
selling and advertising. Fifteen years’ advertising agency 
experience as copywriter, copy chief, account executive and 
administration. C. Harotp Marston, Vice-President and 
Secretary. Thirteen years’ advertising agency experience. 
Prior to that eight years of automotive merchandising ex- 
perience. J. Ross Puuinc, Vice-President and Treasurer. 
Sixteen years’ of selling experience in industrial field. Two 
years’ advertising agency experience. FRANK MurpHy, Space 
Buyer and Research Director. GrorcGe MiITcHELL, Merchandis- 
ing Director, RapcLtirF RomMeyN, Radio Director. Irvin 
Borpers, Publicity News Service Director. Dre Cartton 
Brown, Production Division. Epwarp F. O’ConNELL, Art 
Director. THomas Murray, Mechanical Production. 


Thirty-four accounts. Twenty-seven employees. Three oldest 
accounts: Stead & Miller Co., Globe Ticket Co., Insurance 
Company of North America. Three largest accounts: Insur- 
ance Co. of North America, American Maize Products Co,, 
Largman, Gray Co. (Blue Moon Stockings) 


HARRY R. GELWICKS CO., Inc. 
5 Court Square, Long Island City, New York. 


Recognition: ANPA; APA. 


GENERAL, INC. ADVERTISING Established 1922 
1305 Inland Bank Building, Indianapolis, Ind. 


Recognition: ABP; APA. 


MERILL J. Woops, President, Treasurer, Merchandising Di- 
rector, Radio Director and Industrial and Business Paper 
Director and Space Buyer. JoHN J. BRANDON, Vice-President, 
Research Director and Space Buyer. B. W. WEITZEL, Secre- 
tary. Gmsert G. Moore, Publicity News Service Director. 
Sixteen accounts. Seven employees. Three oldest accounts: 
Great States Corporation, Lincoln Manufacturing Co., Peerless 
Foundry Co. Three largest accounts: Rex Manufacturing 
Co., Richmond School Furniture Co., Lee Trailer & Body Co. 


GERBER & CROSSLEY, Inc. 
281 Twelfth Street, Portland, Ore. 


Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
JoserH R. GERBER, President. J.T. CrossLey, Vice-President, 
Treasurer, Radio Director. Mac M. WIk1ns, Vice-President, 
Merchandising Director. Joun D. Smwon, Vice-President, and 
Industrial and Business Paper Director. ExizaBeTH M. Sooy- 
SMITH, Space Buyer. ARLYN E. Coie, Research Director. 
Mark A. SHIELDS, Publicity News Service Director. RENE 
WEAVER, Director of Art Department. 


Twenty-three accounts. Eighteen employees. Three oldest ac 
counts: Iron Fireman Manufacturing Co., Closset & Devers, 
Oregonian Publishing Co. Three largest accounts: Iron Fireman 
Manufacturing Co., Closset & Devers, and Montag Stove Works. 
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THE GEYER CO. Established 1912 
Third National Bank Bldg., Dayton, O. 
Branch: New York Central Bldg., New York 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


B. B. Geyer, President. Director, Winter’s National Bank & 
Trust Co., Central Dayton Investment Co.; Vice-President 
Dayton Research Association. E. G. Frost, Vice-President, 
formerly advertising manager Davis Sewing Machine Co. 
RALPH Heaton, Vice-President, formerly advertising manager 
H. & S. Pogue Co. and Rudolph Wurlitzer Co., and executive 
with other concerns. R. E. Cowpen, Secretary, member of 
law firm of Craighead, Cowden & Smith. J. R. Kunz 
Treasurer, public accountant. W. J. SHINE, Space Buyer, 
Radio Director and Industrial and Business Paper Director. 
R. C. Dunxet, Research Director. L. L. Hitt, Merchandising 
Director. C. T. MutcHner, News Service Director. WALTER 
Lioyp, Art Director. W. R. SmitH, Production Manager. 
Poittip Kersy, Manager New York Office. 


Twenty-four accounts. 110 employees. Three oldest accounts: 
American Products Co., Cincinnati, O.; Comer Manufacturing 
Co., Dayton, O.; The Dayton Rubber Mfg. Co., Dayton, O. 
Three largest accounts: Frigidaire Corp., Dayton, O.; Ameri- 
can Products Co., Cincinnati, O.; Delco-Light Co., Rochester, 
N. Y. Maintain general publicity department with five trained 
newspaper writers. 


L. S. GILLHAN CO., Inc. Established 1931 
223 Continental Bank Building, Salt Lake City, Utah. 
Branches: Affiliated offices are located in Los Angeles, San 
Francisco, Spokane, Chicago and New York. 

Member: AAAA. 
Recognition: ANPA; PPA; ABP; APA. 


M. C. NELson, President, Salt Lake City. Ten years in present 
connection. Previous to that had active sales and marketing 
experience in the automobile, newspaper and retail dry goods 
business. J. Y. TrpTon, Vice-President, Salt Lake City. Fifteen 
years’ experience in advertising and sales. MILDRED HALL, 
Secretary, Salt Lake City. Prior to advertising experience four 
years with retail dry goods company. K. L. Hamman, Director 
San Francisco. Seventeen years’ sales, advertising and market- 
ing experience. FRANKLIN RITTER, Director, Salt Lake City, 
Attorney at law. A. RoGERs, Space Buyer. ANDREAR JORGEN- 
SEN, Research Director. FRANK O’BRIEN, Radio Director. 


GLASER & MARKS, Inc. Established 1921 
230 Boylston St., Boston, Mass. 
Recognition: ANPA; PPA; ABP; APA. 


Louis Gasser, President. Graduated from newspaper field 
into advertising for manufacturers and agencies. Experience 
in Washington, D. C., New York, N. Y. and Boston. H. J. 
Marks, Treasurer. Formerly connected with several large 
advertising agencies; New York, Toronto, Boston. NorBert 
L. O’Brien, Space Buyer. 


Nine accounts. Seven employees. Three oldest accounts: H. 
Traiser & Co., Inc., Goudey Gum Co., Ginter Restaurant Co. 


GOLDSMITH CO. 
17 Academy Street, Newark, N. J. 
Recognition: ANPA; APA. 


H. C. Goopwin, Pres.; A. T. Jones, Secretary and Space Buyer; 
A. T. Stewart, Treasurer; E. R. Lapp, Art Director. 


H. C. GOODWIN, Inc. 
70 Exchange Street, Rochester, N. Y. 
Recognition: ANPA; PPA; APA; ABP. 


Hersert GoLpSMITH and Louis Herman, Account Executives. 


THE PHIL GORDON AGENCY Established 1926 
168 N. Michigan Ave., Chicago, IIl 
Recognition: PPA; APA, 


Putt Gorvon, President. R. Barr, Vice-President. S. Gor- 
DON, Secretary-Treasurer. G. PEDERSEN, Space Buyer. WAYNE 
Hupson, Art Director. D. Sm1tH, Production Manager, R. S. 
DeJonc, Copy Chief. 


GOTHAM ADVERTISING CO. Established 1908 
114 Liberty St.. New York Ci 


Recognition: ANPA;PPA; ABD: APA. 


W. H. Hirpesrant, President and Treasurer. Princeton 
Graduate ; advertising work on publications, advertising man- 
ager for manufacturer, Chairman Export Committee, New 
York Advertising Club, Trade Advisor, National Foreign 
Trade Council; member Advisory Committee on advertising 


for Bureau of Foreign and Domestic Commerce, extensive 
travel abroad working out clients’ foreign selling problems, 
writes and speaks frequently on export trade and advertising. 
Dr. Joun E. Hitt, Vice-President, Space Buyer. Former 
consulting engineer and university professor. Traveled abroad, 
knowledge of foreign languages, supervisor of publication, 
schedules and technical copy. J. H. Nuttine, Secretary. 
Princeton graduate. War service. Account executive and 
expert in advertising and merchandising of toilet and drug 
products. Traveled abroad. ArtTHuR A. Kron, Assistant 
Treasurer and Production Manager. Fifteen years’ experience 
in all phases of advertising; in charge of production and for- 
warding. Wm. MENKEL, Research Director. D. D. SuUTPHEN, 
Jr., Radio Director. 


Forty-three accounts. Twenty-five employees. Three oldest 
accounts: Three in One Oil Co., J. H. Williams & Co., E. W. 
Bliss & Co. Three largest accounts: National Sugar Refining 
Co., Gillette Safety Razor Co., Three in One Oil Co. Spe- 
cialists in advertising abroad. 


GOTTSCHALDT-HUMPHREY, Inc. _ Established 1922 
419-424 Palmer Building, Atlanta, Ga. 
Recognition: PPA; APA. 


ALLAN C, GorrTscHALpT, President, experience in newspaper 
work, trade paper management, advertising manager of financial 
institution, sales manager of large manufacturer, and agency 
executive. Warren A. Humparey, Vice-President, experience 
in newspaper work, sales work, and agency executive. N. 
DeWirr Farrar, Secretary, Art Director in East and South 
before present connection. Mrs. Marcaret Hay, Space Buyer; 
Miss Laura Jounston, Production Director. 


Thirty-two accounts. Nine employees. Three oldest ac- 
counts: Dixie Culvert & Metal Co., Atlanta; Standard Brick 
& Tile Co., Macon; Atlanta Envelope Co., Atlanta. Three 
largest accounts: The Nunnally Co., Atlanta, Ga., National 
Fruit Flavor Co., New Orleans; Thompson & Co., Tampa, 
Fla. Specializes in personal service, and has first hand knowl- 
edge of Southern Markets. 

Principals have been sales managers. 


GRACE & HOLLIDAY Established 1922 
628 Fisher Bldg., Detroit, Mich. 
Branch: 285 Madison Ave., New York City; Building 
& Loan ry: Grand Rapids, Michigan. (John L. 
Wierengo & Staff) 
Member: NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


Epwarp R. Grace, President and Treasurer. Seventeen years 
of advertising, selling and publication experience. . 
Packarb, Vice-President and Art Director. Sixteen years’ 
experience. W. K. Ziecretp, Vice-President and Copy Chief. 
Nine years’ experience. CLayton A. Eppy, Secretary. Twenty- 
one years’ advertising and sales experience. L. C. Gracez, 
Space Buyer, Research, Merchandising, Radio, Industrial and 
Business Paper Director. H. J. Benson, Publicity News 
Service Director. G. H. Laprner, Production Manager. R. 
H. Butter, Manager New York Office. J. L. WId:ERENGo, 
Manager Grand Rapids Office. 


Thirty-eight accounts. Twenty-four employees. Three oldest 
accounts: Continental Motors Corp., Pittmans & Dean; W. R 


Roach & Co. Four largest accounts: Continental Motors 
Corp., W. R. Roach & Co., General Gas Light Co., Hydrox 
Ice Cream Co. 


GRANT & WADSWORTH, Inc. 
405 Lexington Avenue, New York. 
Recognition: ANPA; PPA; APA. 


C. Witt1ram A. Grant, President and Treasurer; RatpH K. 
WapswortH, Vice-President; Howarp N. Norton, Vice-Presi- 
dent; RoscozE G, CAMPBELL, Vice-President; A. R. JoHNson, 
Vice-President; BLANCHE JAMPOL, Secretary; RALPH RosEN- 
THAL, Production and Art Director. 


RUSSELL T. GRAY, Inc. 
205 Wacker Drive, Chicago, Ill. 
Recognition: ABP; APA. 


Russett T. Gray, President, Treasurer. FE. H. VERRALL, 
Vice-President; H. ScriBNER, Vice-President; H. H. 
Simmons, Vice-President; R. V. Barr, Secretary and Space 
Buyer; H. I. A. Foster, Assistant Space Buyer; J. R. Arm- 
STRONG, Research Director; . HELTER, Merchandising 
Director; M. C. ScHNELL, Radio Director; Ray W. ANDERSON, 
Publicity News Service Director; W. J. Hiccens, Art Di- 
rector; W. F. Ferts, Assistant Director; EpwArp KIESLING, 


Established 1917 
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RUSSELL T. GRAY, Inc.—(Continued) 


Printing Director; F. J. JouNnston, Production Manager; B. 
CeveroTH, Assistant Production Manager; E. MILLER, Man- 
ager Direct Mail Division; A. CLINE, Assistant Manager 
Direct Mail Division. 

Thirty-five accounts. Thirty employees. Three oldest ac- 
counts: Davis Regulator Co., Dings Magnetic Separator Co., 
Armstrong Machine Works. Three largest accounts: North- 
west Engineering Co., C. A. Dunham Co., The Sisalkraft Co. 
First client still with them. Specializes in industrial advertis- 
ing exclusively. Every man who develops plans or writes 
copy is an engineer with technical training and experienced in 
advertising or sales promotional work in the industrial field. 


CHAS. C. GREEN ADVERTISING AGENCY, Inc. 
2 Park Avenue, New York. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


GREEN, FULTON, CUNNINGHAM CO. 
360 No. Michigan Avenue, Chicago, Ill. 
Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA; ABP. 


FINLEY H. GREENE ADVERTISING AGENCY 
Parsons Building, Buffalo, N. Y. 
Recognition: ANPA; PPA; APA. 


JAMES A. GREENE & CO. 
303 Glenn Building, Atlanta, Ga. 
Recognition: ANPA; APA; ABP. 


THE GREENLEAF CO. 
216 Tremont Street, Boston, Mass. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


GRENELL ADVERTISING AGENCY Established 1915 
1214 Griswold St., Detroit, Mich. 
Member: AAAA. 

Recognition: ANPA; APA. 

Frep T. GrENELL, Space Buyer. Previously with newspapers 

in Detroit, Chicago, Cleveland and Buffalo. A. L. Boaus, 

Research and Merchandising Director. Five years in marketing 

and advertising division of Evans, Winter, Hebb Co. Two 

years with Kelvinator handling commercial refrigerating and 
foreign advertising. A. L. Spatpinc, Industrial and Business 

Paper Director. Formerly with retail department of J. L. 

Hudson Co. H. O. Pierce, Radio Director; A. GorHAM, 

Publicity News Service Director; L. HANsEN, Auditor. 

Thirty-five accounts. Twelve employees. Three oldest ac- 

counts: Publix-Kunsky Theatre Corp., Freeman Motor Truck 

Co., Mt. Forest Fur Farms, Inc. Three largest accounts: 

D. & C. Navigation Co., Publix-Kunsky Theatre Corp., Com- 

mercial Division Copeland Co. Founded to handle theatrical 

advertising where immediate direct results are essential and 
its business has increased each year, broadening out to take 
in general accounts. 


GREVE ADVERTISING AGENCY, Inc. 
1100 Minnesota Building, St. Paul, Minn. 
Member: AAAA. 

Recognition: PPA; APA. 


THE GRISWOLD-ESHLEMAN CO. Established 1912 
2700 Terminal Tower, Cleveland, O. 
Member: AAAA. 
Recognition: ANPA; PPA; ABP; APA. 


Ray H. Griswotp, President. Formerly advertising manager 
Osborn Mfg. Co. and sales manager the Dunham Co., and a 
director the Ohio Cultivator Co. C. L. EsHiteman, Secretary- 
Treasurer. Electrical engineer. Varied experience in that 
field with large concerns. C. F. Lowe, Vice-President, Public 
accountant. Henry T. Bourne, Space Buyer. S. A. Lewis, 
Art Director. Lioyp Watker, Production Manager. 
Twenty-two accounts. 30 employees. Three oldest accounts: 
Lincoln Electric Co., Union Metal Mfg. Co., American Fork 
& Hoe Co. Three largest accounts: National Association of 
Flat Rolled Steel Mfrs., American Fork & Hoe Co., Lincoln 
Electric Co. 


15 East Huron Street, Chicago, Ill. 
Recognition: ANPA; APA. 


RUDOLPH GUENTHER-RUSSELL LAW, Inc. Established 1919 
131 Cedar Street, New York. 

Branches: 111 Devonshire Street, Boston, Mass., Packard 
Building, Philadelphia, Pa., 120 So. La Salle Street, Chicago, 
Iil., Hunter-Dulin Building, San Francisco, Cal. 

Recognition: ANPA; PPA; ABP; APA. 


RUDOLPH GUENTHER, Chairman of the Board; RussELt Law, 
President; Victor J. Cevasco, Vice President and Secretary; 
EMMETT T. CORRIGAN, Vice-President and Treasurer; ERNEST 
MAYGLOTHLING, Vice-President and Assistant Treasurer; H. St, 

OHN Harvey, Vice-President; FRANK D. CRUIKSHANK, Vice- 

resident; RussELL S. Sims, Vice-President and Publicity News 
Service Director; HENRY LITTLEFIELD, Vice-President; 
Curtis N. Browne, Vice-President; S. A. SPEAKE, Vice-Presi- 
dent and Comptroller; JosEpH R. HAMLEN, Vice-President; E. G, 
McAptE, Assistant Secretary; LEONARD Rose, Research Direc- 
tor; GEORGE RosETTE, Merchandising and Radio Director. 


1,400 accounts. 138 employees. Specializes in financial adver- 
tising, which includes syndicate advertising in all its varied 
branches, covering offering of new issues, institutional adver- 
tising, business notices, unlisted securities advertising, legal 
advertising, etc. Has a well qualified staff of specialists at the 
service of clients in each division. 


LAWRENCE C. GUMBINNER AGENCY 
9 East 41st Street, New York. 
Member: NOAB. 
Recognition: ANPA; PPA; APA; ABP. 


GUNDLACH ADVERTISING CO. _ Established 1902 
Wrigley Bldg., Chicago, Ill. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
E. GunptacH, President. Max EnNeELow, Vice-President. 
ArtHur A. Gexatt, Secretary and Treasurer, W. A. McKam, 
Space Buyer. 
STANLEY E. GUNNISON, Inc. Established 1920 
67 West 44th St., New York 
Recognition: ANPA; PPA; APA. 


STANLEY E,. GuNNISON, President. Six years Silver Burdett 
& Co., Text Book Publishehs; nine years Ward & Gow; four 
years Brooklyn & Manhattan Subway. Jessie Lee HAtt, 
Secretary and Treasurer. Eight years Kuy Sheever Co., five 
years Ward & Gow; three years Booklyn & Manhattan Sub- 
way; ten years Stanley E. Gunnison. CuLinton F. WILpING, 
Vice-President, Radio Director, and Industrial and Business 
Paper Director. Two years Vogue; two years Home Pattern 
Co.; two years Auto Blue Book; sixteen years Union Bag & 
Paper Corp., three years Stanley E. Gunnison, Inc. CHARLES 
R. Rice, Space Buyer and General Manager. Three years 
R. H. Ingersoll & Bro., two years Hanff-Metzger; six years 
Lord & Thomas and Logan; two years Stanley E. Gunnison, 
Inc. Gorpon Gross, Account Executive and Publicity News 
Service Director. GLApys MAcKENzIE, Research Director. 
Homer RockweLL, Merchandising Director. PH1L1p SINcER, 
Art Director. 


Twenty-five accounts. Seventeen employees. Three oldest 
accounts: Life Savers, Inc., Munson Steamship Co., Sarony. 
Three largest accounts are the same. 


WALTER F. HAEHNLE CO. 
622 Broadway, Cincinnati, Ohio. 
Member: NOAB. 
Recognition: APA; ABP. 


J. B. HAINES ADVERTISING AGENCY 
1218 Chestnut Street, Philadelphia, Pa. 
Recognition: ANPA; PPA; ABP; APA. 

J. B. Haines, President, has had fourteen years’ experience 

in the newspaper field and twenty-four years in agency work. 

J. B. Harnes, Ill., and C. E. Hatnes are Space Buyers. 


Est. 1905 


J. R. HAMILTON ADVERTISING AGENCY 
180 No. Michigan Avenue, Chicago, Ill. 
Member: NOAB. 

Recognition: ANPA; PPA; APA. 


ROBERT HAMILTON CORP. Established 1917 
207 Fourth Avenue, New York, N. Y. 
Recognition: ANPA; ABP; APA. 
C. C. Sgure, President and Merchandising Director; R. W. 
SHIFFEL, Vice-President; H. B. Harvey, Vice-President; 
W. ZoELteER, Vice-President, Industrial and Business Paper Di- 
rector and Publicity News Service Director; O’BriEN ATKIN- 
SON, Treasurer; Prerre ALLEGAERT, Secretary and Assistant 
Treasurer; JAMES WALLEN, Chief of Copy Staff; SHEPERD 
Knapp, Account Executive; H. B. Hetm, Space Buyer and 
Research Director. 
Twenty-eight accounts. Sixteen employees. Three largest 
accounts: F, R. Tripler & Co., Physical Culture Sales Co. 
Cohoes Rolling Mills Co. 
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WILLIAM IRVING HAMILTON 
267 Fifth Avenue, New York City 


Recognition: ANPA; PPA; ABP; APA; 


Established 1920 


WILLIAM IrvING HAMILTON, President. PAuL FrENcH HAMIL- 
TON, Vice-President. M. C. Macartuy, Secretary. 

Three oldest accounts: Medalist Cigars, 
Exchange Buffet, Blue Line Hosiery. Three largest accounts: 
Gilbert Products Corp., DePinna, Blue Line Hosiery. <A 
general advertising agency specializing in merchandising plans 
and human interest copy. 


HAMMAN-LESAN CO., Inc. Established 1904 
574 Market St., San Francisco, Cal. Addresses of 
affiliated offices: Petroleum Securities Building, 714-10th 
Street, Los Angeles; Mohawk Building, Spokane, 
Wash.; Continental Bank Bldg., Salt Lake City, Utah; 
420 Lexington Ave., New York City; Tribune Tower, 
Chicago, III. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; ABP; APA. 


K. L. Hamman, President. Started in advertising agency 

business in 1912. Norman B. Stern, Vice-President. Started 

in agency field in 1920. Mutton E, Wise, Account Executive. 

J. C. Knotiin, Account Executive. Huco A. Bepau, Account 

Executive. CLype Scott, Production Manager in charge of 

— art and mechanical work. FLoreNnce E. Kine, Space 
uyer. 


Twelve accounts. Sixteen employees. Three oldest accounts: 
The Pennzoil Co., Fageol Motors Co., Pioneer Hatchery. 
Two largest accounts: Pacific Coast Gas Association, The 
Pennzoil Co. Largest Coast owned and controlled agency 
in San Francisco. Affiliated, through financial interests with 
H. E. Lesan Advertising Agency, New York and the Dun- 
ham-Lesan Co., Chicago. 


HANFF-METZGER, Inc. Established 1913 
Paramount Building, Broadway at 43rd Street, New 
York, also Paramount Building, Los Angeles, Cal. 


Member : AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


Joseph A. Hanrr, President and Merchandising Director. 
Grorce P. Merzcer, Vice-President. A. E. Bonn, Vice- 
President and account executive, formerly Vice-President in 
charge of sales of the American Cyanamid Co., Vice-President 
of the Ammonia Corp., Niagara Ammonia Co., Hydro-Electric 
Chemical Co., and Phosphorous Hydrogen Co. T. S. Bucua- 
NAN, Vice-President and account executive. H. K. Stroup, 
Vice-President in charge of drugs and toilet goods. A. O. 
DILLENBECK, Secretary and account executive. L. J. SEEGER, 
Treasurer. H. Mooney, Research Director. Louis A. Wir- 
TEN, Radio Director. R. HaAwtey, Industrial and Business 
Paper Director. P. J. Batetti, Copy Chief. E. pe Cossy, 
Art Director. L. J. Sercer, Accounting. H. W. Martin, 
Mechanical Production. C. J. G. ATKINSON and S. SCHAEFER, 
Space Buyers. 


Twenty-four accounts. One hundred forty employees. Three 
oldest accounts: Mulhens & Kropff, Inc., The Yale & Towne 
Manufacturing Co., Paramount Publix Corp. Three largest 
accounts: Paramount Publix Corp., The Texas Company, 
Royal Typewriter Co. Inc. 


JOSEPH E. HANSON CO., Inc. 
58 Park Place, Newark, N. J. 


Recognition: ANPA; PPA; ABP; APA. 


JosepH E. Hanson, President and Merchandising Director. 
Twenty years’ advertising experience with Grand Union Tea Co., 
D. Appleton Co., L. Bamberger & Co. Established Radio 
tation WOR;; originated and published Charm Magazine. Has 
a broad knowledge of all advertising, particularly regarding the 
retail field. Joun H. MILLER, Treasurer and Research Director. 
Fifteen years’ advertising experience with L. Bamberger & Co., 
Lauter Piano Co., etc. F. S. DrETERICH, Vice-President and 
pace Buyer. Bryant W. GriFFIN, Financial Department. 
P. W. Wooparp, Copy Department. T. J. TorGESEN, Art 
Department. A. W. PALMER, Production Department. 
Twenty accounts. Fifteen employees. Three oldest accounts: 
H. & W. Co., Thatcher Co., J. E. Ware Co. Three largest 
accounts: Mennen Co., Lionel Corp., Wm. E. Wright & Sons Co. 


Established 1925 


HARDY OZANNE & HARDY, Inc. 
6 No. Michigan Avenue, Chicago, Ill. 


Recognition: ANPA; PPA; ABP; APA. 


WALTER E. Harpy, President and Research Director. Estab- 
Shed firm in year 1914. Formerly research man and Copy 


Established 1914 


Chief of Marshall Field & Company, Wholesale. J. R. OZANNE, 
Vice-President and Merchandising Director. Formerly con- 
nected with Carson Pirie Scott & Co., Wholesale, as advertising 
manager. Also worked with Hart Schaffner & Marx as copy chief 
and production manager. HuBERT L. Harpy, Secretary-Treasurer, 
Space Buyer, and Industrial and Business Paper Director. Has 
been with this concern since 1922. C. CRESMAN, Space Buyer. 


Thirteen accounts. Four employees. Three oldest accounts: 
Western Shade Cloth Co., Carson Pirie Scott & Co., Wholesale, 
The Kawneer Co. Three largest accounts: Kawneer Co., 
Western Shade Cloth Co., Carson, Pirie, Scott & Co. 


G. HOWARD HARMON, Inc. 
420 Lexington Avenue, New York. 


Recognition: ANPA; PPA; APA. 


HARRISON-RIPPEY ADVERTISING CO. Est. 1924 
1460 Arcade Bldg., St. Louis, Mo. 
Recognition: ANPA; PPA; ABP; APA. 

Micton Rippey, President and Space Buyer. Twenty years’ 
agency experience concentrated on the subjects of markets and 
media. Has perhaps bought more mail-order space than any 
other man in the country. Rosert H. Isaacson, Vice-Presi- 
dent, Merchandising Director and Radio Director. Merchan- 
dising specialist, whose experience began with actual retail 
and wholesale selling and carried him through manufacturing 
into the advertising agency. Particularly qualified in the 
pharmaceutical and cosmetic fields. Epwarp K. Harrison, 
Secretary-Treasurer, Industrial and Business Paper Director, 
Copy and Production. Plan, copy and production specialist. 
Eleven years of agency work. JAMES R. Fox, Research 
Director.. F. X. TrrmpacH, Drugs and Cosmetics Department. 
Twenty-two accounts. Six employees. Three oldest accounts: 
Dixie Mills Co. E. St. Louis, Ill, Haldeman-Julius Co., 
Girard, Kan., Jos. Greenspon’s Sons Iron & Steel Co., St. 
Louis, Mo. Three largest accounts: Haldeman-Julius Co., 
Girard, Kan., American Drug Corp., St. Louis, Mo., American 
Syrup & Sorghum Co., St. Louis, Mo. 


HARVEY-MASSENGALE CO., Inc. 
Walton Bldg., Atlanta, Ga. 
Member: AAAA; NOAB. 
Recognition: PPA; ANPA; SNPA. 

R. W. Harvey, President. W. R. MASSENGALE, Vice-Presi- 

dent. F. E. Mivam, Secretary-Treasurer and Space Buyer. 

Thirty-three accounts. Three largest accounts: Creo-Mulsion, 

Nu Grape, B. C. Remedy Co. 


Est. 1922 


HAWLEY ADVERTISING CoO., Inc. 
95 Madison Ave., New York 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

Joun H. HAwLtey, President and General Manager, also Radio 

and Merchandising Director. Long and varied experience in 

sales, publishing and agency fields. Formerly president of 

Associated Sunday Magazines and Every Week Corp. Ray 

Brown, Vice-President and Secretary. Formerly art director 

of Everybody’s Magazine and for Butterick Publishing Co. 

Secretary-Treasurer, Ridgway Publishing Co. Wutu1am H. 

MEYER, Treasurer, Industrial and Business Paper Director. 

Formerly with the J. Walter Thompson Co. Whutttam J. 

KELLEY, Publicity News Service Director. Stuart BENEDICT, 

Research Director. Mary L. Muttican, Space Buyer. 


Eighteen accounts. Eighteen employees. Three oldest ac- 
counts: West Virginia Pulp & Paper Co., Knickerbocker Ice 
Co., Metropolitan Life Insurance Co. Three largest accounts: 
Metropolitan Life Insurance Co., Lawyers Title & Guaranty 
Co., Life Extension Institute, Inc. 


HAYS ADVERTISING AGENCY 
Burlington, Vermont 
Recognition: ANPA; PPA; APA. . 

W. A. Myers, President and Treasurer, formerly advertising 

manager A. H. & F. H. Lippincott Co., Philadelphia. A. E. 

HAWKINS, Secretary, formerly advertising manager Thomas 

Plant Shoe Co., Boston, Vice-President Howland Advertising 

Agency. 

Forty accounts. Five employees. Three oldest accounts: 

Dairy Association Co., Vermont Publicity Bureau, Dy-O-La 

Dye Co. Three largest accounts: Dairy Association Co., 

Dr. B. J. Kendall Co., Vermont Publicity Bureau. 


HAZARD ADVERTISING CORP. 
295 Madison Avenue, New York. 


Recognition: ANPA; PPA; APA; APB. 


Established 1916 


Established 1905 
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THE ALFRED S. HEARN CO., ~~. 
122 East 42nd St., New York, N 
Member: AAAA; 'NOAB. 
Recognition: ANPA; PPA; ABP; APA. 

ALFRED S. HEARN, President and Treasurer, ARTHUR T. SMITH, 

Vice-President and Merchandising Director ; FRANCES A. 

Saunpers, Vice-President and Radio Director; Witiram S. 

MANNING; Litt1an Domsrow, Space Buyer; . 3. Mars, 

Research Director. With the exception of Mr. Manning who 

is purely a financial executive, all others have had from five 

to twenty years’ experience in sales direction and management 
as executives in charge of nationally known merchandise. 

Twenty-four accounts. Eighteen employees. Three oldest 

accounts: Todd Shipyards Corp., Paragon Gear Works, Stand- 

ard Steel Bearings, Inc. Three largest accounts: Macfadden- 

Physical Culture Magazine, Todd Shipyards Corp., Cunard 

S. S. Co. (Printing). 


HEATH-SEEHOF, Inc. 
211. West Wacker Drive, Chicago, Ill. 
Recognition: PPA; APA. 


HEATON-PASCHALL, Inc. Established 1923 
Adams-Franklin Building, Chicago, II. 
Recognition: ANPA; PPA; ABP. 
Irvin F. PASCHALL, President. Advertising director Farm 
Journal; N. W. Ayer & Son; executive in several agencies; 
own agency business since 1923. R. L. Heaton, Vice-President, 
Treasurer, Research and Merchandising Director. Advertis- 
ing manager, sales manager, executive with S. F. Bowser & 
Co., Fort Wayne, Ind., for nineteen years. Account execu- 
tive Kling-Gibson Co., Chicago. Own agency since January 
L moe. KS. SEIBERT, Space Buyer. R. J. Horton, Art 
Director. 
Ten accounts. Six employees. Three oldest accounts: Wage- 
maker Co., Globe Machinery and Supply Co., and Blackmer 
Pump Co. Three largest accounts: Globe Machinery & 
Supply Co., Leather Equipment Co., and Chek-Chart Corp. 


E. W. HELLWIG CO. Established 1920 

9 East 40th St., New York, N. Y 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 

W. HELLwic, President; 2 MILLER, Vice-President, 
G Y. CARHART, Secretary and Assistant Treasurer and Space 
Buyer; A. A. Lunp, Research Director; G. H. GuInter, Pro- 
duction Manager. 
Ten accounts. 


HENRI, HURST & McDONALD, Inc. 

58 East Washington Street, Chicago, Il. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
W. B. Henri, President and Merchandising Director. J. E. 
Horst, Treasurer. W. D. McDona Lp, Secretary. J. J. MARTIN, 
Research Director. E. L. Potter, Industrial and Business 
Paper Director. V. E. Carr, Publicity News Service Director. 
N. H. Pumpian, Radio Director and Space Buyer. G. F. Gan- 
SER, Space Buyer. 
Twenty-seven accounts served by sixty-five employees. Three 
oldest accounts: Kroehler Mfg. Co., Fairbanks, Morse and Co., 
Weil-McLain Co. 


CARL HENRIKSON 
417 So. Dearborn Street, Chicago, Ill. 
Recognition: APA; ABP. 


HERR ADVERTISING AGENCY 
650 Baker Building, Minneapolis, Minn. 
Member: NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


James G. HERR, President, founder, and active executive head 
with eleven years’ experience conducting own agency and six 
years, previous experience as Vice-President of another nationally 
known agency. Account Executives: J. EARLE LAWLER, for- 
merly Vice-President of Amesbury Advertising Agency; prior to 
that with the merchandising and advertising departments of the 
Minneapolis Tribune. JEAN W. JOHNSON, formerly Minneapolis 
Sales Manager’of General Outdoor Advertising; prior to that with 
Critchfield &*Co. G. R. SrmoneEtTt, Space Buyer. 

Twenty Accounts. Three oldest accounts: Purity Bakeries 
Corp., American Linen Co., Tom Moore Ginger Ale Co. Three 
largest accounts: The Insulite Co., Northrup, King & Co., and 
Storm Manufacturing Co., Inc. 


HICKS ADVERTISING AGENCY _ Established 1869 
52 Vanderbilt Avenue, New York 
Recognition: ANPA; PPA; ABP; APA. 
Frep G. Russet, President and Treasurer and Merchandising 
Director. Capable Marketing Counsel. FRANcis MARQUIS, 
Vice-President, General Manager and Radio Director. Noted 


Established 1922 


Established 1914 


Established 1919 


for work as art director and publicist. JEANNETTE G. Ross, 
Space Buyer. ELinor ENGLISH, Research Director. 
Twenty accounts. Eight employees. 


THE ALBERT P. HILL CO., Inc. 
233 Oliver Ave., Pittsburgh, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

Avsert P, Hit, President; EDGAR D. Mason, Vice President; 

W. A. Curtin, Treasurer; Herpert GESREGAN, Space Buyer, 

Research Director; Harry B. Peestes, Copy Chief; MARIE 

Y. Trmxo, Space Buyer. 

Twenty-two accounts. 24 employees. Three oldest accounts: 

Pratt & Lambert, Inc., Mellon National Bank, American Win- 

dow Glass Co. 


W. S. HILL CO. Established 1895 
323 Fourth Ave., Pittsburgh, Pa. 
Recognitions: ANPA; PPA; ABP; APA. 
ALLEN Fink, President. C. E. Hivporn, Vice-President. V. 
H. McCture, Vice-President. Grorce B. Kerr, Secretary and 
Treasurer. 


HIRSCH ADVERTISING AGENCY Established 1922 
425 Fourth Avenue, New York City 
Recognition: ANPA; PPA; ABP; APA. 
Louis J. B. Hirscu, Bloomingdales, Park and Tilford, Wur- 
litzer, Landay Bros., Gimbel Bros. Advertising manager, 
merchandise manager, and sales and advertising manager. 
Peter H. Scuaap, Space Buyer, R. Barkow, Research Di- 
rector. F. S. OPPENHEIM, Merchandising Director. BERTRAM 
LEeBHAR, Radio Director. CHas. O. VANDER, Publicity News 
Service Director. A. A. GACHE, FRANCIS OLIVER, A. 
WIntTHRop, A. RopMAN. 
Twenty-two accounts. Twenty employees. Three oldest ac- 
counts: Gimbel Bros., Landay Bros., Helena Rubinstein. 


THE ARTHUR HIRSHON e Inc. 

10 East 40th St.. New York C ity 

Branch: 3 rue Godot de Mauroy, Paris, France 

Member: ABC. 

Recognition: ANPA; PPA; ABP; APA. 
ARTHUR HirSHON, President; Mitton M. HEYMAN, Vice- 
President, Research and Merchandising Director; M. Rosert 
HERMAN, Vice-President; J. M. ATKINSON, Vice-President; 
Sipney N. Nanes, Space Buyer; ELMore LEFFINGWELL, Pub- 
licity News Service Director. 
Twelve accounts. Eighteen employees. Three oldest accounts: 
Blyn Shoes, Inc., Dexdale Hosiery Mills, Cowperthwait & 
Sons. Three largest accounts: L. T. Piver, Inc., Dexdale Ho- 
siery Mills, Blyn Shoes, Inc. Specializes in style products and 
is thoroughly conversant with fashions. Helped to make the 
reptile leather mode in the United States. 


HUBER HOGE, Inc. Established 1919 
60 East 42nd St., New York — 
Branch: Bowman-Hoge, Ltd., Toronto & Montreal, 


Can. 

Member: ABC. 

Recognition: ANPA; PPA; ABP; APA. 
F, HUBER Hoce, President and Merchandising Director. Ten 
years’ selling experience in diversified lines, twelve years with 
Frank Seaman, Inc. handling some of the largest accounts 
in America. Head of present agency eleven years. PavL 
Tompkins IrisH, Vice-President. Sales promotion work, 


Established 1907 


three years George Batten Co., copy and merchandising, ten 


years advertising and sales manager leading department stores, 
New York City, Mid-West and South. J. C. McMIcHAEL, 
Head of his own agency for ten years, with N. W. Ayer & 
Son and Frank Seaman, Inc. ten years, with present agency 
seven years. FREDERICK ANDERSON, Publicity News Service 
Director and Real Estate Department Head. Specialist in 
real estate advertising. Ww. S. KELLy, Jr., Space Buyer. 
Thirty-two accounts. Twenty-two employees. Three oldest 
accounts: H. Reeve Angel, Inc., Fred F. French Companies, 
Hodgman Rubber Co. Three’ largest accounts: Fred F 
French Companies, Wallpaper Association, Brown, Wheelock, 
Harris Vought, Inc 


HOLDEN McKINNEY & CLARK, Inc. 
509 Donovan Bldg., Detroit, Mich. 
Recognition: PPA; ABP; APA. 

ParKER HOo.pEN, President and Merchandising Director. 

Leroy A. Ciark, Vice-President. F. F. McKinney, Vice- 

President and Research Director. S. M. Sutter, Secretary. 

D. C. Fuint, Treasurer and Space Buyer. The combined ex- 

perience of all these executives cover practically every field 

of business, and there are few fields in which at least two 0 

the executives have not had contact. Harvey KLemMMeEr, Pub- 

licity News Service Director. 

Twenty-eight accounts. Fourteen employees. Three oldest 

accounts: Excello Aircraft & Tool Corp. American Brake 

Materials Corp., Fred Sanders. 


Est. 1926 
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FRANCES HOLMES ADVERTISING AGENCY 
350 I. N. Van Nuys Building, Los Angeles, Cal. 
Member: NOAB. 

Recognition: ANPA; APA. 


FRANCES HotMEs. O. W. HOLMEs. ; 
This agency specializes in personal service, food, household, 
financial and real estate. 


THE HOMER McKEE CO., Inc. Established 1917 
320 N. Meridan, Indianapolis, Ind. 
Branches: 370 Lexington Ave., N. Y., 333 N. Michigan 
Ave., Chicago, Ill. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


HOMMANN, TARCHER & SHELDON, Inc. Est. 1925 

551 Fifth Avenue, New York City 

Member: ABC. 

Recognition: ANPA; PPA; ABP; APA. 
C. C. HomMann. Fourteen years’ publishing and agency ex- 
perience. J. D. TarcHer. Twelve years in agency work. 
H. SHELDON. Sixteen years’ advertising agency experience. 
W. E. Larcoms, Space Buyer. 
Fifteen accounts. Three oldest accounts: Smith Brothers, 
Esterbrook Pen Co., Seeman Brothers (White Rose Tea). 
Employs specialists in radio advertising. All clients are served 
directly by one or more of the owners. Clients—most of whom 
have been with the agency since its founding—speak enthusi- 
astically of the ideas generated by the agency principals and 
the care with which they execute them. 


JAMES HOULIHAN, Inc. Established 1923 
324 Thirteenth Street, Oakland, Calif. 
Branches: Los Angeles, San Francisco, Calif.; Portland, 
Oregon; Seattle, Wash. 
James HouLtHAn, President; AL. G. WaApbpELL, Vice-Presi- 
dent; Leo J. Manoney, Secretary; Miss L. Cuark, Space 
Buyer; GareL S. Hoac, Research Director; Merton Boris, 
Radio Director; FRANK MALONEY, Publicity News Service 
Director; Etsworth Apams, Art Director; Mrs. HELEN 
MAGENNIS, Production Manager. 
Forty accounts. Twenty-eight employees. Three oldest ac- 
counts: Durant Motor Co. of California, Moreland Motor 
Truck Co., Laher Auto Spring Co. Three largest accounts: 
Durant Motor Co. of California, Van Fleet-Durkee, Inc., 
Moreland Motor Truck Co. 


HOUSE OF HUBBELL, Inc. 
648 Huron Road, Cleveland, Ohio. 
Recognition: ANPA; APA. 


E. T. HOWARD CO., Inc. 
420 Lexington Avenue, New York. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


HOWELL, Inc. : 
30 No. Michigan Avenue, Chicago, Ill. 
Recognition: PPA; APA. 


HOWER ADVERTISING AGENCY CO. 
1213-18 Security Building, Denver, Colo. 
Recognition: ANPA; PPA; APA. 


HOWLAND, OLIPHANT & McINTYRE, Inc., 


’ Established 1930 
2 Park Avenue, New York 
Recognition: ANPA; PPA; APA. 


Henry S. How.Lanp, Chairman. O. E. McIntyre, President. 
C, J. OurpHant, Secretary and Treasurer. Epwarp H. Acree, 
Vice-President. 


Eighty accounts. Twenty-four employees. Represents com- 
bination of H. S. Howland Advertising Agency, Inc., estab- 
lished 1898 and C. J. Oliphant Advertising Agency, Inc., es- 
tablished 1916. Became effective on January 2nd, 1930. 


CHARLES W. HOYT CO., Inc. Established 1909 
11 East 36th Street, New York City 
Branches: Hartford, Conn., Durham, N. C. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


Ratpx L, Tattey, Chairman of the Board. WintHrop Hoyt, 
President. A. H. Gates, Secretary and Treasurer. T. F. 
Franacan, F. A. WuippLe, and M. S. Goutp, Vice-Presi- 
dents. W. K. Dinctepine, Research Director. C. B. Dono- 
VAN, Space Buyer. 

Among the thirty-five accounts handled by this agency are 
represented the following industries: foods and beverages, 
Tugs and proprietries, automotive, building materials, men’s 
and women’s wearing apparel, jewelry, sporting goods and 


Est. 1909 


toys. In charge of the accounts in each field or industry is a 
seasoned executive thoroughly familiar with that particular 
industry. Eighteen accounts have been with the agency from 
five to eighteen years. A few of the products advertised by 
this agency are: LePage’s Glue, Gulden’s Mustard, Rusco 
Brake Lining, Polar Club Electric Appliances, Brunswick 
Toilet Seats, Rutland Patching Plaster, Sessions Clocks, Bris- 
tol Torsion Golf Shafts, Erector, Monogram Oil. 


HOYT-MARTIN & MASSEY, Inc. Established 1925 

503 Southern Fire Building, Durham, N. C. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
WintHrop Hoyt, President (11 East 36th St., N. Y. City) ; 
C. Knox Massey, Vice-President (503 Southern Fire Build- 
ing, Durham, N. C.), Space Buyer and Radio Director; Ever- 
ETT W. Hoyt, Secretary (11 East 36th St., New York City) ; 
A. H. Gates, Treasurer (11 East 36th St., N. Y. City); W. 
K. DINGLepINE, Research Director (11 East 36th St., N. Y. 
City); Watts Fowter, Art Director (503 Southern Fire 
Bldg., Durham, N. C.) 


Eighteen accounts. Six employees. Three oldest accounts: 
Fidelity Bank, University of N. C., Budd-Piper eens Co. 
Three largest accounts: Austin-Heaton Co., Durham, Gq; 
Endless Caverns, Inc., Budd-Piper Roofing Co. Formed for 
service to advertisers in the South. Organized in 1925 as 
Martin & Massey, Inc., and affiliated with Charles W. Hoyt, 
Inc., in New York in 1928, under the name of Hoyt-Martin 
& Massey, Inc. 


HUGHES, WOLFF & CO., Inc. 

328 East Main Street, Rochester, N. Y. 

Recognition: ANPA; PPA; ABP; APA. 
Frep A. Hucues, President and Merchandising Director. 
Started as a reporter for the Boston Globe, later in advertis- 
ing departments of other newspapers. Twenty-four years’ 
advertising agency experience. Wide experience in merchan- 
dising and sales work on foods, women’s shoes, tobaccos, 
drugs, shrubs, plants, electric specialties, cosmetics, automo- 
tive, etc. Ep Wotrr, Treasurer. Began business career in 
department store field in charge of. merchandising and adver- 
tising. Vice-President of a New York agency. Sales and ad- 
vertising manager for Adler Collegian Clothes, Milwaukee. 
In charge of copy and plans. JoHN P. McCartuy, Secretary, 
Space Buyer, Industrial and Business Paper Director. Pro- 
duction Director. Started with C. E. Sherin Advertising 
Agency, New York in 1907, then joined Lyddon & Hanford 
Co., New York, then the Betts Machine Co. as advertising 
manager. JoHN F. Bus, Jr., Vice-President. With Lyddon 
& Hanford Co. Advertising Agency 1922-25 in Production De- 
partment, later as Account Executive. SipNey M. GrosseTrT, 
Art Director. Joun B. Hartnett, Research Director, many 
years experience in sales and sales production work, printing 
and cameras. CHARLES KELLER, Radio Director. L. T. Bren- 
NAN, Publicity News Service Director. 


Eighteen accounts. Sixteen employees. Three oldest ac- 
counts: W. B. Coon Co., International Chemical Co., North 
East Appliance Corp. Three largest accounts: North East 
Appliance Corp., W. B. Coon Co., Bausch & Lomb Optical Co. 


W. H. H. HULL & CO., Inc. 
51 Madison Avenue, New York. 
Member: AAAA. 
Recognition: ANPA; PPA; APA. 


H. B. HUMPHREY CO. 
581 Boylston St., Boston 
Member: AAAA; ABC. 
Recogmtion: ANPA; PPA. 


Henry B. Humpurey, President. Fifty years of experience 
in advertising. THomas N. Metcatr, Secretary. Former 
magazine editor, and Vice-President of Raymond & Whit- 
comb Co., in charge of advertising. Maurice M. OssorNe, 
Treasurer. A mechanical engineer, formerly with Walworth 
Mfg. Co., Densmore & LeClear, Monks & Johnson, and Pe- 
troleum Heat & Power Co. RicHarp S. Humpurey, Vice- 
President. Graduate of Harvard Business School, eight years 
selling and administrative work. Harrorp PoweELL, Jr., Vice- 
President. Former editor of Collier’s Weekly and of Har- 
per’s Bazar; former advertising adviser and writer for R. H. 
Macy & Co., Inc., former general executive, Barton, Durstine 
& Osborn, Inc. 

Twenty-seven accounts. Seventeen employees. Three oldest 
accounts: George Frost Co. (Boston Garter), Raymond & 
Whitcomb Co., Boston & Albany Railroad. Three largest 
accounts: Raymond & Whitcomb Co., Samuel Cabot, Inc., L. 
P. Hollander Co., Inc. Oldest advertising agency in New 
England and one of the oldest in the country. Still directed 
by the founder. Recently merged with Osborne & Powell. 


Est. 1925 


Established 1886: 
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THE ATLEE F. HUNT CO. Established 1910 


464 Nineteenth St., Oakland, Cal. 
Recognition: ANPA; APA. 


ATLEE F, Hunt, Sole Owner. Engaged in newspaper work 
previous to establishing company. Has had experience in 
handling advertising and sales direction in large variety of 
fields. Eric F. Danny, Office Manager and Radio Director. 
Long and varied experience in advertising. LIoNEL BONIFACE, 
Space Buyer and Industrial and Business Paper Director. L. 
McBrine, Research Director. 

Forty accounts. Five employees. Three oldest accounts: 
Heald College, Listo Pencil Corp., American Trust Co. Three 
largest accounts: Hammer Bray Co., Oak Knoll Land Cor- 
poration, Income Securities Corp. 


HURJA, CHASE & HOOKER, Inc. 

326 W. Madison St., Chicago, Ill. 

Recognition: ANPA; PPA; ABP; APA. 
A. O. Huryja, President, Treasurer and Radio Director. Has 
had more than twenty years’ newspaper and advertising ex- 
perience handling hardware, agricultural, implement, indus- 
trial, radio and mail order advertising problems. H. C. CHASE, 
Vice-President and Merchandising Director. Previously with 
Marshall Field & Co., Orange-Crush Co. and Victor Mfg. & 
Gasket Co. H. A. Hooker, Secretary and Industrial and 
Business Paper Director. Formerly with several advertising 
agencies. F. G. Jones, Research Director. Formerly with 
Butler Bros. and Sears, Roebuck & Co. on dealer cooperative 
campaigns, M. Rose, Space Buyer. 
Thirty accounts. Ten employees. Three oldest accounts: 
Beloit Iron Works, Victor Mfg. & Gasket Co., Gunkel-Novy 
Co. Has associated offices in twenty-five key centers in 
United States and abroad, rendering complete service in the 
general field. 


HUSBAND & THOMAS, Inc. 
122 East 42nd Street, New York. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


Est. 1921 


HUTCHINS ADVERTISING CO., Inc. Est. 1923 
Cutler Bldg., Rochester, N. Y. 


Recognition: ANPA; ABP; APA. 


M. S. Hutcuins, President. Formerly with H. C. Goodwin, 
Inc., Rochester advertising agency, as account executive. F. 
A. Hutcuins, Vice-President. Formerly with the Borden 
Co., New York City, sales promotion department. F. I. 
Hutcuins, Treasurer. Formerly with Eastman Kodak Co., 
Rochester. Also advertising manager of Crandall Packing 
Co., Palmyra, N. Y. C. L. RumriLt, Vice-President. For- 
merly with Lyddon, Hanford & Kimball, Rochester advertising 
agency, as account executive. 

Seventy-five accounts. Twenty-four employees. Three old- 
est accounts: Pfaudler Co., Ritter Dental Mfg. Co. F. E. 
Reed Glass Co. Three largest accounts: Yawman & Erbe 
Mfg. Co., Bausch & Lomb Optical Co., The Garlock Packing 
Co. Qualified to handle accounts of a technical or semi- 
technical nature, as well as general accounts. 


INGALLS-ADVERTISING 
126 Newbury St., Boston, Mass. 


Recognition: ANPA; PPA; APA. 


THE WILLIAM A. INGOLDSBY CO. Est. 1902 
612 Southwest Bldg., 130 S. Broadway, Los Angeles, Cal. 


Recognition: ANPA; APA. 


Witu1AM A. INcoLpspy, Merchandising Director. Ten years 
with the advertising and sales department of the New Home 
Sewing Machine Co.; five years secretary and account repre- 
sentative of the Read Advertising Agency; seven years half 
owner and account executive of the Read-Miller Company; 
James W. INGoLDsBy, account executive and Industrial and 
Business Paper Director; ArtTHUR W. INGOLDSBy, account 
executive and Radio Director; E. Murray, Space Buyer; D. 
Winnick, Research Director; A. BaArtLett, Publicity News 
Service Director; W. L. Grant, Production Department; Eric 
LinpsLom, Art Department. 


Twenty accounts. Eight employees. Three oldest accounts: 
Martin Iron Works, Hotel Del Coronado and Hotel Vir- 
ginia. Three largest accounts: American Cyanamid Sales Co., 
Johnson, Carvell & Murphy, Santa Catalina Island. One of 
the oldest advertising organizations on the Pacific Coast. 
Specializes in hotel and resort accounts and also handles gen- 
eral advertising. Eight accounts have been with the agency 
for over twenty years. 


THE C. IRONMONGER ADVERTISING AGENCY 
23-25 East 26th Street, New York. 


Member: AAAA. 
Recognition: ANPA; PPA; APA. 


THE IZZARD CO. 
418 Pike St., Seattle, Wash. 
Branches: Tacoma Bldg., Tacoma, Wash., American 
Bank Bldg., Portland, Ore., W. M. Garland Bldg., Los 
Angeles. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


A. J. Izzarp, President. Twenty years’ experience as an ad- 
vertising counsel. Ten years as salesman and business ex- 
ecutive. W. H. Horsey, Vice-President. Twelve years’ ad- 
vertising experience and several years’ general business ex- 
perience. H. O. Stone, Secretary, Director of Plan and Copy 
Department. Ten years’ advertising experience. Ten years 
a writer, publicity expert and newspaper publisher. G. M. 
Nyman, Space Buyer. R. W. Anprews, Research Director. 


Twenty-eight accounts. Twenty employees. Three oldest 
accounts: The Rogers Co., Carnation Co., (Western), The 
Chas. H. Lilly Co. Three largest accounts: Washington 
Boxed Apple Bureau, Carnation Co. (Western), Skookum 
Packers Assn. 


JACOBS, DILLARD AGENCY, Inc. 
1722 Candler Building, Atlanta, Ga. 


Recognition: ANPA; APA. 


WILLIAM JENKINS ADVERTISING 
1713 Sansom Street, Philadelphia, Pa. 


Recognition: ANPA; PPA; ABP. 


JOHNSON-DALLIS CO. 
Atlanta, Ga. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


JOHNSON, READ & CO,, Inc. Established 1916 
(Consolidated with Benson Gamble Johnson & Read 
100%. (Re-established as Johnson, Read & Co., Inc. 
222 W. Adams St., Chicago. 

Member: AAAA; NOAB. 
Recognition: ANPA; PPA; ABP; APA. 

MarsHALL W. Hut, Space Buyer, Industrial and Business 

Paper and Publicity News Service Director. Grorce H. REAp, 

Research and Merchandising Director. ArtHur T. Lewis, 

Radio Director. A. L. Rosenspurc, Manager Auditing Depart- 

ment. 


Ten accounts. Eight employees. Three oldest accounts: Fin- 
nell System, Inc., Herrick Refrigerator Co., Peck & Hills 
Furniture Co. Three largest accounts: Finnell System, Inc., 
The Conover Co. (Electric Dishwasher), National Associa- 
tion of Ice Industries. 


RALPH H. JONES CoO., Inc. 
431 Main Street, Cincinnati, O. 


Recognition: ANPA; APA; PPA. 


WYLIE B. JONES ADVG. AGENCY Established 1907 
Binghamton, N. Y. 
Branches: New York City; Sydney, Australia 
Member: AAAA. 
Recognition: ANPA; PPA; ABP; APA. 


Joun C. Crark, President and General Manager. Ten years 
advertising experience. E. B. Gopinc, Vice-President and 
Treasurer. Sixteen years advertising experience. B. W 
HEIMER, Space Buyer, Copy and Office Manager. Twenty-one 
years experience. C. A. CLEVELAND, Research, Industrial and 
Business Paper Director. H. E. Woopwarp, Merchandising 
Director. Twenty-one years experience. J. C. Gerowe, Radio 
Director. Twelve years in advertising. A. A. Gorpon, in 
charge of foreign business. 

Forty accounts. Sixty employees. Three oldest accounts: 
Othine Laboratories, International Drug & Chemical Labora- 
tories, United Sales & Mfg. Co. Specializes in proprietary 
accounts in daily papers. 


JORDAN ADVERTISING ABROAD, Inc. 
11 West 42nd Street, New York City 
Grorce B. Jorpan, President. Experience in advertising be- 
gan in 1913 and covered important positions with McGraw- 
Hill, Alexander Hamilton Institute, “Industrial Digest” and 
four years in the export advertising field before forming this 
agency. ALLEN H. Seep, Jr., Vice-President, General Man- 
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Established 1909 
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JORDAN ADVERTISING ABROAD, Inc.—(Continued) 


ager and Publicity News Service Director. Following law 
training became vice-president and general manager of Wm. 
J. Morton Co., newspaper representatives. Addresses many 
association meetings on foreign advertising. WALTER R. BIcK- 
FORD, Secretary, Space Buyer and Research Director. Active 
in industrial and commercial and trade paper fields in this 
country and Canada since 1903. JouHn B. Snyper, Account 
Executive. Following merchandising work with Intertype 
Corp., and the Durand Steel Locker Co., entered export ad- 
vertising field in 1924 and has made an intense study of world 
wide markets. Rosert H. Otto, Account Executive. Instru- 
mental in establishing a School of Advertising at the Uni- 
versity of Washington. Business Experience with Browning 
King & Co., George C. May, Ltd., of Norwich, England, 
Scheerer, Inc., New York before entering agency work. W. I. 
SHuccG, Manager Service Department. Sixteen years experi- 
ence in sales and advertising with such concerns as Winchester 
Arms Co., Kolynas Co., Atlantic Lithographing Co. R. 
Stuart Murray, Account Executive in charge of aviation ac- 
counts. Formerly advertising manager of “Aeronautics.” 
THomas WILLIAM Jarvis, Art Director. Rose ALBERT Por- 
Ter, Account Executive. Has traveled extensively in Europe 
—England, France, Italy and Germany. R. Ciirrorp Fow er, 
Account Executive. 

Twenty years of merchandising and advertising experience. 
Thirty accounts. Seventeen employees. Three oldest ac- 
counts: Nestle’s Food Co., Millers Falls Co., Humphreys’ 
Homeo. Med. Co. 


JOSEPH ADVERTISING AGENCY 
1801-3-5-7 Reading Road, Cincinnati, Ohio 
Recognition: ANPA; ABP; APA. 

Jesse M. Josepu, Proprietor and Space Buyer. Ert Cowan, 

Space Buyer; ArtTHUR Hirsu, Roy G. ScHuy_er, Production 

Directors. 

Twenty accounts. Eight employees. Three oldest accounts: 

Red Top Malt Co., Geo. Golde, Inc., Helmet Gum Co. Three 

preest —: Red Top Malt Co., Charles David, Tom Col- 

lins, Jr. Co. 


Est. 1909 


KALETZKI FLACK & HOWARD, Inc. 
527 So. Warren Street, Syracuse, N. Y. 


Recognition: ANPA; ABP. 


C. H. KaLetzx1, Radio Director. Seven years newspaper; four 
years merchandise selling. J.B. Frac, Vice-President. Eight 
years agency experience. H. C. Bartu, Secretary-Treasurer 
and space Buyer.- Six years’ agency experience. Twelve years 
accountant and auditor. THEODER LEISKEN, JR., Art Director. 
W. W. Rose, Research Director. 


Sixteen accounts. Ten employees. 


H. W. KASTOR & SONS CO., Inc. 
14 East Jackson Boulevard, Chicago, Il. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


JOSEPH KATZ CO. Established 1920 

16 E. Mt. Vernon Place, Baltimore, Md. 

Branch: 521 Fifth Ave., New York City 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
JosepH Katz, President. R. C. Netson, Space Buyer, Bal- 
timore, Md. S. W. Gisson, Space Buyer, New York City. P. 
Cuark, Research Director. RoLAND IsRAEL, Radio Director. 
A. B. Notan, Copy Chief. H. CHAMBERLAIN, Manager New 
York Office. Sipney Levyne, Production Manager. 


J. ROLAND KAY, Inc. (Foreign Advertising) Est. 1903 
100 East Ohio Street, Chicago, Il. 

Twenty-one accounts. Three oldest accounts: The Simmons 

Co., The H. W. Gossard Co., Alfred Bird & Sons, Birming- 

ham, England. Three largest accounts: Associated Apparel 

Industries, Alemite Corp., The Simmons Co. 


TYLER KAY CO. 

775 Main St., Buffalo, N. Y. 
Twelve accounts. Five employees. Executives of company 
ave had twenty years of experience in handling advertising 
accounts in a variety of fields. 


THE KEELOR & STITES CO. 
18 W. Seventh St., Cincinnati, Ohio 


Recognition: ABP; APA; PPA. 
SELLS STITEs, President and Space Buyer. Principal work 
has been in national magazine, mail order and newspaper ad- 


Established 1920 


Established 1923 


Established 1920 


vertising. Excellent personal and organization experience, 
in sales and advertising. H.G. KErELor, Treasurer and Space 
Buyer. Wide and varied experience in national magazine, 
direct mail and newspaper advertising. O. A. KLAUSMEYER, 
Secretary, Space Buyer, Industrial and Business Paper Di- 
rector. Experience in technical and financial advertising, with 
special emphasis on direct mail work. PHitre R. Hume, Vice- 
President and Merchandising Director. Broad experience in 
sales and advertising with a background of personal sales ex- 
perience with a number of America’s outstanding corporations. 
JoHN Koepr, Research Director. THOMAS WARNER, Radio 
Director. C. V. CriTcHELL, Publicity News Service Director. 
M. Gross, Production Manager. Grorce Gross, Auditing De- 
partment. L. Coste, Art Department. 


Twenty-seven accounts. Twelve employees. Three oldest 
accounts: French Bros., Bauer Co., The Rudolph Wurlitzer 
Co., The Dorst Co. Three largest accounts: LeBlond-Schact 
Truck Co., The Rudolph Wurlitzer Co., The Cambridge 
Wheatley Co. Member Lynn Ellis Group. 


KELLY, SPLINE & WATKINS, Inc. Est. 1928 
11 West 42nd St., New York City 
Branch: 401 Fourth National Bldg., Cincinnati, O. 
Recognition: ANPA; PPA. 


WarreEN KELLY, President, Vogue Manager; House & Garden, 
Advertising Manager; Jos. P. McHugh & Son, Inc., Vice- 
President; Current Opinion, Advertising Manager; Mico 
Rotogravure Corp., Advertising Manager. Rosert E. Spiine, 
Merchandising Director. Formerly representative, Lambert 
Pharmaceutical Co., Lederle Antitoxin Laboratories, Smith 
Kline & French Co.; Assistant Sales Manager, Bristol Myers 
Co.; Manager of Sales, The Pepsodent Co.; President, Tonic 
Products Co. Francis J. Best, Merchandising Director. 
Formerly Advertising Manager, Bonwit Teller & Co.; Adver- 
tising Director, Lord & Taylor; Advertising Director, R. H. 
Macy; Advertising Director, Saks & Co. Ww. A. Luprorp, 
Space Buyer, and Research Director. Howarp Acton, Pub- 
licity News Service Director. LEoNARD BILLeRA, Manager 
Production Department. 


Twenty-five accounts. Twelve employees. Three oldest ac- 
counts: Marinello, Inecto, and E. H. Pusey, Inc. Three 
largest accounts: Foreman & Clark, Inector, and Norwich 
Pharmacal Co. 


THE KENYON CO,, Inc. Established 1925 
260 Tremont Street, Boston, Mass. (Metropolitan 
Bldg.) 

Recognition: ANPA; PPA; ABP; APA. 

ALpEN H. Kenyon, President. One and half years merchan- 

dising manager department store; manager publishing house; 

vice-president of large Boston agency. IRA N. JELALIAN, 

Vice-President, Generatl Manager and Space Buyer. In 

advertising department of large N. E. shoe manufacturer; 

on sales staff of a N. E. printing house; head of own art 
organization; general manager another N. E. agency. NATHAN 

Pike, Treasurer. With large investment banking house; con- 

troller and office manager of a leading shoe manufacturing 

concern. Lester H. Grsson, Secretary, Space Buyer and Ra- 
dio Director. Head of own manufacturing business. Howarp 

M. Donce, Research Director. Ernest A. Burritt, Merchan- 

dising Director. FRANK W. Prescott, Publicity News Service 

Director. 

Thirty-four accounts. Twenty-two employees. Three oldest 

accounts: American Institute of Finance, L. C. Page & Co., 

Ault-Williamson Shoe Co. Three largest accounts: Vermont 

Marble Co., Moxie Company of America, Whiting & Davis 

Co. 

KENYON & ECKHARDT, Inc. Established 1929 

247 Park Ave., New York City 


Member: AAAA. 

Recognition: ANPA; PPA; ABP; APA. 
Henry Eckuarot, President-Account Executive; Otrs ALLEN 
Kenyon, Treasurer-Account Executive; Stuart CAMPBELL, 
Vice-President-Art Director; C. H. VasoLi, Vice-President- 
Business Manager; JosEPH VESSEY, Secretary-Space Buyer; 
Jarvis WrEN, Radio Advertising Specialist; WILLIAM Preuss- 
NER, Production Manager. 
Nineteen accounts. Forty-five employees. Three oldest ac- 
counts: Wagner Electric Co. Kerite Insulated Wire Co., 
Monitor Controller Co. Three largest accounts: Canadian 
Pacific Railway Co., Axton Fisher Tobacco Co., Revere Cop- 
per & Brass, Inc. Organized in 1929 as a continuation of the 
advertising business of Ray D. Lillibridge, Inc., of which Mr. 
Kenyon was vice-president and Mr. Eckhardt executive vice- 
president. 
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KETCHUM, MacLEOD & GROVE, Inc. Est. 1922 


2020 Koppers Building, Pittsburgh, Pa. 

Member: AAAA. 

Recognition: ANPA; PPA; ABP; APA. 
Grorce Ketcuum, President. Rosert E. Grove, Vice-Presi- 
dent and Secretary. E. T. Gmes, Vice-President. W. J 
Tuomas, Treasurer. All the above men have had continuous 
experience in advertising work over periods varying from 
seven to sixteen years. E. T. Gites, Research and Merchan- 
dising Director. Rosert E. Grove and C. D. BENNER, Space 
Buyers. 
Twenty-two accounts. Twenty employees. Three oldest ac- 
counts: The Colonial Trust Co., National Radiator Corp., H. 
H. Robertson Co. Three largest accounts: H. H. Robertson 
Co., National Fireproofing Corp., Reliance Life Insurance Co. 


FRANK KIERNAN & CO. Established 1869 
41 Maiden Lane, New York City 
Recognition: ANPA; APA. 

Partners FRANK KIERNAN and J. RUSSELL KIERNAN. JAMES 
NoLan, Research Director. W. K. Situ, Merchandising 
Director. C. B. Casinas, Radio Director. WILLARD SMITH, 
Publicity News Service Director. RussELL Kiernan, Finan- 
cial Advertising. Wutt1am Marvin, Hotel and Automobile 
Advertising. Harry Hyman, Real Estate Advertising. 

Over four hundred accounts. Thirty-five employees. This 
agency for sixty years has been servicing a variety of ac- 
counts including a large number of banks, investment and 
brokerage houses. In addition it has specialized in radio ad- 
vertising, hotels, and automobile advertising, particularly 
dealers in the last case. Among its executives are men thor- 
oughly experienced in department store selling, particularly 
in the women’s wear line; soft drinks; and specialties such 
as motion picture cameras, washing machines and the like. 
The agency also handles a number of real estate development 
accounts. Has a well organized publicity department which 
undertakes publicity campaigns. This agency is one of the 
oldest in the United States, the present ownership representing 
the third generation of advertising experience in the company. 


KING AND WILEY & CO., Inc. Established 1919 
1370 Ontario Street, Cleveland, Ohio 
Recognition: ANPA; PPA; ABP; APA. 
Joun S. Kine, President. Seventeen years agency experi- 
ence; JoHNn E. Witey, Vice-President. Thirteen years agency 
experience; Epwarp T. Kinc, Treasurer. Eight years agency 
experience and twenty years general experience; J. P. Bur- 
LINGAME, Rsearch Director; JosepH C. BowMan, Radio; F. 
E. BirMINGHAM, Industrial and Business Paper; Marie S. 
Wiecet, Head of Household Products Division. 


Twenty-eight accounts. Twenty-three employees. Three old- 
est accounts: Wooster Brush Co., Casco Co., City Ice & Fuel 
Co. Three largest accounts: Packard Electric Co., U. S. Air 
Compressor Co., White Sewing Machine Co. 


GEORGE J. KIRKGASSER & CO. 
400 No. Michigan Avenue, Chicago, Ill. 


Recognition: PPA; APA. 


‘W. S. KIRKPATRICK ADVERTISING 
SERVICE 

American Bank Building, Portland, Ore. 

Branches: Affiliated Offices: Seattle, San Francisco, Los 

Angeles, Chicago, New York. 

Recognition: ANPA; PPA; ABP; APA. 
W. S. Kirgpatrick, General Manager. Twenty-two years 
advertising and merchandising. ALBERT Byers, Assistant 
Manager, Space Buyer and Industrial and Business Paper 
Director. Twenty years advertising and merchandising. R. B. 
LainG, Account Executive and Merchandising Director. Eight 
years newspaper development, merchandising and advertising. 
CLYDE WINSLOW, Account Executive. Seven years advertising, 
art direction, production work. HERBERT HEywoop, Ten years 
Art Director this agency. M. MacKenziz, Research Director. 
Guapys I. Rick, Radio Director and Publicity News Service 
Director. 
Thirty accounts. Ten employees. Three oldest accounts: 
United States National Bank, Portland, eleven years, Vogan 
Candy Corp., ten years, Dean Rectal, Colon Clinic, ten years. 
Four largest accounts: Union Pacific System, Oregon State 
Chamber of Commerce, Gill Bros. Seed Co., West Coast Life 
Insurance Co. 


KIRTLAND-ENGEL CO. 
646 No. Michigan Boulevard, Chicago, Ill. 
Recognition: ANPA; PPA; APA. 


Established 1912 


KLAU-VAN PIETERSOM DUNLAP YOUNGGREEN, 
Inc. Established 1906 
Commerce Building, Milwaukee, Wis. 

Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

Wa tter F. Dunwap, President. G. W. Kuiau, Art Director, 

A. Van Pierersom, C. C. CHAPELLE, Space Buyers. A. A. 

ACKLEY, Industrial and Business Paper Director. W. T. Den- 

NISON, Publicity News Service Director. 


Seventy-four accounts. Fifty employees. Three oldest ac- 
counts: Harley Davidson Motor Co., Nunn Bush Shoe Co, 
Aeroshade Co. Three largest accounts: Addressograph Co, 
National Enameling & Stamping Co., Modine Manufacturing 
Co. This agency has had a diversified experience in many 
lines and prides itself on its ability to hold accounts. Thirty- 
seven clients have been with them more than four years, nine 
are leaders in volume production and sales in their lines, and 
seven have left the agency, stayed one or more years with other 
agencies, and then returned. 


KLING-GIBSON CO. Established 1919 

8 South Michigan Ave., Chicago, IIl. 

Branch: 230 Park Avenue, New York, Se 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Leroy A. Kuna, President. Formerly sales manager Universal 
Crusher Co., Wheeling Mould & Foundry Co., Jeffery Mfg. 
Co. Jess H. Witson, Vice-President and Merchandising Di- 
rector. Formerly sales manager Pompeian Co., Princess Pat, 
Ltd., Fuller Morrisson. ARTHUR F, MARQUETTE, Secretary 
and Research Director. Formerly sales promotion manager, 
B-K_ Laboratories. JoHN BAIRNSFATHER, ‘Treasurer. 
Formerly with Thompson-Koch Co. Craupe C. Hopkins, 
copy counsellor. Seventeen years with Lord & Thomas. Franx 
A. Cuppiny, Account Executive and Industrial and Business 
Paper Director. Roy QuinLan, Account Executive. Formerly 
president Quinlan Co. D. H. NicnHots, Account Executive. 
C. E. Bonnesen, Space Buyer. N. Larson, and L. Cox, As- 
sistant Space Buyers. HucGu Racer, Radio Director. C. E. 
Fiint, Comptroller. 
Thirty accounts. Forty employees. Three oldest accounts: 
Meadows Mig. Co., Pratt Food Co., Battle Creek Food Co. 
Three largest accounts: Petroleum Heat & Power Co., Rala- 
dam Co., Milnesia International. Developers of new business. 
Only nine of thirty clients were advertisers before employing 
the services of this agency. 


EMERSON B. KNIGHT, Inc. Established 1919 
409 Architects & Builders Building, Indianapolis, Ind. 
Recognition: ANPA; ABP. 

C. E. KNEPPER, President. A. D. Pratt, Vice-President. W.F. 

GRANT, Vice-President. Wm. R. Wricut, Vice-President. R. D. 

Pratt, Treasurer. E. Simmons, Secretary. JOHN W. ZARING, 

Market Analyst. S. W. SHEETz, Space Buyer. Wm. R. BLuMER, 

Research Director. 


Thirty-three employees. 


PHILIP KOBBE, Inc. 

19 West 44th Street, New York City 
This agency, which specializes in direct-by-mail campaigns 
and in promotion campaigns for publications, has twelve ac- 
counts including International Nickel Co., Christian Science 
Monitor, Time, Wall Street Journal, Better Homes and Gar- 
dens, Portland (Ore.) Journal and Financial World. 


KRAFF ADVERTISING AGENCY _ Established 1915 
611-617 National Bldg., Minneapolis, Minn. 
Recognition: ANPA; ABP; APA. 


Norm E. Krarr, Proprietor. Radio Director and Space Buyer. 
Twenty-three years agency experience. MELVIN E. JOHNSON, 
Copy Director and Space Buyer. Nine years agency experience. 
L. E. Witcox, Art Director. Fourteen years experience in 
agency and art work. H. J. McLane, Auditor and Merchan- 


Established 1925 


dising Director. Hers J. Mason, Production Manager and « 


Space Buyer. Eleven years experience. Ralph E. JoHNSTON, 
Publicity News Service Director, Tuomas E. Brosius. 

Seventy-seven accounts. Six employees. Three oldest ac- 
counts: Berwind Fuel Co., Chippewa Spring Water Co., Ster- 
ling Electric Co. Three largest accounts: Berwind Fuel Co., 
A. C, Ochs Brick & Tile Co., Reinhard Bros. Co. Has made a 
special study of radio manufacturing, coal, milling and ma- 
chinery, clay products and of a variety of business fields. 


THE KRICHBAUM-LIGGETT CO. _ Established 1920 
750 Leader Building, Cleveland, Ohio 
Recognition: PPA; ABP; APA. 

NorMAN KRriICHBAUM, President. Twelve years’ agency ¢x- 
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THE KRICHBAUM-LIGGETT CO.—(Continued) 


perience. Carr Liccett, Vice-President, Treasurer, and Space 
Buyer. Twelve years’ agency experience. R. O. d’ALsrET, 
Vice-President. Seven years’ publication experience. 

Fifteen accounts. Seven employees. Three oldest accounts: 
Sanymetal Products Co., Cleveland; Warren Tool & Forge 
Co., Warren, Ohio, Hughes-Keenan Co., Mansfield, Ohio. 
Three largest accounts: Cleveland Provision Co., Hughes- 
Keenan Co., Sanymetal Products Co. 


LAKE-DUNHAM-SPIRO-COHN, Inc. 
Sterick Tower, Memphis, Tenn. 


Recognition: ANPA; PPA; APA. 


LAMBERT & FEASLEY, Inc. 
400 Madison Ave., New York, N. Y 
Member: ABC. 
Recognition: ANPA; PPA; ABP; APA. 
J. L. Jounston, President. Wm. P. Day, Vice-President and 
Treasurer. GorRDON SEAGROVE, Vice-President. Martin Hor- 
RELL, Secretary. WALTER P. Lantz, Assistant Treasurer. 
GeorcE C. Disert, Space Buyer. 


LAMPORT, FOX & CO. 

525 J. M. S. Bldg., South Bend, Ind. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
W. K. Lamport, President. Merchandising and advertising 
experience in newspapers, public utility, department store, 
printing papers, refrigeration, pianos, etc. H. W. Fox, Vice- 
President. Extensive experience on merchandising outdoor 
and sporting equipment and household utilities. C. F. PReLL, 
Vice-President, Radio Director. Exceptional experience in 
merchandising, printing papers, outdoor products and home 
furnishings. Irvin Dork, Secretary-Tireasurer. Especial 
experience in merchandising musical instruments, commercial 
refrigeration and household utilities. 
Eighteen accounts. Sixteen employees. Three oldest ac- 
counts; McCray Refrigerator Sales Corp., Chicago Paper Co., 
South Bend Bait Co. Three largest accounts: McCray Re- 
frigerator Sales Corp., Horton Mfg. Co., Allied Paper Mills. 


REED G. LANDIS CO. Established 1913 
26 East Huron Street, Chicago, Ill. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
ReeD G. Lanpis, President. Wm. J. Cleary, Secretary-Treas 
urer. R. Morris, Space Buyer. This is a general advertising 
agency. 


LA PORTE & AUSTIN, Inc. 
274,Madison Avenue, New York. 


Recognition: ANPA; APA. 


LARCHAR-HORTON CO. 

44 Franklin St., Providence, R. I. 

Recognition: ANPA; PPA; ABP; APA. 
Etmer §S. Horton, President. Three years’ experience as 
salesman; six years advertising manager of the Providence 
Journal and Bulletin; Raymonp C. R. Noren, Vice-President 
and Production Manager. Six years in advertising agency 
work; three years in printing business; eight years with 
Larchar-Horton Co.; Witt1aM Larcnar, Treasurer and Gen- 
eral Manager. Twenty-five years in advertising work; six- 
teen years experience in retail advertising as assistant adver- 
tising manager and advertising manager of a large department 
store; also as an operator of a retail advertising service; 
LawreNCE LANPHER, Secretary and Assistant Treasurer; 
Formerly newspaper writer and divisional sales manager of 
a large soap manufacturing company. Five years with Lar- 
char-Horton Co.; ArtHuUR S. HASSELL, Space Buyer and Re- 
search Director. Formerly with the General Outdoor Adver- 
tising Co. and Daniel Starch & Staff. 
Twenty-five accounts. Twenty-one employees. Three oldest 
accounts: Nicholson File Co., Trimont Mfg. Co., Inc. and 
Apco Mossberg Corp. Three largest accounts: Nicholson 
File Co., Hygrade Lamp Co. and The Stanley Works. Or- 
ganization made up of specialists in a variety of fields includ- 
ing general, industrial and financial advertising. 


LAVIN & CO., Inc. 
Statler Bldg., Boston, Mass. 
Recognition: ANPA; PPA; APA. 
J. L. Lavin, President and Account Executive. Formerly 
connected with commercial research, The Borden Co., and in 
sales executive capacities with Orange Crush Co., Thomas 


Established 1921 


Established 1917 


Established 1921 


Established 1927 


Lipton Co., Teleton Corp., Eastern Advertising Co. FE. D. 
PARENT, Markets and Media Director and Space Buyer. Long 
and varied experience in advertising and sales fields. Four 
years with Glaser & Marks Advertising Agency. Two years 
as special publisher’s representative. Prize winner in Spring- 
field, Mass. advertising contest. ELMER KENESAW PILsBuRY, 
Service Director. Graduate of Dartmouth with post-graduate 
courses in Amos Tuck School, Northwestern University and 
Harvard. Formerly in sales service department Winchester 
Repeating Arms Co. and production manager New England 
Confectionary Co. EvELYN Woopsury, Copy Chief. Gradu- 
ate of Boston University. Long experience in sales and ad- 
vertising fields. Formerly with O’Malley Advertising Agency. 
M. Fraser, Production Manager. H. McDaniet, Art Direc- 
tor. 

Twelve accounts. Ten employees. Three largest accounts: G. 
F. Heublein & Bro., Durnell Wright Co., New England Con- 
fectionery Co. 


THE LAY CO., Inc. 
420 Lexington Ave., New York, N. Y 
Recognition: ANPA; PPA; APA; NOAB. 
D. M. Lay, President; T. L. Criapp, Vice-President; 
Tart, Secretary; D. M. Lay, Treasurer. 


WILSON H. LEE ADVERTISING AGENCY 
6 Church Street, New Haven, Conn. 


Recognition: APA; ABP. 


AL. PAUL LEFTON CO. 
219 So. Broad Street, Philadelphia, Pa. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


LENNEN & MITCHELL, Inc. 
17 East 45th Street, New York. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


H. E. LESAN ADVG. AGENCY Established 1908 

420 Lexington Avenue, New York, N. Y. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
H. E. Lesan, President; JAMES Mackay, Vice-President and 
Merchandising Director; D. W. HENpbERson, Vice-President; 
J. H. Eyperer, Secretary and Treasurer; CHaArtEs LANs- 
pown and G. E. Hopcens, Space Buyers; W. L. Recu, Re- 
search Director; E. E. Garrison, Publicity News Service Di- 
rector; H. KirscHBaum, Production Manager; Y. K. SmitH, 
Copy Chief. 


Twenty-eight accounts. Forty-two employees. Three oldest 
accounts: Standard Textile Products Co., Postal Life Insur- 
ance Co., Guaranty Trust Co. Three largest accounts: Scholl 
Manufacturing Co., Durkee Famous Foods, Inc., Standard 
Textile Products Co. 


LESAN FLORIDA ADVG. AGENCY Established 1923 
Times Bldg., St. Petersburg, Fla. 
Branch: 420 Lexington Ave., New York 
Recognition: ANPA; PPA; ABP; APA. 
H. E. Lesan, President. J. H. Eypeter, Secretary-Treas- 
urer. T. M. GrirFitH, Manager and Space Buyer. T. E. 
ZEIDLER, Art Director. 


Thirty accounts. Six employees. Three oldest accounts: St. 
Petersburg Chamber of Commerce, Clearwater Chamber of 
Commerce, Soreno Hotel. Three largest accounts: St. Peters- 
burg Chamber of Commerce, Tampa Chamber of Commerce, 
State Department of Agriculture. This agency specializes in 
community and resort hotel advertising. Is well qualified to 
handle financial, industrial and educational accounts. 


LESSING ADVG., CO., Inc. Established 1909 
910-915S & L Building, Des Moines, Iowa 
Recognition: PPA; APA. 

Pau B. Lessinc, President and Space Buyer. Twenty years 

with oe company and fifteen years experience before that. 

R. J. Frynn, Secretary-Treasurer and Space Buyer. Eighteen 

years with this company, five years experience before that. 

D. L. Duncan, Research Director. 

Fifty accounts. Eight employees. 

Galloway Co., Waterloo, Ia.; 

Ia.; John A. Salzer Seed Co., 


H. H. LEVEY 
1328 Broadway, New York. 


Recognition: ANPA; PPA. 


Established 1920 


J. B. 


Three largest accounts: 
arl Ferris Nursery, Hampton, 
LaCrosse, Wis. 
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ADDISON LEWIS & ASSOCIATES _ Established 1921 
1111 Foshay Tower, Minneapolis, Minn. 


Recognition: ANPA; PPA; APA. 


Appison Lewis. Harvey R. Kruse. Epwarp Gruss. Miss 
Jane McKenna. Frank K. BropertcKk. JAMES A. QuINT. 
Forty accounts. Seven employees. 


EMANUEL LINDER ADVERTISING AGENCY 
1457 Broadway, New York. 


Recognition: ANPA; APA. 


LITTLEHALE-BURNHAM-ROSSITER, Inc. 
175 Fifth Avenue, New York City. 


Recognition: ANPA; APA. 


Pau B. LittLeHALE. Rurus B. BuRNHAM. RALPH J. Ros- 
SITER. Henry T. Hopcskin. ALBERT J. SLOMANSON, Indus- 
trial and Business Paper Director. DouGcLas MILNE, Account 
Executive. Ropert D. MANSFIELD, Copy Chief. FRANK M. 
WexserR, BLANForpD A. Doane, Space Buyers. ROLAND BARKER, 
Research Director. Marre Biizarp, Radio Director. 


Eighty accounts. Thirty employees. Three largest accounts: 
Tishman Realty & Construction Co., Binney & Smith, Ana- 
conda Copper Co. 


LIVERMORE & KNIGHT CO. Recognized 1919 
420 Pine Street, Providence, R. I. 
Branch: 25 West 43rd Street, New York City 
404 Park Square Bldg., Boston, Mass. 


Recognition: ANPA; PPA; APA. 


Howarp KNIGHT, Treasurer, General Manager and Merchan- 
dising Director. Approximately twenty-five years’ selling di- 
rect mail, origination, advertising contact, planning and direc- 
tion. H. N. Kwyicut, President. Approximately fifty-five 
years’ selling—including thirty odd years of advertising copy, 
service, research, plans. (not now especially active except in 
advisory capacity) W. O. Hott, Vice-President in charge of 
production. Thirty-five years’ printing and advertising pro- 
duction experience, including art direction. R. L. Foster, 
Vice-President in charge of art. Twenty-five years’ experience 
as advertising artist; ten years as director. A. L. DEAN, Vice- 
President in charge of sales. Fifteen years’ experience in sales, 
advertising planning and contact. R. G. INGRAHAM, Vice- 
President in charge of copy and service. Ten years of educa- 
cational work; ten years’ experience in selling and advertising. 
M. L. Suortett, Secretary. Approximately sixteen years’ 
experience in general, secretarial and advertising service. H. 
DopswortH, Industrial and Business Paper Director. C. F 
Freese, Publicity News Service Director. J. F. Dowp, Man- 
ager of New York Office. I. E. BLatne, Manager of Boston 
Office. W. B. Gowney, Jr., Space Buyer in Providence Office. 
R. C. Spencer, Space Buyer in New York Office. 


Eighteen accounts. Three oldest accounts: Bridgeport Brass 
Co., Rhode Island Hospital Trust Co., Silver Lake Co. Three 
largest accounts: Rhode Island Hospital Trust Co., John 
Hancock Mutual Life Insurance Co., Providence Gas Co.— 
Appliances. One of the unusual features of this agency is 
that it started fifty-five years ago as a printing plant. The 
founders soon discovered that there was more opportunity for 
development in selling ideas to be printed than merely in print- 
ing the customer’s idea. Out of this service evolved an ad- 
vertising agency with its own production facilities for both 
direct and publication advertising. 


LOCKWOOD-SHACKLEFORD CO. 
122 East Seventh Street, Los Angeles, Cal. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


LOEWY ADVERTISING AGENCY 
5 Beekman Street, New York. 


Recognition: ANPA; APA. 


LOGAN & STEBBINS Established 1922 
1031 South Broadway, Los Angeles, Cal. 
Branch: Financial Center Building, San Francisco, Cal. 
Recognition: ABP; APA. 


Duptey L. Locan. Started own agency in 1920. Co-partner 
in firm of Logan & Stebbins since 1922. Specializes in plans 
and copy. Barton A. STespins, Merchandising Director. Co- 
partner in firm of Logan & Stebbins since 1922; previously in 
wholesale dry goods business in capacity of selling, buying 
and department manager. Specializes in marketing plans and 
sales work. ArTHUR W. GUDELMAN, Space Buyer. Berry G. 
BayLey, Research Director. Nat G. Jerrras, Publicity News 
Service Director. P. K. FEtitner, Office Manager and Ac- 
countant. Ray Winters, Art Director. 


Twenty-six accounts. Ten ‘employees. Three oldest accounts: 


A. L. Boyden Co., South Coast Land Co. and H. G. Rath Co, 
Three largest accounts: California Consolidated Water Co, 
H. R. Curtiss Co. and Los Angeles Investment Group. This 
agency has particular experience in the radio, food, automo- 
tive, financial and mail order fields. 


LONG ADVERTISING SERVICE Established 1909 
Realty Building, 19 N. Second St., San Jose, Cal. 
Member: AHMP; PAAA. 

Recogmtion: APA. 


Atvin Lone, Principal and Merchandising Director, Space 
Buyer. Twenty-one years of newspaper and general advertis- 
ing experience. Has handled wide range of general, financial, 
mail order accounts, and particularly noted for work on agri- 
cultural accounts. 


Twelve accounts. Seven employees. Three oldest accounts: 
John Bean Mfg. Co., California Spray-Chemical Co., Made- 
well Mfg. Co. Three largest accounts: John Bean Mfg. Co., 
California Spray-Chemical Co., Amorc College. Moderate 
sized organization with sufficient executive personnel to give 
personal attention to accounts served, and the proper facilities 
to handle details. A member of the Lynn Ellis group. 


LOOMIS, BAXTER, DAVIS & WHALEN, Inc. 
1004 Baltimore Avenue, Kansas City, Mo. 
Member: AAAA; NOAB. 

Recognition: ANPA: PPA; APA; ABP. 


LOOMIS, BEVIS & HALL, Inc. 
(Re-incorporated 1927) 
Congress Building, Miami, Fla. 
Branch: Atlantic National Bank Bldg., Annex, Jackson- 
ville, Fla. 

Recognition: ANPA; PPA. 

C. S. HALL, Jr., President and Space Buyer. H. E. Loomis, 

Vice-President and Space Buyer. G. E. Bevis, Vice-Presi- 

dent, Treasurer, and Radio Director. A. L. THompson, Sec- 

retary and Space Buyer. B. E. Crarx, Research Director. 

Epcar Hay, Publicity News Service Director. 


Thirty-five accounts. Twelve employees. The oldest account 
is City of Miami. Three largest accounts: Cuban National 
Tourist Commission, State of Florida, Florida Interests, Es- 
tate of John and Henry Phipps. Specialists in resort adver- 
tising. Bulk of accounts in Florida and Cuba. 


LORD & THOMAS AND LOGAN Established 1879 
247 Park Avenue, New York. 
Branches: 919 No. Michigan Avenue, Chicago, Ill. ; 404 Hibbs 
Building, Washington, D. C.; 1151 So. Broadway, Los Angeles, 
Cal.; 225 Bush Street, San Francisco, Cal.; 1434 St. Catherine 
Street, West Montreal, Que., Can.; 67 Yonge Street, Toronto, 
2, Ontario, Can.; Surrey House, Victoria Embankment, Lon- 
don, W. C. 2, Eng.; Galleria del Corso N4 Piano 8e, Milan, 
Italy; 16 Place de La Madeleine, Parise 8e, France. 
Member: AAAA; NOAB. 
Recognitions: ANPA; PPA; ABP; APA. 


F. J. LOW CO,, Inc. 
15 West 44th St., New York City 


Recognition: ABP; APA. 


F. J. Low, President. Twenty-five years’ experience as ad- 
vertising manager Bullard Machine Tool Co., manager Collins 
Advertising Co., advertising manager Johns-Manville, Inc., 
account executive Cheltenham Advertising Agency and vice- 
president Mutual Service Advertising Agency. W. B. Dycert, 
Research Director and Secretary. Fifteen years’ experience 
with H. Koppers Co., F. A. Ensign Advertising Co., Inc., and 
Nozol Co. Practical mechanical engineer. DoucGLtas MILNE, 
Vice-President. Has eighteen years’ experience. Formerly 
with Johns-Manville, Inc.; Gorman Co., Inc.; Sells, Ltd.; and 
Hendee Mfg. Co. J. Couratt, Space Buyer. 

Twenty accounts. Three oldest accounts: Sarco Co., Inc.; 
Fruit Auction Co., and Boggs Mfg. Co. Three largest ac- 
counts: Patterson-Kelley Co.; Sarco Co., Inc., and Jerry 
O’Mahoney, Inc. 


EARLE LUDGIN, Inc. 
180 No. Michigan Avenue, Chicago, Ill. 


Recognitions: ANPA; PPA; ABP. 


EarLE LupGIN, previously with Paul A .Florian Agency and 
Albert Pick & Co. Haroip P. Brown, formerly with George 
Harrison Phelps, Inc. and Seelye & Brown of Detroit. ARTHUR 
LayTon Rumry, previously Advertising Manager of Casement 
Hardware Co. and Skilsaw, Inc. Jonn H. Wit~marts, Art Di- 
rector, formerly with Earl Uhl and Associates. 


Fourteen accounts. Six employees. Three oldest accounts: 
Albert Pick-Barth Co., Inc., Clinton Carpet Co. (Ozite Rug 


Established 1923 


Established 1922 


Established 1927 
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EARLE LUDGIN, Inc.—(Continued) 

Cushion), The John Van Range Co. Three largest accounts: 
Clinton Carpet Co., Lucien Lelong, Inc., and Albert Pick-Barth 
Co., Inc. 


LYDDON, HANFORD & KIMBALL, Inc. Established 1909 

11-15 James Street, Rochester, N. Y. 

Branches: 110 East 42nd Street, New York; 259 Delaware 

Avenue, Buffalo, N. Y. 

Member: NOAB. 

Recognitions: ANPA; PPA; APA; ABP. 
CLINTON R. Lyppon, President, Rochester. SAxE H. HARFORD. 
Treasurer, Rochester, RALPH M. COLE, Secretary, Rochester, 
AppotT KIMBALL, Vice-President, New York City. L. A. CASLER, 
Space Buyer. 
One hundred and twenty-four accounts. Sixty employees. Three 
oldest accounts: Stromberg-Carlson Tel. Mfg. Co., W. S. Rice 
Co., A. S. Beck Co. Three largest accounts are the same. This 
agency emphasises three distinct specialties: (1) Radio advertis- 
ing (centralized in Rochester); (2) Style Merchandise and Class 
Products, centralized in the N. Y. office, including a number of 
accounts in the fashion field—particularly in shoes; (3) Building 
Product Advertising and Merchandising Service, including 
products in the Decorative field. 


LYNCH & WILSON, Inc. Established 1917 


Kokomo, Ind. 
Recognition: ANPA; PPA; ABP; APA. 


Harry M. Lyncu, President. Twenty years in newspaper 
advertising and agency work. C. B. Witson, Vice-President, 
Merchandising and Radio Director. Eighteen years as sales 
promotion manager for manufacturer, newspaper advertising 
manager, agency work. H. G. Austin, Industrial and Busi- 
ness Paper Director. Nine years as advertising manager and 
agency executive. T. M. Laturop, Research Director. Five 
years as merchandise salesman and advertising man. C. F. 
Baker, Publicity News Service Director. Six years mer- 
chandise salesman, sales promotion work for manufacturer, 
agency work. W. R. Prerse, Space Buyer. CourTNEY 
Miter, Art Director. 


Thirty-two accounts. Thirteen employees. Three oldest ac- 
counts: Kingston Products Corp., Continental Steel Corp., 
Flint and Walling Mfg. Co. Three largest accounts: Over- 
a Door Corp., Continental Steel Corp., Kingston Products 
orp. 


THE J. HORACE LYTLE CO. 
333 West First St., Dayton, Ohio 


Recognition: ANPA; PPA; ABP; APA. 


J. Horace Lytte, President. S. H. ANKENEY, Vice-Presi- 
dent and Merchandising Director. R. M. Cottett, Secretary. 
H. V. Lyte, Sr., Treasurer. O. A. DrEMErR, Space Buyer. 
J. E. Romic, C. W. Stoup, Radio Director and Industrial and 
Business Paper Director. C. O. NasLapu, Publicity News 
Service Director. 


Fifteen accounts. Fifteen employees. Three oldest accounts: 
The Crawford, McGregor & Canby Co., The Davies-Young 
Soap Co., Dayton Steel Foundry Co. Three largest accounts : 
The Crawford, McGregor & Canby Co., A. H. Heisey & Co., 
The Peters Cartridge Co. Specialists in sporting goods field. 


MacDONALD-COOK CO. Established 1929 
508 Sherland Building, South Bend, Ind. 


Recognitions: PPA; ABP; APA. 


C. A. McDonaLp, President. Principal experience previous to 
the organization of this company over a year ago was as Vice- 
President of the Lamport-MacDonald Co. for twelve years. In 
that position he directed the activities of a number of accounts, 
some few of which are now handled by the new organization. 
During that period his experience covered a number of different 
types of accounts including various types of over-the-counter 
merchandise, building products, trucks, machinery and personal 
service. Mr. Cook, Vice-President, experience secured both as a 
Manufacturer and as an agency man. He was formerly advertis- 
ing manager of the South Bend Watch Co., and later Sales Man- 
ager of the Anderson Co., making automobile accessories. He has 
also been with the advertising agencies of Frank Seaman, Inc., 
and Burnet-Kuehn. His experience covers automotive, hardware, 
Jewelry, women’s apparel, mail order and other industries, having 
Served some of the largest national advertisers in these fields. 
S. W. Petaccl, Space Buyer. Several years agency experience 
serving some of leading accounts in office equipment, outdoor and 
industrial fields. G. E. MILLER, Art Director. The broad experi- 
ence of the principals of the agency covers every form of advertis- 
ing. They refer you to clients for reference as to how well service 
is being rendered. 


Established 1919 


Twelve accounts. Six employees. Three oldest accounts: C. G. 
Conn, Ltd., Dodge Manufacturing Corporation and Electric 
Sprayit Co., Inc. Three largest accounts are the same 


MACE ADVERTISING AGENCY 
Lehmann Building, 5th floor, Peoria, Ill. 


Recognitions: ANPA; PPA; APA; ABP. 


HAYS MacFARLAND & CO. 
333 N. Michigan Ave., Chicago, Ill. 
Member: NOAB. 
Recognition: ANPA; PPA; ABP. 


Hays MacFaranp, President. Graduate University of Chi- 
cago. Assistant business manager Chicago Herald & Ex- 
aminer. Later advertising solicitor Curtis Publishing Co. Vice- 
president, in charge of sales and advertising Bassick-Alemite 
Corp. Partner, Blackett, Sample & MacFarland, now Blackett- 
Sample-Hummert. Vice-president and assistant publisher and 
advertising director Chicago Herald & Examiner. MALCOLM 
A. JENNINGS, Vice-President. Art Director Chicago Herald 
& Examiner. N. H. Pritcuarp, Secretary. Attorney. FAyYe 
Mittarp MAcCFARLAND, Treasurer. Mar G. KENNeDy, Space 
Buyer. Space Buyer and Treasurer—Fourteen years Conover- 
Mooney Agency. STEWART Roserts, Research Director. S. 
V. Horton, Merchandising Director. H. B. Burton, Comp- 
troller. Seven years Lord & Thomas and Logan. 

Six accounts. Twenty-six employees. Three oldest accounts: 
Grigsby-Grunow Co., Winslow Boiler & Engineering Co., 
Juergens & Andersen Co. Three largest accounts: Grigsby- 
Grunow Co., Majestic Household Utilities, Northwestern 
Yeast Co. 


THE EDWIN A. MACHEN CO. 
1136-7 Ohio Bldg., Toledo, Ohio 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


W. B. MacKENNEY CO. Established 1922 

1830 Arch St., Philadelphia, Pa. 

Member: NOAB. 

Recognition: ANPA; PPA; APA. 
W. B. MAcKENNEY, experience twenty-three years in adver- 
tising and merchandising. CHARLES R. Cassipy, Copy Chief. 
Experience fifteen years in newspaper and agency work. H. A. 
WeENnzLE, Art Director. Experience fourteen years newspaper 
and magazine. W. BERKELEY MACKENNEY, Jr., Production 
Manager. Experience eight years printing and agency. J. C. 
Esert, Space Buyer. Experience twenty years newspaper 
magazine printing. H. A. Morris, Research Director. 
Fifteen accounts. Ten employees. Three oldest accounts: 
Supplee-Wills-Jones Co., P. J. Ritter Co., Alex Sheppard & 
Sons, Inc. Three largest accounts are the same. This agency 
specializes in advertising and merchandising food products. 


MacKENZIE GOLDBACH & BERDAN, Inc. Est. 1927 
Huron Building, Toledo, Ohio 
Recognition: PPA; ABP; APA. 
E. J. MacKenzie, H. P. Berpan, E. F. Gorppacn, R. A. 
KRAUS. 
Thirteen accounts. Three largest accounts: National Tent & 
Awning Manufacturers Association, National Mirror Manu- 
facturers Association, N. O. Master Bakers Association. 
Specializes in association accounts. Is equipped to handle all 
branches of association promotion—the organization of pro- 
motional work, fund raising, preparation and execution of 
programs, and co-operation with the individual supporter of 
the program. Has a staff of field men to carry on the work. 


MacMANUS, Inc. Established 1916 

Fisher Bldg., Detroit, Mich. 

Branches: New York City, Toledo, Seattle, Portland, 

Los Angeles, Oakland, San Francisco 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
THEODORE F. MACMANUus, President and Treasurer. 
YInKEY, Vice-President. E. J. Srerver, Secretary and Gen- 
eral Manager. Wm. H. Larkin, Space Buyer. ELMER FRoe- 
LicH, Space Buyer. 


MAC MARTIN ADVERTISING AGENCY 
500 Security Building, Minneapolis, Minn. 
Branch: Le Sueur, Minn. 

Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
Mac Martin, Organizer and Owner. Author of “Advertising 
Campaigns” and many articles on advertising procedure. Pro- 
fessional lecturer on advertising University of Minnesota 1909 


Established 1929 


Established 1925 


ARDEN 


Est. 1904 
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MAC MARTIN ADVERTISING AGENCY (Continued) 


to 1920. Jos—epH MacGAHERAN, Account Executive. E. C. 
Norpven, Account Executive. 


Twelve accounts. Eighteen employees. Three oldest accounts: 
Shevlin, Carpenter & Clark Co., Federal Schools of Illustrat- 
ing, Perfection Mfg. Co. Three largest accounts: Shevlin, 
Carpenter & Clark Co., Minnesota Valley Canning Co. and 
Minneapolis-Moline Power Implement Co. Handles national 
advertising campaigns exclusively. Devotes entire time to 
few accounts with home offices in and near Twin Cities. Spe- 
cialized experience in four fields: food, drugs, agriculture and 
mail order. 


MADISON ADVERTISING SERVICE 
347 Fifth Avenue, New York. 


THE MAGGART CORP. 
203 No. Wabash Avenue, Chicago, Ill. 


Recognitions: APA; ABP. 


JOHN LEE MAHIN, INCORPORATED 
551 Fifth Avenue, New York City 


Recognition: ANPA; APA. 


Est. 1929 


Joun Lee Manin, President. Founded and was president. 


of the Mahin Advertising Company, Chicago, from 1898 to 
1916; director at large of the Federal Advertising Agency 1916- 
1925; vice-president of Street Railways Advertising Co. from 
1925 to 1929. Started in national advertising Hart, Shaffner 
& Marx, White Rock Water, Swansdown Cake Flour, Cream 
of Wheat, Lowe Brothers Paints, Munsingwear, etc. in Chi- 
cago. Placed advertising for Edison Phonographs, Ingersoll 
Watches, Canadian Pacific Cruises, Purity Oats Co. and Best 
Foods Co. during his connection with the Federal Agency. 
Three largest accounts: Harriet Hubbard Ayer, Inc., Wilkins 
& Malito, Inc., A. B. Piper & Co. With successful experience 
in initiating and developing advertisers in the use of news- 
papers, magazines, street cars and outdoor display Mr. Mahin 
combines a wide merchandising and sales experience. 


THE JAY H. MAISH CO. Established 1920 
400 South Main Street, Marion, Ohio 
Recogmtion: ABP; APA. 

Jay H. Maisu, President. Four years advertising manager of 
a newspaper ; three years sales manager of a large National Elec- 
tric Co., an authority on products selling to the farm, construc- 
tion and paper markets. J. Howarp Swink, Vice-President 
and Merchandising Director. Broad knowledge of the farm, 
coal handling, hardware and construction markets. MARGARET 
Harvow, Secretary. Ten years’ experience in agency produc- 
tion activities. Epson L. Busu, Treasurer. WILLIAM P. 
Ex.uis, Account Executive and Space Buyer. Six years ad- 
vertising manager of Continental Motors, Detroit. Wide ex- 
perience in automotive and allied markets. PrRry BACHELDER, 
Art’ Director. Francis VoLk, Production Manager. 

Twenty accounts. Ten employees. Three oldest accounts: 
The Huber Mfg. Co., The Howard Paper Co., The Osgood 
Co. Three largest accounts: The Osgood Co., The Fate- 
Root-Heath Co., The Huber Mfg. Co. This agency has never 
lost an account. 


CONKLIN MANN, Inc. 
18 East 48th Street, New York. 
Member: AAAA; NOAB; ABC. 
Recognitions: ANPA; PPA; ABP; APA. 


CONKLIN MANN, President, and Publicity News Service Director. 

Six years’ newspaper and magazine experience as writer and 

editor. 7 years’ experience in sales work, eleven years’advertising 

agency experience. C, T. KELsry, Vice-President, three years’ 
experience in sales work, seven years’ experience advertis- 
ing agency. ARNOLD S. BREAKEY, Vice-President, and Industrial 
and Business Paper Director. Seven years’ experience sales work, 
twelve years in advertising, the last ten in advertising agency. 

S. B. Wicprick, Secretary, Research and Merchandising Di- 

rector. Two years’ sales work, seven years’ sales promotion, five 

years’ advertising agency. S. H. Evans, Treasurer, newspaper 
work 10 years, ten years’ general business, eight years’ advertis- 

ing agency. G. LunpQuistT, Space Buyer. E. D. Button, L. J. 

LEAMAN, W. MALONE, Department heads. 

Seventeen accounts. Twenty-five employees. Three oldest ac- 

counts: D’Andrea Brothers, Inc., The Butterick Publishing Co., 

Title Guarantee and Trust Co. Three largest accounts: General 

Cigar Co., Title Guarantee and Trust Co., The Butterick Pub- 

lishing Co. 

THE MANTERNACH CO. Established 1914 
The Manternach Building, Hartford, Conn. 
Recognition: ANPA; PPA; ABP; APA. 

M. C. MANTERNACH, President and Treasurer; J. HAMILTON 


Established 1922 


ScRANTON, Vice-President; Everett R. SmitH, Secretary and 
Radio Director; HELEN W. Rawson, Space Buyer; STEPHEN 
M. Kenyon, Research and Merchandising Director; Pump 
Curtiss, Copy Director; JoHn T. WHITMAN, Production 
Manager; ArTHUR H. Patterson, Art Director; Foster M. 
JouHnson, Account Executive; Curtiss S. JoHNson, Account 
Executive; ANN T. Denison, Office Manager. 

Twelve accounts. Sixteen employees. 


MARSCHALK & PRATT, Inc. 
369 Lexington Avenue, New York. 


Member: NOAB. 
Recognitions: ANPA; PPA; APA; ABP. 


MARX-FLARSHEIM CO. 
Enquirer Building, Cincinnati, Ohio. 
Recognitions: ANPA; APA. 


MATHEWS, RYDER & INGRAM, Ltd. 
1404 Franklin Street, Oakland, Cal. 


Recognitions: APA. 


Ross H. Ryper, President, Merchandising Director and Pub- 
licity News Service Director. Newspaper writer 1914-1922, ad- 
vertising manager 1922-1924, space salesman 1924-25, free lance 
“one-man” agency 1925-1928. All types of accounts handled 
during five years. S. A. Forp, Vice-President. Attends to fi- 
nancial details. Not an advertising man. ROBERT L. INGRay, 
Secretary-Treasurer, Space Buyer and Research Director. Artist 
free lance 192?-1924, Ingram & Haven Agency 1924-26, free lance 
1924-1928. Wide experience in all forms of illustration. For three 
years has written copy and bought space, art, etc., retaining only 
his layout work. 

Twelve accounts. Four employees. Three oldest accounts: 
Meyer Bros., Wickham Havens, Inc., Central Building & Loan 
Association. Three largest accounts: Meyer Bros., Central Build- 
ing & Loan Association, Rheen Mfg. Co. 


PAUL MATHEWSON, Inc. 
545 Fifth Avenue, New York. 


Recognitions: PPA. 


MATOS ADVERTISING CO., Inc. 
Bulletin Building, Philadelphia, Pa. 
Member: NOAB; AAAA. 
Recognitions: ANPA; PPA; APA. 


MATTESON-FOGARTY-JORDAN CO. Est. 1919 
307 N. Michigan Ave., Chicago, Il. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


JessE F. Matteson, President. Twenty-four years’ agency 
experience. C. C. Focarty, Vice-President and Treasurer. 
Twenty-four years’ agency experience. W. A. JorpaAn, Secre- 
tary. Twenty-four years’ agency experience. THomMaAS W. 
Davis and JoHN L. Snopcrass, Space Buyers. KENNETH C. 
SmiTH, Research Director. D. W. STALLARD, Merchandising 
Director. Harotp WEILER, Radio Director. Epwarp H. Guy, 
Industrial and Business Paper Director. Appison P. JEN- 
NINGS and N. B. Lancworrtuy, Publicity News Service Direc- 
tors. 


MAXON, Inc. Established 1927 

8353 E. Jefferson Ave., Detroit, Mich. 

Branch: 3001 Chanin Bldg., New York City 

Member: ABC... 

Recogmtion: ANPA; PPA; ABP; APA. 
Lou Maxon, President. SrarLE HENDEE, Vice-President and 
General Manager. Craig SmitH, Vice-President and Copy 
Director. JosepH T. Franz, Secretary and Art Director. W. 
I. O’New, Treasurer. Miss Etste Harvey, Space Buyer. A. 
H. JENKINS, Research Director. Ray W. Senusxky, Mer- 
chandising Director. JACKSON Mark, Radio Director. Epw. 
E. McCammon, Publicity News Service Director. D. 
Ausry, Production Manager. Howarp Keen, Creative Di- 
rector. 


WILLIAM DOUGLAS McADAMS 
25 West 43rd Street, New York. 


Recognitions: ANPA; PPA; APA. 


THE H. K. McCANN CO. 
285 Madison Avenue, New York City 
Branches: Cleveland, Chicago, San Francisco, Los An- 
geles, Seattle, Denver, Montreal, Toronto, Vancouver, 
Winnipeg, London, Paris, Frankfurt. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA, 

H. K. McCann, President. H. L. Patmer, Vice-President 
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THE H. K. McCANN CO.—(Continued) 

and General Manager of New York office. Vice-Presidents— 
H. Atwoop, E. O. Perrin, L. E. Firtu, C. OLMsTEAD, KEN- 
NETH GROESBECK, C. J. Masseck, L. T. WaAttace, R. AT- 
woop, J. A. Henperson, H. Q. Hawes, M. S. ACHENBACH. 
K. H. Ketty, Secretary. E. D. Hitt, Treasurer. L. D. H. 
WE Lp, Research Director. R. W. St. Hitt, (London) Resi- 
dent Director of European offices. All of the above officers 
have had long and ‘varied experience in sales and advertising. 
A. Grarr, Space Buyer. RutH CorNwa.t, Radio Director. 
C. H. Mutter, Art Director. Grorce HorrMan, Manager 
Mechanical Production. L. S. Ketty, Manager Order. 


One hundred thirty accounts. Four hundred thirty-five em- 
ployees. Three oldest accounts: Standard Oil Companies 
(1912), Chesebrough Mfg. Co., (1912), Perfection Stove Co. 
(1914). This agency has shown an uninterrupted and steady 
growth which today establishes it as one of the five or six 
largest agencies in the country. Among the first—or pos- 
sibly the first—to recognize the importance of servicing ac- 
counts throughout the United States and internationally by 
the establishment of branch offices. Each of these offices is 
a complete organization in itself to render full service locally 
or to cooperate with other offices in handling local situations 
on national accounts. The nature of the business is well di- 
versified, with sizeable volumes represented in practically every 
field of industry. Among the more important are food prod- 
ucts, household products, proprietary and toilet requisites, 
gasoline, motor oil and automobile products, community and 
travel service. 

As of October, 1930, a merger was effected between the 

H. K. McCann Co. and the Erickson Co. 


THE McCARTY CO. 
122 East Seventh Street, Los Angeles, Cal. 


Member: NOAB. 

Recognitions: ABP; APA. 
TERRELL T. McCarty, President, eighteen years’agency experi- 
ence. R. P. OSTRANDER, Vice-President and Space Buyer, fifteen 
years’ agency experience. R. J. HORNER, Production Manager, 
ten years’ agency experience. H. E. Cassipy, Account Execu- 
tive, Research Director, and Industrial and Business Paper 
Director. Ten years agency and sales experience. H. G. HELM, 
Publicity News Director. of W. Hangs, Art Director. 


Thirty-five accounts. Fifteen employees. Three oldest accounts; 
Pacific System Homes, Inc., Pomona Pump Co., Axelson Mante 
facturing Co. Three largest accounts: Pomona Pump Co., Cali- 
fornia Consolidated Water Co., Patterson-Ballagh Corp. Agency 
specializes in industrial and technical advertising. 


McFARLAND PUBLICITY SERVICE 
Harrisburg, Pa. 


Recognition: ANPA; APA. 


J. Horace McFarvanp, President. Editor and writer on hor- 
ticultural subjects and treasurer J. Horace McFarland Co. 
C. W. Davis, Vice-President. Formerly salesman and insur- 
ance actuary. E. C. THompson, Treasurer. President Citi- 
zens Trust Co. E. Frep Rowe, Treasurer and Space Buyer. 
Formerly advertising manager various seed and nursery firms. 
Writer on gardening subjects. 

Twenty-four accounts. Seven employees. Three oldest ac- 
counts: Glen Saint Mary Nurseries Co., Farr Nursery Co., 
Hicks Nurseries. Three largest accounts are the same. This 
agency specializes in horticultural advertising, but also handles 
other fields. 


THE EUGENE McGUCKIN CO. 
1600 Arch St., Philadelphia, Pa. 
E. M. Levy, Space Buyer. R. C. Gitenn, Research Director. 
Tuos. E. Boot, Art Director. W. F. Fitzpatrick, Produc- 
tion Manager. 
Eleven accounts. Twenty-five employees. Three oldest ac- 
counts: Atlas Powder Co., The Aluminum Cooking Utensil 
Co. and J. L. Prescott Co. 


McJUNKIN ADVERTISING CO. 
228 No. LaSalle Street, Chicago, Il. 
Member: AAAA; NOAB. 
Recognitions: A NPA; PPA; APA; ABP. 


McKEE & ALBRIGHT Established 1927 
1528 Walnut St., Philadelphia, Pa. 
Branch: Union Trust Building, Cleveland, O. 
Recognition: ANPA; PPA. 
Roy J. McKes, Partner. Seven years with F. Wallis Arm- 
strong Advertising Agency, including actual experience in pro- 
duction, research, merchandising and plans departments, so- 
liciting, contact and development work on major accounts. 


Established 1919 


Est. 1907 


Established 1914 


Davin R. ALBRIGHT, Partner. Newspaper reporter, copy and 
information editor, assistant city editor, metropolitan news- 
papers. Eight years with F. Wallis Armstrong as copy writer 
on major accounts. C. M. RonraBaucH, Space Buyer, Radio 
Director and Industrial and Business Paper Director. R. N. 
Barrett, Manager Cleveland Office. D. H. Coccrns, Research 
and Publicity News Service Director. FE. F. Apams, Art 
Director. T. E. Lipsy, Comptroller. R. E. MacIntyre, Pro- 
duction Manager. 

Twelve accounts. Nineteen employees. Three oldest ac- 
counts: The Wheatena Corp., Breyer Ice Cream Co., Denney 
& Denney. Three largest accounts: The Wheatena Corp. 
Breyer Ice Cream Co., Detroit Creamery Co. 


Employs specialists in each particular branch of advertising 
and merchandising. Was responsible for persuading the Phila- 
delphia Orchestra to broadcast under sponsorship of the Phila- 
delphia Storage Battery Co. 


THE HOMER M KEE CO., Inc., of Illinois 
333 No. Michigan Avenue, Chicago, Il. 


McLAIN-SIMPERS ORGANIZATION Est. 1909 
1214 Stock Exchange Building, Philadelphia, Pa. 
Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 

W. R. McLain, President. Thirty-three years’ agency ex- 

perience. Formerly with Viennot Advertising Agency. R. S. 

SIMPERS, Vice-President and Treasurer. In agency field twen- 

ty-one years. J. E. McGrrrert, Secretary and Research and 

Merchandising Director. Previously with C. Ironmonger Ad- 

vertising Agency and Frank Presbrey Co. FiLorence M. Dart, 

Assistant Treasurer and Space Buyer. HELEN CARROLL, As- 

sistant Space Buyer. 

Representative accounts include: Spencer Heater Co., Dodge 

Boat & Plane Corp., Individual Drinking Cup Co., Cromar 

Co., American Pulley Co. and Pitcairn Aircraft, Inc. 


McMULLEN STERLING & CHALFANT, Inc. 
250 Park Avenue, New York. 
Member: AAAA; NOAB; ABC. 
Recognitions: ANPA; PPA; APA. 


ROBERT M. MCMULLEN, Chairman of the Board, E. M. Sterling, 
President. E. N. CHALFANT, Vice-President. B. M. Gorpon, 
Secretary. H. H. Mitts, Treasurer. G. B. Botton, Ass’t. Treas- 
urer, Space-buyer, Research Director. J. F. CHAFFEE, Mer- 
chandising Director. C. S. McKinstry, Publicity News Ser- 
vice Director. Paut WING, Radio Director. 

Twelve accounts. Twenty-five employees. 


PHILIP J. MEANY CO. 

714 W. Tenth St., Los Angeles, Calif. 

Recognition: ANPA; PPA; ABP; APA. 
Purp J. Meany, President and General Manager. News- 
paper editorial work; advertising and merchandising work 
some of the largest agencies and advertisers in New York. 
Len CuNNINGHAM, Director of Copy. Formerly handled im- 
portant food and transportation accounts for leading Chicago 
agency; has had important experience in merchandising and 
on publications. Merrie T. Cox, Art Director; newspaper car- 
toonist, free-lance artist, designer and producer of finished 
work. RicHarp FE. Van Loan, Production Manager. News- 
paper editorial experience, particularly experienced in mer- 
chandising and food retailing. B. R. CHaussge, Office Man- 
ager. Experienced in business and executive offices of Univer- 
sity, banking and directing of personnel. 
Sixteen accounts. Seven employees. Three oldest accounts: 
E. H. Rollins & Sons, United Service Co., and California Desk 
Co. Three largest accounts: California Crushed Fruit Corp., 
Simons Brick Co. and Pierce Brothers. 


MEARS ADVERTISING, Inc. 
250 Park Avenue, New York. 
Member: NOAB. 
Recognitions: ANPA; PPA; APA. 


MEEK & WEARSTLER 
Salow Bldg., Youngstown, Ohio 


Recognition: PPA; ABP; APA. 


ParK MEEeK, President, Space Buyer, Research Director and 
Merchandising Director. Specialist in mail order copy, sales 
methods and merchandising plans. Experienced in the heater 
and stove industry, with a background of twenty years in 
handling sales and advertising in these lines. A. M. Wearst- 
Ler, Art Director. Making a specialty of creating art treat- 
ments for advertising campaigns, with a background of news- 
paper and direct field experience. R. M. THompson, Copy 


Est. 1907 


Established 1922 


Established 1921 
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MEEK & WEARSTLER—(Continued) 


Executive, Space Buyer, Radio Director and Industrial and 
Business Paper Director. In charge of production. 

Fifteen accounts. Five employees. Three oldest accounts: 
Union Drawn Steel Co., Beaver Falls, Pa., Sterling Oil Co., 
Emlenton, Pa., Adams Bros. Mfg. Co., Pittsburgh, Pa.. Three 
largest accounts are the same. 


MENKEN ADVERTISING, Inc. 
67 W. 44th St., New York City 


Recognition: ANPA. 


Harotp D, MENKEN. E. Durar SUCKERT, FRANCES DEWITY. 
Ancus H. ApLtty. ANNA R. BELMAN, Space Buyer. 


Thirty accounts. Ten employees. Three oldest accounts: 
Consolidated Film Industries, Inc., Fred Fear & Co., Natural 
Bloom Cigars. Three largest accounts: G. R. Kinney Co., 
Consolidated Film Industries, Inc., Natural Bloom Cigars. 


J. C. MENKIN CO. Established 1917 
15 West 37th Street, New York. 

J. C. Menxn, Sole Proprietor. 

Fifteen accounts. Three largest and oldest accounts: Crompton 
Richmond Co., Inc.; Franklin Knitting Mills, Inc.; Sawyer Bis- 
cuit Co. This is a personal service agency of a very high type. 
Before entering agency work Mr. Menkin was office manager, 
credit manager, sales manager and advertising manager for a 
number of national organizations and acted as New York repre- 
sentative for a number of manufacturers. He has had a personal 
experience in selling and advertising more than forty products. 


METROPOLITAN ADVERTISING CO., Inc. 
111 Broadway, New York. 


Member: NOAB 
Recognitions: ANPA; APA. 


A. EUGENE MICHEL & STAFF 
132 West 31st Street, New York. 


Recognitions: APA; ABP. 


MIDLAND ADVERTISING AGENCY 
111 East Fourth Street, Cincinnati, Ohio. 


Recognitions: ANPA; PPA. 


THE MILLER AGENCY CO. 
2144 Madison Ave., Toledo, O. 


Member: NOAB. 

Recognition: ANPA; PPA. 
C. E. Mitrer, President and Space Buyer; D. Heer, Vice- 
President, Treasurer, Space Buyer, Research and Merchan- 
dising Director; H. G. Borcess, Secretary; Tuomas D. 
Downie, Industrial and Business Paper Director. 
Ten accounts. Ten employees. Three oldest accounts: Toledo 
Rex Spray Co., Dr. Denton, Sleeping Garment Mills. Three 
largest accounts: Toledo Rex Spray Co., Dr. Denton, Simplex 
Brooder Stove Co. 


MILLIS ADVERTISING CO. Established 1921 

Peoples Bank Building, Indianapolis, Ind. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Frep Mriuts, President. C. J. Prettincer, Executive Vice- 
President. Rosert E. HALL, Vice-President, Secretary. J. R. 
Mututs, Treasurer. GrorceE O. Browne, Research Director. 
L. J. Witson, Merchandising Director. R. Wess Sparks, 
Radio Director and Space Buyer. J. R. Branson, Publicity 
News Service Director. NorMAN HEFFRON, Director of Ad- 
vertising Production. Harry L. Birp, Director of Copy. 


Eleven accounts. Thirty-eight employees. Three oldest ac- 
counts: Society of American Florists, Photographers Asso- 
ciation of America, Laundryowners National Association. 
Three largest accounts: Laundryowners National Association, 
National Home Furnishings Program, Society of American 
Florists. The Millis Advertising Company is unique in the 
agency field, in that it specializes exclusively in cooperative 
industry-wide accounts. Since 1923 it has offered to indus- 
tries and trade associations a complete service covering every 
phase of cooperative advertising, from preliminary investiga- 
tion through fund raising to the finished advertising program. 
It maintains its own field staff, skilled in organizing and de- 
veloping this type of campaign and securing the maximum 
percentage of participants throughout the industry. This or- 
ganization has brought to a high degree of perfection the 
joint-sponsorship type of cooperative program, in which the 
maker and the seller—or the local service firm and its source 
of supply—contribute on a quota basis, sharing the responsibili- 
ties and benefits of the campaign. Thus some 3,600 laundry- 
owners and 400 manufacturers of laundry machinery and 


Established 1925 


Established 1914 


supplies are supporting the $5,250,000 Laundry Program; 1700 
retailers and 700 manufacturers the $4,500,000 National Home 
Furnishings Program. These, the largest cooperative cam- 


_— of the day, are both handled by the Millis Advertising 
0. 


RAY MILLS ADVERTISING AGENCY 
14 Lisbon St., Lewiston, Maine 


Recognition: PPA. 


Ray Mitts, Space Buyer. Publicity Director, N. Y. U.; Pub- 
licity Department, Near East Relief, American Legion, N. Y.; 
assistant manager Direct Promotion and Publicity Department 
Butterick Publishing Co.; advertising manager Emerson Shoe 
Co.; Hartman Shoe Co.; A. J. Sweet Shoe Co. WALTER 
Jounson, Art Director. Six years’ commercial art experience 
in Portland, Me. Rose Nickerson, Space Buyer. Brian 
Brown, Copy Chief. 

Twelve accounts. Four employees. Three oldest accounts: 
G. H. Bass & Co., Wilton, Me., The F. R. Conant Lumber 
Co., Auburn, Me.; The Abbott Co., Yarmouth, Me. Three 
largest accounts: G. H. Bass & Co., The Abbott Co., Dr. 
Donnell Indian Remedies Co., Lewiston, Me. 


MILNE-RYAN-GIBSON, Inc. Established 1923 
Suite 714, Exchange Building, Seattle, Wash. 


Recognitions: ANPA; PPA; APA. 


R. P. MILNE, President and Space Buyer. Advertising agency 
experience of almost twelve years. For five years of that period 
with one of the largest Pacific Coast agencies in an executive 
capacity. Organized present organization latter part of 1923. 
H. J. RYAN, Vice-President and Space Buyer. For fifteen years 
advertising manager Pacific Coast concerns at San Francisco and 
Seattle. DAN W. Gisson, Secretary. Manager advertising copy 
department of large Chicago trade paper for ten years. Advertis- 
ing and Art Director Max B. Sheffer Card Co., Chicago. JAMES 
K. HEFFERNAN, Research Director. J. DONALD MILNE, Account- 
ing. 

Ten accounts. Six employees. Three oldest accounts: C. C. 
Filson Co., Pacific Steamship Co., Red Cedar Shingle Bureau. 
Three largest accounts: Pacific Steamship Co., Seattle Chamber 
of Commerce, United Group of Corporations (Drumheller, 
Ehrlichman & White). 


DAN B. MINER CO. Established 1911 
640 Petroleum Securities Bldg., 10th & Flower Streets, 
Los Angeles, Cal. 

Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


Dan B. Miner, President. Established the present agency in 
1911. Previous to that time had newspaper experience, also 
sales and advertising experience in automotive lines and with 
real estate development, both city and country. Morris R. 
EBERSOLE, Vice-President. Advertising Manager of Federal 
Boiler & Supply Co., Chicago, and of American Radiator Co., 
Chicago; Copy and Production Manager, Chicago office of 
J. Walter Thompson Co., Sales Manager, Magill-Weinsheimer 
Co., Lithographers and Printers, Chicago; General Manager, 
San Francisco Journal. W. F. Hannarorp, Secretary and 
Treasurer and Space Buyer. Selling and advertising experi- 
ence, also experienced in accounting and office management. 
IsABEL Moses, Account Executive. Sales and advertising 
experience with clothing, cosmetics, coffee, furniture, banks 
and financial houses. L. L. JoHNston, Account Executive. 
Experienced in engineering and street railway; sales and 
advertising experience with retail trade. C. Morse, 
Account Executive. Advertising experience with newspaper 
and advertising agency in Boston, also advertising and mer- 
chandising experience with electrical refrigeration and electric 
ranges; and other lines. J. S. Doane, Art Director. 
Twelve accounts. Eighteen employees. "Three oldest accounts: 
Western Auto Supply Co., Ungar & Watson, Los Angeles 
Bureau of Power & Light. Three largest accounts are the 
same. 


MITCHELL ADVG. AGENCY, Inc. Established 1903 
1018 Nicollet Avenue, Minneapolis, Minn. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


J. H. MutcHeti, President, Treasurer and Merchandising 
Director. Thirty years’ experience in selling and advertising. 
FE. W. Sann, Vice-President. Twenty-eight years’ experience. 
R. W. Fourxe, Secretary. Twenty-one years’ experience. 
C. W. Brown, Research Director. Eleven years’ experience. 
H. N. Horsve, Space Buyer. 

The three oldest accounts: Minneapolis Bedding Co., Min- 
neapolis Knitting Works and Minnesota Linseed Oil Paint 
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MITCHELL ADVG. AGENCY, Inc.—(Continued) 


Co. Three largest accounts: Albertson & Co., Red & White 
Corp. and Russell Miller Milling Co. A leading agency 
in the Northwest serving over one hundred accounts, and 
adequately organized to handle any type of account. Has 
specialists in automotive accessory and business paper advertis- 
ing. It has served thirteen of its clients over ten years and 
seventeen over five years. 


MITCHELL-FAUST-DICKSON & WIELAND, Inc. 


Established 1904 
230 N. Michigan Ave., Chicago, Ill. 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
E. I. MitcHetL, President. Five years with Mahin Advertis- 
ing Co., leaving there to found this agency. Merton V. WIE- 
LAND, Vice-President. Ten years editorial experience, six 
years merchandising and national advertising management. 
Joun A. Dickson, Secretary. Formerly General Manager 
Chicago Herald and Examiner. Paut E, Faust, Treasurer. 
Eight years Vice-President and Director of Lord & Thomas 
and four years newspaper advertising manager. J. S. MAGuIRE, 
Research Director. 
Forty-two accounts. Fifty-six employees. Three oldest ac- 
counts. H. B. Glover Co., Gordon-Van Tine Co., Marshall 
Field & Co—wWholesale. Three largest accounts: General 
Motors Truck Co., The Western Co. (Dr. West’s Tooth 
brushes, etc.), Marshall Field & Co. and subsidiaries. 


BYRON G. MOON CO., Inc. Established 1914 
Proctor Building, Troy, N. Y. 
Branch: 40 Worth St., New York City 


Recognition: ANPA; PPA; ABP; APA. 


Byron G. Moon, President. Six years with United Shirt & 
Collar Co., six years advertising director Knit Underwear 
Association of America, five years director Associated Glove 
Crafts and director of Standard Brand Service. Epwarp 
Watker, Vice-President. Has had twenty years’ advertising 
experience. Wm. W. BresLin, Vice-President and Merchandis- 
ing Director. R. K. Metxsett, Space Buyer, Research Di- 
rector and Industrial and Business Paper Director. M. B. 
True, Radio Director. CHas, Etprepce, Publicity News Serv- 
ice Director. Mr1na Laps, Assistant Secretary. H. P. Len- 
MANN, Sales Manager. 

Fifteen accounts. Twenty-four employees. Three oldest ac- 
counts: Kenwood Mills, Fuller & Warren Co., Norwich Knit- 
ting Co. Three largest accounts: Kenwood Mills, Norwich 
Knitting Co., American Fabrics Co. This agency specializes 
on textile and men’s wear accounts but also handles general ac- 
counts. Has specialists in publicity news service. 


RALPH MOORE, Inc. Established 1923 
(Formerly Brockland & Moore, Inc.) 
208 No. Broadway, St. Louis, Mo. 
Recognitions: ANPA; PPA; APA. 


RaLeH Moore, President; P. G. Jones, Vice-President; G. 
EVERETT, Secretary, Treasurer and Space Buyer. 

Fourteen accounts. Seven employees. Three oldest accounts: 
F. B. Chamberlain Co., Benjamin Air Rifle Co., The Hubinger 
Co. Three largest accounts: H. & K. Coffee Co., F. B. Chamber- 
lain Co., Benjamin Air Rifle Co. All copy by RALPH Moore, head 
of agency and distinctive in treatment. 


JOHN J. MORGAN ADVG. AGENCY, Inc. Est. 1914 
Public Service Building, Boston, Mass. 
Member: AAAA; NOAB. 
Recognitions: ANPA; PPA; APA. 


JoHN J. Morcan, President, Treasurer and Space Buyer. 
Lecturer on marketing and salesmanship, University Extension 
Division, Mass. State Department of Education. Five years 
with New York Herald. Began advertising work as advertis- 
ing manager of ten steamship lines comprised in the Consoli- 
dated Steamship Lines, then became advertising agent for the 
New York, New Haven & Hartford rail and water lines. 
Established the Morgan Agency in 1914. Gorpon K. GiLpert, 
Vice-President. Six years as sales executive in printing and 
direct advertising. M. C. Ross, Secretary. 

Twenty-seven accounts. Six employees. Three oldest ac- 


counts: C. D. Parker & Co., Fisher Business Colleges, United 
Aniline Co. 


THE MORGAN-TODD CO. 
Mansfield, Ohio. 
Recognitions: ABP; APA. 


JOHN C, Moreau, President and Manager. Previous to estab- 
lishing this service spent ten years in sales and contact work, 
architectural engineering, designing and construction work, also 


Established 1919 


highway engineering and construction. COLEMAN B. Topp, Sec- 
retary, Treasurer, and Art Director. Engaged ten years in en- 
gineering work and four years in study of commerical art prior 
to formation of agency. Purp O. Dickerson, Assistant 
Secretary-Treasurer. E. F. VAN Dyke, Account Executive and 
Research. Previous experience, salesman, tool and machine pro- 
ducts, advertising manager, agricultural, implement manufac- 
turers, farm products and marketing. R. E. McComss, Account 
Executive and Copy—mechanical, technical and household. 
Former experience with agencies and manufacturers. 

Fourteen accounts. Among them are: The Barnes Mfg. Co., The 
Perfection Burial Vault and Perfection Steel Body Co., The 
Ravanna Furnace Co., The Topping Mfg. Co. 


MORRIS-HARRIS ADVERTISING CO. 
400 No. Michigan Avenue, Chicago, IIl. 


Recognitions: ANPA; APA. 


MORRIS & JONES Inc. Established 1921 
— Motors Building, 251 West 57th St., New York 
ity. 
Recognition: PPA; ABP; APA. 
F. G. Morris, President and Secretary; A. F. Jones, Vice- 
President and Treasurer; B. A. FRretwatp, Space Buyer; 
W. P. CoLteman, Art Director. 
Twenty Accounts. Six employees. Three oldest accounts: 
Cherry-Burrell Corp., B. G. Pratt Co., A. W. Wheaton Brass 
Works. Three largest accounts: The Bridgeport Hardware 
Manufacturing Corp., Wilson Welder & Metals Co. Inc., The 
Barnes Bros. Nursery Co. Principals include F. G. Morris, 
founder of the business, who has over twenty years’ of ex- 
perience in wholesale and retail merchandising, agency work, 
etc.; A. F. Jones, with a background of twenty-five years in 
advertising and selling; B. A. Freiwald, and W. P. Coleman, 
both University graduates in advertising, and H. R. Cort, a 
specialist in sales research and market analysis. 


MOSER & COTINS, BROWN & LYON, Inc. Established 1914 

10 Hopper Street, Utica, N. Y. 

1740 Graybar Building, New York City. 

Member: AAAA; NOAB; ABC. 

Recognitions: ANPA; PPA; ABP; APA. 
THEODORE E. Moser, President. ARTHUR S. CoTIns, Vice-Presi- 
dent and Treasurer. LEE D. Brown, Vice-President. JAMEs B. 
Lyon, Vice-President and Secretary. C. VERONICA WELCH, 
EUGENIE STAMLER, Space Buyers. 


Forty accounts. Forty-one employees. 


THE MOSS-CHASE CO. 
425 Franklin St., Buffalo, N. Y. 


Recognition: ANPA; PPA; ABP; APA. 


Jerome B. Cwase, President, Treasurer and Space Buyer. 
Advertising department Western Electric Co., Chicago; ad- 
vertising manager Pierce, Butler & Pierce, Syracuse, N. Y.; 
president The Newman Chase Co. Agency; vice-president The 
Moss-Chase Co. 1911-1929. Epmunp J. Fett, Vice-President, 
Secretary and Space Buyer. Eight years with the Moss-Chase 
Co., specializing in automobile parts and accessories. MIss 
W. A. HaMELMAN, Assistant Treasurer, nineteen years with 
the agency. Miss M. M. Scuuter, Assistant Secretary and 
Space Buyer. Eighteen years with the agency. 


Eighteen accounts. Twelve employees. Three oldest accounts: 
The Crouse-Hinds Co., Weatherbest Stained Shingles, Kit- 
tinger Co., N.A.P.A., Flexlume Corp. Three largest accounts: 
Weatherbest Stained Shingles, N.A.P.A. (National Automotive 
Parts Assoc.), Flexlume Corp. 


RUDOLF MOSSE, Inc. 
420 Lexington Avenue, New York. 


J. P. MULLER & CO. 
220 West 42nd Street, New York. 
Recognitions: ANPA; APA. 


C. N. MULLICAN CO. Established 1922 
Seventh floor Realty Building, Louisville, Ky. 
Recognitions: ANPA; APA. 


Agency individually owned by C. N. Mutiican. C. N. Muttir- 
CAN, Space Buyer, twenty-five years’ experience in the marketing 
end of various industries, as salesman, sales manager, advertising 
manager; four years foreign contact in export work. GEORGE 
M. STAPLES, ten years’ experience in the marketing of staple and 
luxury merchandise. WAYNE W. Lown, three years’ sales ex- 
perience on utility lines, retail and road. Mary K. Stark, ten 
years experience in general agency work. 

Twenty accounts. Four employees. The oldest accounts: J. F. 
Kurfees Paint Co., Swann Abram Hat Co., Period Cabinet Man- 
ufacturing Co. Three largest accounts: Kentucky Rock Asphalt 
Co., Kurfees Paint Co., Sawnn-Abram Hat Co. 


Established 1893 
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THE MUMM-ROMER-JAYCOX CO. Established 1901 
33 N. Grant Ave., Columbus, O. 
Recognition: ANPA; PPA; ABP; APA. 
W. M. Mum, President, and H. E. Romer, Secretary-Treas- 
urer, have managed the business since its inception. C. L. 
Jaycox, Vice-President and Research Director, has been in 
the advertising business about twenty-five years as head of an 
agency, advertising manager and publisher’s representative. 
Lz C'S SmitH, Chief of the Production Department and Mer- 
wale Director, has had more than twenty years’ agency 
experience. L. J. SuLLIvANn, Space Buyer. 
Thirty-seven accounts. Eighteen employees. Three oldest 
accounts: New Idea Spreader Co, F. E. Myers & Bro., 
McGregor Bros. Three largest accounts: Jno. H. Swisher & 
Son, Cleveland Tractor Co., F. E. Myers & Bro. Co. 


CARROLL DEAN MURPHY, Inc. Established 1917 
35 E. Wacker Drive, Chicago 
Branches: 200 Madison Ave., New York, 
Heyburn Bldg., 4th & Broadway, Louisville. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


CarroLt DEAN MurpHy, President. Twenty-seven years’ busi- 
ness and selling experience, including engineering, advertising 
and managing. Was editor-in-chief business books A 
Shaw Co. and chief associate editor of System. Myron T. 
HarsHaw, Vice-President. Fifteen years’ business experience 
and twenty-six months’ army service. Seven years’ work as 
salesman, sales correspondent and sales and advertising man- 
ager. Watter W. Hoops, Vice-President. Twenty years’ 
resident Hoops Advertising Agency. FRANK R. SCHWENGEL, 

ice-President. Twenty years’ in industrial field, production, 
management, sales and advertising, including several years’ 
as executive of large agency. F. A. NeicHBors, Space Buyer. 
Agency specializes in general, financial and technical accounts. 
Serves twenty including Geo. A. Hormel & Co., Thompson’s 
Malted Milk Co., Inc., First National Bank of Chicago, Walker 
Vehicle Co., Arrow Head Steel Products Co., Chicago Title & 
Trust Co. and Chatham Phenix National Bank & Trust Co. 
of New York. 


JOHN F. MURRAY ADVERTISING AGENCY 
578 Madison Avenue, New York. 


Recognitions: ANPA; PPA; APA. 


MUTUALJSERVICE CORP. 
140 Cedar Street, New York. 


Recognition: APA. 


MYERS AND GOLDEN, Inc. Established 1923 


420 Lexington Ave., New York City 
Recognition: ANPA; PPA; ABP. 


Wittarp G. Meyers, President. Over twenty years’ experience 
in advertising including ten years’ director of advertising 
service for leading publisher of automobile magazine. Was in 
complete charge of advertising of U. S. War Department Sale 
of Surplus Property and after that general manager of U. S. 
Advertising Corp., Toledo. Nora H. Gotpen, Secretary- 
Treasurer and Space Buyer. Over twenty years’ experience 
in editorial, newspaper and advertising work. Formerly as- 
sociated with Conde Nast, later advertising manager of Lane 
Bryant, Inc. 

Sixteen accounts. Fourteen employees. Three oldest accounts: 
Russell, Burdsall & Ward Bolt & Nut Co., Metal Hose & 
Tubing Co., Inc., Fostoria Pressed Steel Corp. Three largest 
accounts : Russell, Burdsall & Ward Bolt & Nut Co., Oxford 
Confectionery Co., Moto Meter Gauge & Equipment Corp. 


NATIONAL EXPORT ADVERTISING SERVICE, Inc. 


Established 1911 

110 E. 42nd St., New York, N. Y. 
M. J. Kruminc, President, E. T. Russe.t, Vice-President, 
Research Director and Merchandising Director. P. R. Krum- 
ING, Secretary and Space Buyer. M. S. Krumine, Trea- 


surer. F. NEUHAUSER, Assistant Treasurer. A. L. BEyEa, 
Space Buyer. 
Thirty-seven accounts. Three oldest accounts: Quaker Oats, 


Williams J. B., National Carbon Co. Three largest accounts: 
Quaker Oats Co., National Carbon Co., General Foods Corp. 
The executives of the company travel constantly in the in- 
terests of the agency and its clients. Within the past forty- 


four months, one or another of these executives has visited 
forty-one countries in Europe, Asia, Australasia, and Latin 
America. 


NEEDHAM, LOUIS & BRORBY, Inc. 
360 North Michigan Ave., Chicago, Til. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA if PPA ; ABP; APA. 

Maurice H. NeepHaM, President; Joun J. Louis, Vice-Presi- 

dent and Merchandising Director; Mertvin Brorsy, Vice- 

President and Research Director; CuLBreTH SupLeErR, Secre- 

tary; Otro R. STapELMAN, Treasurer, Space Buyer and In- 

dustrial and Business Paper Director ; HELEN WInG, Radio 

Director; E. Wituts Jones, Art Director; Erwin A. Mresster, 

Production Manager. 

Nineteen accounts. Sixteen employees. Three oldest accounts: 

The Eagle-Picher Lead Co., Mitchell, Hutchins & Co., Martin 

& Martin. Three largest accounts: S. C. Johnson & Son, The 

Bookhouse for Children, A. G. Becker & Co. 


NESBITT SERVICE CO. 
850 Euclid Avenue, Cleveland, Ohio. 
Member: NOAB. 
Recognitions: ANPA; APA; ABP. 


Est. 1925 


JAMES F. NEWCOMB & CO., Inc. 
330 Seventh Avenue, New York. 


NEWELL-EMMETT CO. Established 1919 
40 E. 34th St., New York, N. Y. 
Branch: 575 Market St., San Francisco, Cal. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


C. D. Newe tt, President. General Manager of the organiza- 
tion. Thirty years’ experience in the advertising agency busi- 
ness. Burton Emmett, Vice-President. Entire time given 
to service to the Liggett & Myers Tobacco Co. Wittiam H. 
Beatty, Vice-President and in charge of Creative Service. 
Twenty years’ advertising agency experience. Prior to that 
editorial work in technical field. Engineering education. 
Lucius D. Manon, Vice-President and Merchandising Di- 
rector. Marketing counsel to all clients. Twenty years’ ex- 
perience in retailing and wholesaling as salesman and executive. 
Frep H. Watsu, Treasurer and Space Buyer. In charge of 
Contract and Media Departments. Twenty years’ experience 
in agency rate departments and as publishers’ representative. 
RicHArD L. StropripcE, Secretary. Executive on Liggett & 
Myers Tobacco Co. C. S. Watsn. In charge of production 
for Liggett & Myers Tobacco Co. WuLLIAM ReyDEL, Pro- 
duction Manager, and Radio Director. Fifteen years’ advertis- 
ing agency experience, eleven of which have been with Newell- 
Emmett Co. Harry Escupiern, NewMan McEvoy, H. S. 
CaMPION, Space Buyers. H. H. Watsu, Research Director. 
NEWMAN McEvoy, Industrial and Business Paper Director. 
Nine accounts. One hundred thirty employees. Three oldest 
accounts: Liggett & Myers Tobacco Co., Western Electric 
Co., Loose-Wiles Biscuit Co. Three largest accounts: Ches- 
terfild Cigarettes, Sunshine Biscuits, American Austin Auto- 
mobile 


J. H. NEWMAREK, Inc. 
250 West 57th Street, New York. 
Member: NOAB. 
Recognition: APA. 


CHARLES F. W. NICHOLS CO. 
14 East Jackson Boulevard, Chicago, Ill. 
Member: NOAB. 
Recognition: APA; ANPA. 


NORTHEASTERN ADVERTISING AGENCY, Inc. 
Established 1929 
5 Cleveland Street, Lynn, Mass. 
CHARLES HACKER PINKHAM, President. Employed at one 
time in the advertising department of the United States Rubber 
Co. Has handled advertising for Lynn City National Bank 
for past ten years. DAaNiIEL PINKHAM, Vice-President. MISS 
LypiA PINKHAM Gove. Co-Director of Pinkham advertising. 
Able copy writer. Graduate of Smith College. Is treasurer 
of the Northeastern Advertising Agency. Mrs. MAry PITMAN, 
Assistant Treasurer. Mrs. EpytHE BraAprorp, General Man- 
ager, Clerk of Corporation, Space Buyer, Research, Merchan- 
dising and Publicity News Service Director. Assistant manager 
of advertising department of Pinkham Medicine Co. for 
eighteen years. Miss Miprep Honors, Art Director. 
Seven accounts. Sixteen employees. Three oldest accounts: 
Lydia E. Pinkham Medicine Co., Infant Supply Co., Sampson 
& Burnham Co. Three largest ‘accounts : Lydia E. Pinkham 
Medicine Co., Infant Supply Co., Sampson & Burnham Co. 
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NORTHWESTERN ADVERTISING AGENCY 
204 Essex Building, St. Paul, Minn. 


Recognitions: ANPA; APA. 


O’CALLAGHAN ADVERTISING AGENCY 
Established 1925 

Farnsworth Bldg., Memphis, Tenn. 

Member: NOAB. 

Recognition: ANPA; PPA. 
Martin O’CALLAGHAN, President and Space Buyer. DupbLEy 
Davis, Vice-President. Paut J. Kent, Vice-President. J. E. 
O’CALLAGHAN, Vice-President. GRACE PALMER Jacoss, Sec- 
retary-Treasurer. 
Thirty-seven accounts. Six employees. Three oldest accounts: 
Oak Service Bureau, Oildraulic, Inc., Maury-Cole Co. Three 
largest accounts: Maury-Cole Co., Supreme Instruments Corp., 
Oildraulic, Inc. 


O’CONNELL ADVERTISING AGENCY 
100 Boylston Street, Boston, Mass. 
Member: AAAA; NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
Joun F. O’ConNneELL, Owner. Newspaper work, closely identi- 
fied with shoe interests for the past ten years. Previous to 
organization of the agency he spent eight years as publicity 
director with United Shoe Machinery Corp. Formerly member 
of firm O’Connell-Ingalls Advertising Agency. THomas J. 
Keavy, General Manager, Space Buyer. Director of sales for 
grocery chain stores three years. Grorce M. Nuttine, Space 
Buyer. Ropert S. Perry, Research and Merchandising Di- 
rector. Paut Datco, Industrial and Business Paper Director. 
Ricwarp C, Leavirt, Art Director. 


Twelve accounts. Ten employees. Three oldest accounts: 
United Shoe Machinery Corp., Bird & Son, Inc., United Fast 
Color Eyelet Co. Three largest accounts are the same. 


JOHN W. ODLIN CO., Inc. 
44 Portland Street, Worcester, Mass. 


Recognitions: PPA; APA; ABP. 
P. F. O.KEEFE ADVERTISING AGENCY, Inc. 


Established 1905 
45 Bromfield Street, Boston, Mass. 
Branch: 420 Lexington Ave., New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

P. F. O’Keere, President. Entered employ of Pettingill & 
Co. in 1887. Remained there until 1904, at which time he was 
Vice-President.” 1904-5 associated with James T. Wetherald 
Advertising Agency as General Manager. 1905 to date President 
of the P. F. O’Keefe Advertising Agency, Inc. W. C. Samp- 
SON, Treasurer and Space Buyer. Entered employ of the Dodd 
Advertising Agency in 1893. About six years later went with 
. E. Sproul, and in 1905 associated himself with P. F. 
O’Keefe Advertising Agency, Inc., later becoming Treasurer of 
the corporation. M. L. Harrison, Clerk of the corporation, 

joined the organization in 1919. 
Twenty-two accounts. Fifteen employees. Three oldest ac- 
counts: Colt’s Patent Fire Arms Mfg. Co., M. J. Whittall 
Associates, Ltd., Landers, Frary & Clark. Three largest ac- 
counts: M. J. Whittall Associates, Ltd., Landers, Frary & 
Clark, Boston Consolidated Gas Company. In particularly 
close contact with the New England market. Originated the 
slogan “Say It With Flowers”. Seven clients have been with 
the agency for over ten years and three for more than twenty. 


C. J. OLLENDORF CO. 
75 East Wacker Drive, Chicago, Ill. 


Recognitions: PPA; APA. 


OLMSTED-HEWITT, Inc. 
1200 Second Avenue, South, Minneapolis, Minn. 


Recognitions: APA; ABP. 


O’MALLEY ADV. & SELLING CO. 
244 Washington Street, Boston, Mass. 
Member: ABC. 

Recogmtion: ANPA; APA. 

Cuas. J. O’MALLey, President, Treasurer and Space Buyer. 

L. J. O’MALLey, Vice-President and Research Director. L. D. 

Jorpan, Secretary. 


Est. 1930 


Established 1912 


OSWALD ADVERTISING AGENCY, Inc. Est. 1923 
Integrity Building, Philadelphia, Pa. 
Member: AAAA; NOAB. 
Recognition: ANPA; ABP; APA. 

Cartes A. Oswatp, President and Treasurer. Eart W. 


James, Vice-President. Westey M. Ecorr, Vice-President. 
GeorcE L. Surpps, Secretary. BArToNn CALVERT, Space Buyer. 
STANLEY W. HEATH, Production Manager. 


DANIEL E. PARIS, ADVERTISING 
80 Boylston Street, Boston, Mass. 


Recognitions: ANPA; PPA; APA. 


PARIS & PEART 
369 Lexington Ave., New York City 
Member: ABC. 
Recognition: ANPA; PPA. 


B. J. Paris, Twenty-five years’ advertising sales and mer- 
chandising. A. G. PEart, eighteen years’ advertising sales and 
merchandising. E, J. Cocan, E. H. Benepict, H. Mytorr, 
Space Buyers. M. Smiru, Research Director. J. Primm, 
Merchandising Director. J. H. ReuM, Radio Director. J. P. 
Yoper, Publicity News Service Director. K. S. Kirktanp, 
R. K. Peesies, R. Batey, Account Executives. ANTON Kamp, 
Art Director. D. Farnam, Head Accounting Dept. 


Seven accounts. Twenty-three employees. Three oldest ac- 
counts: The Great A & P Tea Co., India Tea Bureau, Spratt’s 
Patent, Inc. Three largest accounts. The Great Atlantic & 
Pacific Tea Co., India Tea Bureau, International Salt Co. 


HANCOCK PAYNE ADVERTISING ORGANIZATION 
Public Ledger Bldg., Independence Square, Philadel- 
phia, Pa. 

Member: NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


W. MONTAGUE PEARSALL 
20 Vesey Street, New York. 


Recognitions: ANPA; APA. 


PECK ADVERTISING AGENCY, Inc. 
271 Madison Avenue, New York. 
Branch: 503 Atlantic Avenue, Brooklyn, N. Y. 


Member: NOAB. 
Recognitions: ANPA; PPA; ABP; APA. 


Harry Peck, A. H. MEssinc, W. ScHwartz, Harry Krawitz, 
WALTER L. Stout, Cot. C. R. Barnes, M. L. ULLMAN. LESTER 
Logs, R. F. KERNAN, and E. CLIFFoRD constitute executive staff. 


PEDLAR & RYAN, Inc. 
250 Park Avenue, New York. 


Member: NOAB. 
Recognitions: ANPA; PPA. 


GEORGE HARRISON PHELPS, Inc. Established 1922 
2761 E. Jefferson Avenue, Detroit, Mich. 
Branches: 606 Prudden Building, Lansing, Mich.: 2032 Union 
Trust Building, Grand Rapids, Mich.; George Harrison 
Phelps, Ltd., Astor House, Aldwych, W. C. 2, London, Eng. 


Member: AAAA; NOAB; ABC. 
Recognitions: ANPA; PPA; ABP; APA. 


GEORGE HARRISON PHELPS, formerly Branch and District Man- 
ager of the Studebaker Corp., Advertising Director of Dodge 
Brothers, Inc.; WM. D. LAurig, General Manager, Radio Director. 
Former salesman of chemical and rubber mill supplies, manager 
outdoor advertising Dodge Brothers, Inc. HENry J. Kocu, Vice- 
President (Branch Manager, Lansing, Mich.). Newspaper train- 
ing, formerly advertising director of Dodge Brothers, Inc. Max- 
WELL I. PITKIN, Vice-President and Copy Chief, former editor of 
The Better Way and on editorial staff of Cosmopolitan Magazine. 
R. E. BokEs, Space Buyer, Research Director. Ep. D. Nrx, Mer- 
chandising Director. HaArotp HALL, Industrial and Business 
Paper Director. R. A. LEAVELL, Publicity News Service Di- 
rector. O. E. MITTELSTAEDT, Production Manager. FRANK B. 
Amos, Director Export Division. W. O. SEELYE, Director Client 
Contact. RutH Topp, Woman’s Division. H. K. BEmENT, Art 
Director. OLIVER A. WALLACE, Branch Manager, Grand Rapids, 
Mich. S. M. MAssEE, Branch Manager, Cleveland, O. WM. 
BERRIMAN, Branch Manager, London, Eng. 


Thirty-four accounts. Sixty-five employees. Three oldest ac- 
counts: Iodent Chemical Co.—tooth paste; Ajax Rubber Co.— 
tires; Frederick Stearns & Co.—pharmaceutical supplies. Three 
largest accounts: Reo Motor Car Co., Durant Motors, Inc., 
Iodent Chemical Co. 


The ample capital, sound financial standing and successful profit- 
able business which this agency has enjoyed during the entire ten 
years of its existence has permitted it to command the services of 
an exceptionally high calibre group of executives. This agency 
has always given a very broad interpretation of agency service, 
assisting its clients in their merchandising, dealer cooperation and 
sales educational work. The facilities for rendering this service 
include a completely equipped merchandising and research di- 
vision, a woman’s department and an export division with a 
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GEORGE HARRISON PHELPS, Inc.—(Continued) 


branch in London, Eng. The fact that the business of this agency 
comes from a relatively small number of clients means that each 
client actually gets a fair share of all the facilities which it has to 
offer including the personal services of the chief executives and 
department heads. 


PICARD-SOHN, Inc. 
551 Fifth Ave., New York 


Recognition: ANPA; PPA; ABP; APA. 


RicHarp A. Picarp, President and Treasurer and Research 
Director. Ten years vice-president of A. J. Picard & Co., 
Eastern Automotive Whalesaler; three years director of sales 
and advertising for Metal Stamping Co. Monte W. Soun, 
Vice-President and Secretary. Four years automobile editor 
of Washington Times; editor of Motor Life; director of re- 
search and promotion of Auto. Trade Directory; advertisin 
service manager for Automobile Blue Books; contact wit 
dealers, garage and service men for about ten years. HENRY 
T. KirKLanp, Vice-President and Merchandising Director 
in charge of Chicago office. District manager Sparks-Withing- 
ton Co., sales manager Cummings Bros., director of merchandis- 
ing development, Automotive Equipment Association; mer- 
chandising director Trico Products Corp. Organizer of 
“Save-a-Life” campaign for motorists. K. G. Sites, Space 
Buyer, Industrial and Business Paper Director, and Publicity 
News Service Director. Three oldest accounts: E. A. Labora- 
tories, Inc., J. H. Williams & Co., Hardie Manufacturing Co. 
Three largest accounts: Sylvania Products Co., J. H. Williams 
& Co., Trico Products Corp. 


PINSKER-LIPPMANN CO., Inc. 
232 Madison Ave., New York 


Recognition: ANPA; PPA; APA. 


Dewey D. Pinsker, President. Over fifteen years’ experience 
in advertising and merchandising. ArTHurR L. LippMANN, 
Vice-President. Over fifteen years’ experience in advertising 
and merchandising. G. T. Paprock, Treasurer and Space 
Buyer. 

Twenty-two accounts. Eight employees. Three oldest ac- 
counts: Robert Bosch Magneto Co., Henry Klein & Go., 
Kaumagraph Co. 


PITLUK ADVERTISING CO. Established 1919 
2000-2018 Alamo National Building, San Antonio, Tex. 
Recognition: ANPA; SNPA; PPA; APA. 


J. N. Pittux, President and Merchandising Director. Adver- 
tising manager newspaper, eastern agency experience; C. R. 
Cusick, Vice-President, Radio Director, Production Manager 
and Industrial and Business Paper Director; N. D. ScCHWERKE, 
Secretary-Treasurer and Research Director; Gus J. Wu, 
Art Director; B. M. Brooxs, Account Executive; L. MERRION, 
Account Executive, Space Buyer and Publicity News Service 
Director. Mauro GonzaLez, artist. 

Twenty-seven accounts. Ten employees. Proves theories by 
test campaigns to prevent appropriation wastage. 


PLATT-FORBES, Inc. Established 1925 
468 Fourth Avenue, New York City 
Recognition: ANPA; PPA; ABP; APA. 
RurHerrorp Piatt, President. Five years with Doubleday, 
Page & Co., as advertising manager of mail order department, 
one year Platt Service, Inc., sales promotion for eight pub- 
lishers; Witt1AM A. Forses, Vice-President and Treasurer. 
Seven years with Lamont Corliss & Co. as assistant sales 
manager, Peter’s & Nestle’s Milk Chocolates, O’Sullivans 
Heels, Ponds Products. W. S. WALKER, and H. Coscrove, 
Space Buyers; T. F. Coscrove, Merchandising Director. 


Fifteen accounts. Fifteen employees. Three oldest accounts: 
The Living Tree Guild, Federated Textiles, Inc., Franco-Bel- 
gique Tours Co., Inc. Three largest accounts; Paterson Parch- 
ment Paper Co., Federated Textiles, Inc. and Vulcanized 
Rubber Co., Inc. 


THE PORTER CORP. Established 1928 
88 Pearl Street, Boston, Mass. 
Branch: 205 East 42nd St., New York City 
LronarD J. RAyMonp, President. Ten years with Dickie- 
Raymond; Locan R. Dickie, Treasurer. Ten years with 
Dickie-Raymond ; E. A. Matioy, General Manager and Mer- 
chandising Director; Formerly advertising manager Westfield 
Mfg. Co., and Vice-President Wells Advertising Agency. 
Contact and Copy Doremus & Co. E. W. THomMson, Copy 
ief. Formerly advertising manager Dennison Mfg. Co. and 
F. A. Foster & Co., Inc. J. G. GaumBURG, Production and 
Art Director. Formerly Art Director Gardner Co. and 


Established 1924 


Established 1923 


Reincke-Ellis, and Artist, Fisher-Wilson. JoHn GarpEN, Con- 
tact and Research Director. Formerly connected with sales 
department of J. Horace McFarland. JoHNn CooLipce Hupp, 
Contact Dept. Formerly promotion manager Storrs & Bement 
Co. R. F. Strauss, Space Buyer; E. S. Lear, Radio Director. 
Twenty-six accounts. Fifteen employees. Three oldest ac- 
counts: Chamberlain & Co., Inc., Colonial Airways Corp., 
Massachusetts Investors Trust. Three largest accounts: 
Hollingsworth & Whitney, Massachusetts Investors Trust, 
Colonial Airways Corp., Affiliated with Dickie-Raymond, the 
large direct mail service organization, and is therefore well 
equipped to handle space and direct mail campaigns. 


PORTER EASTMAN CO. Established 1921 

222 West Adams St., Chicago, III. 

Branch: 1613 Pioneer Bldg., St. Paul Minn. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
CHarves H. Porter, President. Was originally in manufac- 
turing business. With advertising agencies over twenty-five 
years. WarREN D. Eastman, Secretary-Treasurer. Began 
his business experience as a printer, part owner and publisher 
of daily newspaper. Later as manager of printing plant had 
charge of one hundred people. Then became advertising man- 
ager of company. R. B. NEWELL, Vice-President and Sales 
Manager. Has had many years’ experience as advertising 
manager, account executive, etc. Has specialized in food ac- 
counts, building material and pharmaceutical products. EARLE 
W. Porter, Vice-President. Has been in agency work last 
twelve years. H. M. THompson, Vice-President in charge of 
St. Paul office. Has had over fifteen years’ experience on 
various accounts. Wa. J. Nosie. Has specialized in automo- 
tive accessory advertising over a period of fifteen years. C. W. 
Porter, Account Executive. Henry NATHAN, Manager of 
a department. Gro. H. DouGuHerty, Chief of Copy 

ervice. 


Sixty-four accounts. Eighteen employees. Three oldest ac- 
counts: Electric Wheel Co., Quincy, IIl., D. Hill Nursery Co., 
Dundee, Ill., Owensboro Ditcher & Grader Co., Owensboro, 
Ky. Three largest accounts: Deere & Co., Van Cleef Bros., 
Kay Laboratories. 


Z. L. POTTER CO. 
212 Harrison Street, Syracuse, N. Y. 


Recognitions: ANPA; PPA; APA; ABP. 


R. J. POTTS & CO. 

101 West 11th St., Kansas City, Mo. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
R. J. Ports, President. Twenty years’ newspaper and adver- 
tising agency experience. J. B. Wooppury, Vice-President. 
Ten years’ advertising agency experience. D. B. MINDLIN, 
Account Executive specializing in food accounts. FRANK F. 
B. Houston.. Eight years agency experience. MURREL 
Crump. Five years’ agency experience, specializes in lumber 
and building accounts. B. F. McGurirt. Fifteen years’ adver- 
tising agency experience. RussELL MuLtins. Specializes in 
agricultural accounts. B. K. Bird, Research Director. DALe 
M. PErrILL, Publicity News Service and Copy Director. Epcar 
Farpon, Art Director. W. I. Horrine, Auditor. 
Thirty-three employees. Three oldest accounts: Ottawa Mfg. 
Co., Mid-Continent Petroleum Co., McCleary Clinic. Three 
largest accounts: McCleary Clinic, Mid-Continent Petroleum 
Co., American Beauty Macaroni. 


POTTS-TURNBULL CO., Ltd. 
Gates Building, Kansas City, Mo. 
Member: AAAA; NOAB. 
Recognitions: ANPA; PPA; APA. 


EDWARD M. POWER CO., Inc. Established 1914 
2536-39 Oliver Building, Pittsburgh, Pa. 
Recognitions ANPA; PPA; ABP; APA. 
Epwarp M. Power, Jr. Grorce D. Ketty. Georce E. EIsen- 
HAUER. 
This agency is equipped to serve accounts with a financial, 
technical, resort or food background. Individual members of 
the staff are experienced in radio, business paper and direct- 
mail advertising and publicity news service. 


JOHN O. POWERS CO. 
220 East 42nd St., New York City 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

Joun O. Powers, President; FrepertcK RoseLius, Vice-Presi- 


Established 1929 


Established 1910 
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JOHN O. POWERS CO.—(Continued) 
dent, Research and Merchandising Director; Water E. 
Powers, Vice-President and Radio Director; Herman J. 
ScHWACKE, Secretary and Art Director; Ropert W. Powers, 
Treasurer and Space Buyer. 

Fifteen accounts. 


THE POWERS-HOUSE CO. 
522 Terminal Tower, Cleveland, O. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 
M. K. Powers, President. FranK E. House, Jr., Vice-Presi- 
dent and General Manager. Gorpon RreLey, Secretary and 
Space Buyer. C. A. Marsacu, Space Buyer. 
Twenty-four accounts. Thirty-four employees. Three oldest 
accounts: Oster Mfg. Co., Browning Crane Co., Deming Co. 
Three largest accounts: The Bryant Heater and Mfg. Co., 
Fred G. Clark, Inc., The Van Sweringen Interests. Has served 
its twenty-four clients for an average of six and one-half 
years each. 


GEORGE C. POWNING, Inc. 
278 Orange Street, New Haven, Conn. 


Recognitions: ANPA; APA. 


PRAIGG-ADVERTISING 
1304-8 Lynch Bldg., Jacksonville, Fla. 


Recognition: ANPA; PPA; APA. 


Noste T. Praicc, Fifteen years in newspaper, sales and re- 
search work plus eight years active agency work, covering a 
wide variety of fields, Research Director and Space Buyer. 
F. R. Sernetr, Accountant. Experience in research work in 
food product field, in department store buying and manage- 
ment and in budgeting advertising appropriations. Space 
Buyer. 

Seventeen new accounts. Three employees. Three oldest 
accounts: Portland Silo Co., Portland, Ind.; Atlantic Coast 
Line Railway; Florida Times Union. (all handled by Mr. 
Praigg before starting present agency). Three largest ac- 
counts: Atlantic Coast Line Ra:lway, City of West Palm 
Beach, Art Chemical Works, Tampa, Fla. This agency be- 
lieves in determining objectives, as the sole guide to setting 
the appropriation. 


PRATT-MOORE ADVERTISING CO. 
1926-7 Ford Building, Detroit, Mich. 
Recognition: PPA; APA; ABP. 

Louis A. Pratt, President, Research and Radio Director. 

Had extensive newspaper, magazine and general printing ex- 

perience. Epwin H. Humpurey, Vice-President and Mer- 

chandising Director. Formerly with Brownell & Humphrey, 
handling automobiles and other accounts. R. E. Brown, Space 

Buyer. G. B. Dow, Publicity News Service Director. 


Twenty-four accounts. Eight employees. Three oldest ac- 
counts: Zenith-Detroit Corp., Wood Hydraullic Hoist & Body 
Co., Parker Rust-Proof Co. Three largest accounts are the 
same. 


FRANK PRESBREY CO. Established 1896 
247 Park Avenue, New York City 
Branches: City Centre Building, Philadelphia, Pa. 
1111 Union Bank Bldg., Pittsburgh, Pa. 
Member: AAAA; NOAB; ABC. 
Recogmtion: ANPA; PPA; ABP; APA. 


FRANK Pressrey, Chairman of the Board and Treasurer. 
CHARLES PresBREY, President. J. H. DoNAHuE, Vice-Presi- 
dent and General Manager. W. A. Baker, Secretary and Space 
Buyer. Miss E. H. Gesuarp, Space Buyer. FRANK A 
Honces, Jr., Research Director. A. F. SACHTLEBEN, Merchan- 
dising Director. Futton A. Dent, Radio Director. GrorGE 
R. Parker, Auditor. DENNISoN Bupp, Art Director. THomMAS 
P. Mauoney, Production Manager. 

One hundred employees. Three oldest accounts: Shredded 
Wheat, W. & J. Sloane, American Bridge Co. Three largest 
_— Shredded Wheat, Cunard Line and Browning-King 
0. 


THE PROCTER & COLLIER CO. Established 1894 
Procter & Collier Bldg., Cincinnati, Ohio 
Member: AAAA; NOAB; ABC. 
Recogmtion: ANPA; PPA; ABP; APA. 
M. L. Pernice, Jr., President. With this agency for twenty- 
five years. Experience covers every phase of advertising and 
the merchandising of a wide variety of products. WAYNE 
CaLnoun, Vice-President and Director of Merchandising. 


Established 1912 


Established 1929 


Est. 1910 


Advertising solicitor, business manager, advertising manager of 
newspapers; sales manager of large manufacturer and adver- 
tiser; account executive. Harry L. Apams, Vice-President. 
Advertising Manager, assistant sales manager of well-known 
advertisers; manager of Cincinnati office of large advertising 
agency. A. BRAVERMAN, Vice-President and Manager of 
Printing Department; I. H. Crane, Secretary; R. P. Hance, 
Treasurer; MARGARET DOWNING, Research Director; ARTHUR 
THEXTON, Radio Director; Horace Karr, Publicity News 
Service Director; Ropert Hayne, Manager of Art Depart- 
ment. Ep. BuescHer, Production Manager. L. P. Orr, In- 
dustrial and Business Paper Director and Space Buyer. RICHARD 
Hext, Space Buyer. 


About forty accounts. One hundred employees. Three oldest 
and largest accounts: The U. S. Playing Card Company, The 
Selby Shoe Co., The Clark Grave Vault Co. The long-time 
clients of this agency include those with such diverse mar- 
keting problems as playing cards, paper, newspaper, grave 
vaults, pancake flour, household appliances, telephone service, 
shoes and gingerale. 


JOHN W. QUEEN ADVERTISING-MERCHANDISING 
5 Park Square, Boston, Mass. 


Recognitions: ANPA; APA. 


THE L. W. RAMSEY CO. Established 1920 
Union Bank Building, Davenport, Iowa 
Branch: 230 North Michigan Ave., Chicago, Ill. 
Recognition:’ PPA; APA. 


L. W. Ramsey, President; E. G. NAEcKEL, Secretary, W. A. 
WILKINSON, Space Buyer; Grorce SHEETS, Publicity News 
Service Director. 


Twenty-two employees. Two oldest accounts Storrs & Harri- 
son Company, William Tricker Co. Three largest accounts: 
American Association of Nurserymen, Voss Bros. Mfg. Co., 
William Tricker Co. 


FRED M. RANDALL CO. 
Book Tower, Detroit, Mich. 


Member: AAAA; NOAB; ABC. 
Recognitions: ANPA; PPA; ABP; APA. 


RatpH G. Harris, President and Generalf/Manager. Twenty- 
five years in sales and advertising, specializing in plan work. H. 
Ross Mack, Vice-President and Treasurer. Fifteen years as ad- 
vertising manager and agency account executive... HaL G. Trump, 
Secretary. Twenty-three years in sales and advertising. CHARLES 
E. ForRSTER, Space Buyer and Research Director. R. D. 
HuGueEs, Merchandising Director. FRED DEBOoLT, Radio Di- 
rector- 


Thirty-seven accounts. Twenty-two employees. Three oldest 
accounts: Aladdin Co., Long Manufacturing Co., Dow Chemical 
Co. Three largest accounts: Aladdin Co., Dow Chemical Co., 
Chris-Craft Corp. 


Established 1915 


WILLIAM H. RANKIN CO., Inc. 

342 Madison Avenue, New York and Tribune Towers, 

Chicago 

Branches: 407 Petroleum Securities Building, Los 

Angeles, Cal. 

507 Montgomery St., San Francisco, Cal. 

12th & Jefferson Streets, Portland, Ore. 

1020 Lloyd Building, Seattle, Wash. 

32 Front Street, Toronto, Ontario, Canada 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
WiLLiAM H. RANKIN, President. Rospert E. RINEHART, Vice- 
President. T. A. BALLANTYNE, Vice-President. P. L. Hovper, 
Vice-President and Art Director. V. T. Gavso, Contact Dept. 
J. W. WHALEN, Production Manager, A. M. Gopet, Space Buy- 
er, and Industrial and Business Paper Director. Rospert H. RAN- 
KIN, Radio Director and Assistant Treasurer. M. A. SANCHEZ, 
Assistant Art Director. W. J. McINNess, Merchandising 
Director. W. E. MacKer, Publicity News Service Director 
(New York Office) Herman A. Grotu, Executive Vice-Presi- 
dent and Treasurer (Chicago). Wma. S. Norpperc, Vice- 
President (Chicago). J. H. Turner, Vice-President. PAvut 
SmitH, Art Director. W. G. ScHoENHOoFF, Space Buyer. 
Leo CoHEN, Production Manager. Lma I. Lewis, Director 
of Research. (Chicago office). E. BrisAcHER, Vice-President 
(San Francisco). R. J. Davis, Vice-President (Los Angeles). 
CuarLes Hamiton, Vice-President, (London, Eng.). 
Forty-six accounts. Ninety-five employees. Three oldest ac- 
counts: General Cigar Co., United States Lines, Herman 
Nelson Corp. Four largest accounts: General Cigar Co., 
_— States Lines, Phillips Petroleum Co., Thomas J. Lipton 

» Inc. 
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Coast to Coast : 
Advertising 


© WM. H. RANKIN CO. 


N the selection of an advertis- 
ing agency the factors nor- 

mally weighed are reputation, 
ability, experience and person. 
ality. 

The assumption is that adver- 
tising goes out into the open to 
stand or fall and that the tastes 
and habits of the American people 
are universal. 

Therefore, advertising that will 
sell the citizens of San Jose, Cal., 
will sell the citizens of Troy, New 
York. 

There have been some rude 
awakenings. Modern advertisers, 
finding their product first in one 
region, second in another, fifth in 
another, eighth in another, are 
beginning to have some doubts. 
The accepted rule doesn’t seem to 
be running according to Hoyle. 


HE downright truth is that 

in many instances the adver- 
tising set-up is trailing the sales 
set-up. 

It is our fixed opinion that 
modern business and the cost of 
advertising require that an adver- 
tising agency have three com- 
plete, highly trained organizations 
in the three key zones of this 
country — eastern, mid-western, 
and the Pacific Coast. 

This means that in our judg- 
ment an advertising agency with 
but one office cannot have the 
grasp on a sales and advertising 
program that a closely-knit but 
widespread advertising organiza- 
tion has. 

Nor is this just theory. Nor an 
appeal to logic solely. We have 
worked under both systems and 
know the better from experience. 


Service 
9) 


F your business is national in scope— 

or is pointing that way—why not look 
into this ‘‘triple-action’? Rankin service? 
See if it offers more than you are get- 
ting. There is no obligation. No com- 
mitment. To any interested advertiser 
we shall be glad to show— 


1 Proofs from a magazine campaign which, 

through an entirely new copy appeal, is 
changing the traveling habits of thousands 
of Americans. 


2 A newspaper advertisement with keyed 

coupon that has been profitably used and 
inserted over 300 times in big' metropolitan 
newspapers. 


A unique direct-by-mail campaign that 
quickly paid for itself by developing large 
new accounts for the advertiser. 


The story of a copy theme that built a 5- 
cent product, with hundreds of competitors, 
into the largest seller in the world. 


Our booklet ‘‘Radio Broadcasting: Does It 
Pay?” 


A campaign that has overcome generations 
of precedent, successfully introducing a 
revolutionary type of equipment and de- 
veloping a new trend in the planning of 
homes, apartments and office buildings 
despite difficult price obstacles. 


On » W 


7 A series of newspaper advertisements 

which, through a dramatic presentation of a 

key idea, successfully introduced and sold 

a new product in one of the most highly 
competitive fields of merchandising. 


Fe} A presentation of the resources and ser- 
vice of the 4 divisions of our company— 
Eastern, Central, Coast, and Canadian. 


E discarded the “single 
office’ plan eleven years 
ago. 

Since then we have built up 
strong and well-rounded inde- 
pendent units of our organization 
in New York and Chicago and 
affiliated ourselves with one of the 
most efficient and most highly re- 
garded Coast advertising services, 
with headquarters in San Francisco 
and local offices in Los Angeles and 
Portland. 

Through a system smoothly de- 
veloped during the past twelve 
years, there is an interchange of 
opinion and service on all our ac- 


counts that is highly valuable to 
the advertiser. 

A well-regulated flow of “‘at the 
source” information is in constant 


circulation. Intimate knowledge 
of local conditions and local buy- 
ing tendencies opens up oppor: 
tunities and closes up pitfalls that 
a “single office” agency might 
never see. 


° ° . 


Y the same token, strong 

local contacts are created 
for a manufacturer’s representa- 
tive or sales manager. Each of 
these organizations has local in- 
fluence with important buyers. 
Many advertisers whom we serve 
have learned the dollar-and-cent 
value of these influences. And, in 
consequence, put a high premium 
on it. 

We shall be glad to tell any in- 
terested advertiser how our zone 
advertising service has worked to 
the great advantage of our cus- 
tomers. Address our nearest 
office. 


Wn. H. | 
RANKIN 
COMPANY Py, | dvertising 


Established 1899 


342 Madison Avenue 
New York City Chicago, Til. 
Murray Hill 9300 Superior 6600 


San Francisco: Crocker Bldg. 


Los Angeles: Petroleum Securities Bldg. 
Portland, Oregon 
London, England -- Toronto, Canada 


Tribune Tower 


Charter Member of the American Association 
of Advertising Agents 

Member National Outdoor Advertising Bureau 

Charter Member Audit Bureau of Circulation 


SALE §S 
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RATCLIFFE & DEWEY ADVERTISING AGENCY Est. 1929 
Mercantile Building, Dallas, Tex 


Recognitions: ANPA; ABP; APA. 


Partnership composed of: MorELLE K. RATCLIFFE, fourteen 
years newspaper advertising. JOHN PEYTON DEWEY, six years 


advertising agency. Two years as advertising manager of de- 
partment store, and six years as newspaper advertising director 
and promotion manager. 


REDFIELD-COUPE, Inc. 
247 Park Avenue, New York. 


Member: NOAB; ABC. 
Recognitions: ANPA; PPA; ABP; APA. 


C. §. REDFIELD, President. Sixteen years head of Agency. Pre- 
viously Advertising Manager of Yale & Towne Manufacturing 
Co., and prior to that connected with the Chicago Evening Post 
and Chicago Times. L. L. REDFIELD, Vice-President. Eight 
years with Agency. Previously associated with advertising de- 
partment of New York Evening Journal and Cusak Co. F. J. 
CouPE, Vice-President. Three years with Agency. Previously 
Vice-President of Dorrance & Sullivan. Previously Sales and 
Advertising Manager of Sonora Phonograph Co. E. T. T. WIL- 
LiaMs, Vice-President; Three months with Agency. Previously 
president of E. T. T. Williams and Associates. Previously 
associated with sales department of Lewerth & Culbertson and 
sales department of Henry Lindenmeyer & Sons. RicHaARD A. 
PoRTER, Vice-President. Just associated with Agency after twelve 
sane experience in advertising agency field. Previously Vice- 

resident of Dorland Agency, Inc. L. P. BANsBAcH, Treasurer 
and Secretary and Publicity News Service Director. Sixteen years 
with Agency, formerly with Yale & Towne Manufacturing Co. 
D. O'BRIEN, Research Director and Merchandising Director. A. 
HOLLANDER, Space Buyer. ROBERT REINHART, JR., Radio Di- 
rector. C. ALLEN, Industrial and Business Paper Director. 
Fifty-eight accounts. Thirty employees. Three oldest accounts: 
Barbara Gould, Ltd., Consolidated Shipbuilding Corp., Dr. J. 
Walter. Three largest accounts: Barbara Gould, Ltd., Consoli- 
dated Shipbuilding Corp., Bourjois, Inc. 


G. ALLEN REEDER, Inc. 
Graybar Bldg., New York City 
Branch: Associate House—Alfred Pemberton, Ltd., 187 
Piccadilly, London, Eng. 

G. ALLEN REEDER, President. Eric Hartei, Vice-President. 

MitcHEL YaGceEr, Assistant Treasurer. MILLARD J. BLOOMER, 

Secretary. Harotp ELtertcH, Manager Media Department. 

G. T. Reever, Space Buyer. Tom Lee, Art Director. R1IcHARD 

Borock, Production Manager. CLEMENT F. THEISEN, Execu- 

tive. All executives traveled extensively. Experience includes 

newspaper work, agency work, U. S. consular service, export 
directorships, advertising managerships, retail selling, etc. 

Twenty-two accounts. Twenty-four employees plus staff of 

foreign language copy-writers. Three oldest accounts: Bris- 

tol-Myers Co., Parker Pen Co., Holeproof Hosiery Co. This 
eer specializes in advertising American products in foreign 
elds. 


Established 1914 


Established 1921 


REESE ADVERTISING AGENCY, Inc. 
1041-2 Canal Bank Building, New Orleans, La. 
Member: NOAB. 
Recognitions: ANPA; APA. 


REIMERS & WHITEHILL, Inc. 

285 Madison Avenue, New York, N. Y 

Recognition: ANPA; PPA; APA. 
Cart REIMERS, President, Treasurer, Merchandising and Radio 
Director. Nineteen years in business. Sales and sales man- 
agement experience on automobiles, phonographs and pianos; 
training in architecture, building construction and airplanes. 
Formerly on plan board, C. W. Hoyt Co., and with Dorrance, 
Sullivan & Co. RIcHARD WERxsTER, Vice- President, Secretary, 
Research Director and Space Buyer. Over twenty-five years 
in business; formerly advertising manager of Encyclopaedia 
Britannica, copy writer for N. W. Ayer & Son and John O. 
Powers agencies. Organized plan department for George 
Batten Co., sales promotion manager, Esmond Mills; adver- 
tising department, The Literary Digest. ALBERT E, WHITE- 
HILL, Vice-President. Fourteen years’ experience in manu- 
facturing, selling, sales management and advertising. 


Thirty-three accounts. Thirteen rere. Three oldest ac- 
counts: Bush Terminal Co., B. B. & R. Knight Corp. (Fruit 


Established 1924 


of the Loom), Royal Worcester. Corset Co. Three largest 
accounts: Fruit of the Loom, Bush, Rumidor. This agency 
has had considerable experience in radio broadcast advertising 
~ has had unusually broad acquaintance with the aviation 
industry. 


THE REIN CO. 
Houston, Tex. 


HAROLD REIN, President. DonaLtp REtn, Vice-President and 
General Manager, Industrial and Business Paper Director. C. 
J. Dunpuy, Space Buyer, Merchandising Director. P. Borum, 
Research Director. T. THORNE, Production. Agency handles 
general accounts, sectional and national. Specializes in market- 
ing and merchandising analysis and plans. Experienced associ- 
ation advertising, automotive, food products, financial, oil, 
jewelry, chemicals, real estate. Agency owns own printing plant 
Pian complete mechanical facilities. Net worth of agency 


Fifteen accounts. Forty employees. 


REINCKE-ELLIS CO. 
520 N. Michigan —_ Chicago, IIl. 
Member: NOAB; ABC. 
Recognition: 4NPA: PPA; ABP; APA. 


Arno B. REINCKE, President and Sales Promotion. WALLACE 
Meyer, Vice-President and Plans. C. C. Stevens, Vice- 
President and Merchandising Director. C. E. ScCHELLENBERG, 
Secretary and Treasurer and Research Director. JosEePu 
Brown, Space Buyer. R. B. Writtrams, Radio Director and 
Publicity News Service Director. O. H. Goetz, Industrial and 
Business Paper Director. J. B. Kerrort, Copy Chief. Crar- 
ENCE JoHNson, Art Director. ARTHUR JANTz, Production 
Manager. ArtHuUR Etwoon, Accounting Department. 


Twenty-seven accounts. Fifty employees. Three oldest ac- 
counts: American Chain Co., Inc. (Associate Companies), 
Minn. St. Paul & Saulte Marie R. R., Cadillac Motor Car Co., 
Chicago Branch. 


WILLIAM B. REMINGTON, Inc. Established 1927 
21 Besse Place, Springfield, ”Mass. 
Branch: 6 West wenty-fourth Street, New York 


Member: NOAB 
Recognition: ANPA; PPA; ABP; APA. 


WILLIAM B. REMINGTON, President and Merchandising Di- 
rector. Seventeen years in sales management and advertising. 
James B. Wi..iaMs, Vice-President. Trained in New York 
agency field and chain store operation. GALEN SNow, Treas- 
urer, Business and Industrial Paper Director. Formerly in 
manufacturing and industrial advertising, specializing in in- 
dustrial marketing problems. Etsie R. Strout, Secretary and 
Production Manager. Nine years’ experience in the produc- 
tion of advertising and printing. JoHN BarTEAu, Publicity 
News Service Director. Sture H. Netson, Art Director. 


Thirty-one accounts. Seventeen employees. Three oldest ac- 
counts: Warren Leather Goods Co., Tom Wye, Inc., Green- 
field Tap and Die Corp. Maintains strong business and trade 
paper department. 


RICHARDSON, ALLEY & RICHARDS CO. 
Established 1928 

tk Nov. 1, 1928 of Barrows, Richardson & Alle 

est. 1916) with oseph Richards Company (est. 1874) 

Branch: Statler Office Bldg., Boston, Mass. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
W. M. RicHarpson, Merchandising Director. Eleven years 
as publishers’ representative; fourteen years in advertising, 
sales and plan work. E. V. ALLEY. Twenty-six years as news- 
paper man, publishers’ representative and advertising agency 
executive. MILTON TOWNE, Industrial and Business Paper 
Director. Six years in banking ; twenty years as advertising 
agency executive. CourTLAND N. Situ, Publicity News 
Service Director. Nineteen years as advertising agency exe- 
cutive. H. L. Wuittemore, Twenty-three years as salesman, 
advertising manager and advertising agency executive. H. M. 
BILLERBECK, Space Buyer. W. P. ENGEL, Research Director. 
R. B. RAyYNoLps, Radio Director. 
Twenty-nine accounts. Fifty-five employees. Three oldest 
accounts: Tiffany & Co., Berger Bros., Wamsutta Mills. 
Three largest accounts: Tiffany & Co., Monroe Calculating 
Machine Co., Hewes & Potter. 


RICHARDSON-PLANT, Inc. Established 1921 

216 Superior Ave., N. E., Cleveland, O. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
W. E, Ricwarpson, President, Space Buyer and Merchandis- 
ing Director. Twenty years in the advertising agency business, 
formerly with Lord & Thomas and Logan. J. E. PLant, Vice- 
President. Twenty-one years of advertising agency experience, 
formerly with Nelson-Chesman. L. A. Yoxey, Secretary and 
Assistant Space Buyer. CHARLES OSWALD, Research and In- 


Established 1916 


Established 1907 
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RICHARDSON-PLANT, Inc.—(Continued) 


dustrial and Business Paper Director; F. J. Smiru, Production 
Manager. 


Nineteen accounts. Sixteen employees. Three oldest accounts: 
American Stove Co., Cummer Products Co., H. N. White Co. 
Three largest accounts: American Stove Co., Cummer Prod- 
ucts Co., Piso Co. 


RICKARD & CO., Inc. 

420 Lexington Avenue, New York 

Member: ABC. 

Recognition: ANPA; PPA; ABP. 
Wo. L. Rickarp, President. With the Otis Elevator Co. for 
over ten years in the Sales Division. For three years Vice- 
President of Ray D. Lillibridge, Inc., Advertising Agents, and 
eighteen years ago founded the advertising agency of Rickard 
and Sloan, Inc., which was changed later to Rickard & Co., 
Inc. H. L. FisHer, Vice-President. Graduate of Pratt Insti- 
tute School of Electrical Engineering, was with the General 
Electric Co. for seven years and for the last ten years has 
been with Rickard and Co., Inc. E. C. Mayer, Vice-President. 
A mechanical and electrical engineer, a graduate of Cornell 
University and for ten years following his graduation was 
service engineer, sales engineer and sales manager with utility 
and manufacturing companies. Has been in advertising work 
for about ten years, the last seven with Rickard & Co., Inc. 
J. Gran, Treasurer. L. F. Maner, Secretary. JoHN ALLEN 
MurpHy, Research and Merchandising Director. 


Nineteen accounts. About thirty-five employees. Three oldest 
accounts: The Hayward Co., Bakelite Corp., Jenkins Bros. 


JOHN RING, JR., ADVERTISING CO., Inc. Est. 1919 

211 N. 7th St., St. Louis, Mo. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA, 
Joun Rinc, Jr., President. Was for thirteen and half years 
advertising manager for Mercantile Trust Co. Max F. Ruce, 
Vice-President. Fifteen years’ experience in outdoor adver- 
tising with General Outdoor Advertising Co., George Enos 
Throop, Inc., Chas. W. Wrigley Co., seven years’ sales ex- 
perience with Majestic Mfg. Co. ALtsert I. Dutton, Copy 
Chief. Three years with New York advertising agencies; 
seven years advertising manager Baltimore clothing manu- 
facturer; seven years advertising manager in automotive field; 
three years with Ring organization. W. W. Zaurnot, Secre- 
tary-Treasurer and Space Buyer. Nine years’ agency experi- 
ence in research, space buying, accounting. E. W. HAMLIN, 
Radio Director. Davin Rosxkinp, Production Manager. 
Thirty accounts. Fifteen employees. Three oldest accounts: 
St. Louis Chamber of Commerce (Industrial Club), Mercan- 
tile-Commerce Bank & Trust Co., St. Louis Bank Building & 
Equip. Co. Three largest accounts: St. Louis Chamber of Com- 
merce (Industrial Club) Mercantile-Commerce Bank & Trust 
Co., George Kilgen & Sons, Inc. Offers specialized knowledge 
of St. Louis market. 


THE PHILIP RITTER CO., Inc. 
25 West 54th St., New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 

Puui.ip Ritter, President and Treasurer; M. E. Gorpon, Sec- 

retary and Space Buyer; H. P. Benner, Assistant Treasurer. 


FRED A. ROBBINS, Inc. Established 1922 
360 North Michigan Avenue, Chicago, II. 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


THE ROBBINS & PEARSON CO. Established 1921 
390 East Broad Street, Columbus, Ohio 


Recognitions: ABP; APA; PPA. 


Epwin C. Buair, President and Treasurer. Former newspaper 
man, advertising manager of Frigidaire Corporation, and con- 
nected in an advertising capacity with Burroughs Adding 
Machine Co. and The Dunlop Tire & Rubber Co. ‘ 
NIcHOLs, Vice-President and Space Buyer. Previously with 
National Cash Register Co. and Corona Typewriter Co. in 
sales work. M. L. Mutray, Secretary and General Manager. 
Former newspaper man with general experience in retail 
merchandising. 

This agency is of the personal service type, serving and solicit- 
ing accounts in a diversity of fields. It has shown itself 
Particularly capable in the conscientious and efficient handling 
of national campaigns with moderate appropriations. 

Among its twenty-five clients the three oldest are W. E. Lam- 
neck Co., Dayton Pump & Mfg. Co. and Huntington National 


Established 1912 


Established 1918 


Bank. The three largest are: The Jaeger Machine Co., The 
Williams Mfg. Co., and the Vulcan Corporation. 


ROBERTS & MacAVINCHE Established 1898 
30 N. Dearborn St., Chicago, Ill. 
Recognition: ANPA; PPA; ABP; APA. 
A. J. MacAvincue, Proprietor. Forty-three years in adver- 
tising. F. Bearp, Space Buyer. Twenty-five years in advertis- 
ing. 
Fifteen accounts. Three oldest accounts: Sears-Roebuck & 
Co., Dearborn Supply Co., Walter Field Co. Three largest 
accounts: The same. 


ROBINSON, LIGHTFOOT & CO., Inc. 
*51 Madison Ave., New York 


Recognition: ANPA; PPA. 


Wriuram R. Rosrnson, President and Treasurer. Formerly 
Vice-President of large advertising agency. Thoroughly familiar 
with advertising agency management. WarREN R. LicHTFoOT, 
Vice-President and Merchandising Director. Formerly adver- 
tising manager of large mail-order house and author of “A 
Graphic Conception of Advertising.” N. J. Rospinson, Secre- 
tary. Ws. A. Carters, General Manager and Space Buyer. 
D. W. Rosrnson, Research Director. R. MITCHELTREE, Service 
Manager. 


Fifteen accounts. Twenty-five employees. Three oldest ac- 
counts: Kelsey Heating Co., Koh-i-noor Pencil Co., Colonial 
Radio Corp. Three largest accounts: Colonial Radio Corp., 
Doubleday-Doran & Co., Chas. Boni Paper Books. 


ROCHE ADVERTISING CO. Established 1926 
310 So. Michigan Avenue, Chicago, Ill. 
Branch: 374 Delaware Avenue, Buffalo, N. Y. 
Member: NOAB. 
Recognitions: ANPA; PPA. 


J. P. RocueE, President, has been head of the Roche Advertising 
Co. since its founding in 1926. Before that, he had been associated 
with one of the leading Chicago advertising agencies for fifteen 
years, resigning as Vice-President to form his own company. 
STEWART WESTON, Vice-President, has been in the advertising 
business about sixteen years, being associated during that time 
with two of the leading advertising agencies in Chicago, and prior 
to that with Collier’s. H. S. BisHop, Vice-President in charge at 
Buffalo, N. Y., has had wide agency experience across the United 
States. M. F. WILLIAMsoN, Secretary and Asst. Treasurer was 
associated with Mr. Roche in another Chicago advertising agency 
for seven years prior to the forming of the Roche Advertising Co. 
D. J. Ketty, Treasurer, has had wide experience in business 
finance, have resigned from the Price-Waterhouse Co. to become 
Treasurer of this agency. F. H. HAKEWILL, Space Buyer. D. S. 
CummMINGs, Research Director. M. F. FreELpino, Publicity News 
Service Director. 

Fifteen accounts. Sixty-five employees. Three oldest accounts: 
The Studebaker Corp. of America, National Toilet Co., The 
Chicago Tribune. Three largest accounts: Studebaker Corp. of 
America, Pierce-Arrow Motor Car Co., Williams Oil-O-Matic 
Heating Corp. 


ROGERS-GANO ADVG. AGENCY, Inc. OF ILLINOIS 
Established 1924 
180 No. Michigan Avenue, Chicago, III. 
Branch: Exchange Tower, Tulsa, Okla. 
Member: NOAB. 
Recognition: ANPA; ABP; APA; PPA. 
R. C. Gano, President and General Manager. H. E. Doscu, 
Vice-President and Treasurer. J. C. Bacuropt, Secretary. 
The contact work of this agency is done by the three prin- 
cipals listed above and six other account executives; it has a 
present clientele of fifty, of which the three oldest are Guiber- 
son Corp., Gaso Pump & Burner Mfg. Co. and Curtis-Leger 
Fixture Co. The three largest are Spartan Aircraft Co., 
Galena Oil Corp., and Champlin Refining Co. Its Tulsa 
branch is said to be the second largest agency in the Southwest. 


ROGERS & GANO ADV. AGENCY, OF TEXAS 
Established 1920 
Bankers Mortgage Building, Houston, Texas 
Recognition: PPA; ABP. 


Dae C. Rocers, President. Four years’ exeprience as adver- 
tising manager. One year advertising experience on newspaper 
and ten years’ agency experience. T. Pace Rocers, Vice- 
President. Three years’ newspaper writing. One year adver- 
tising manager hardware manufacturer. Eight years’ agency 
work. E. Utricu, Space Buyer. 

Thirty accounts. Eleven employees. Three oldest accounts: 
Hughes Tool Co., Houston Southern Pacific Lines, (Tex., 
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ROGERS & GANO ADV. AGENCY, OF TEXAS— 
(Continued) 


La. and S. E.), Houston Chamber of Commerce. Four largest 
accounts: Southern Pacific, Jesse H. Jones Interests, Hughes 
Tool Co., Standard Rice. 


ROGERS & SMITH 
20 North Wacker Drive, Chicago, IIl. 
Member: NOAB. 
Recognition: ANPA; PPA; ABP; APA. 


Wa ter E. Situ, President for fifteen years prior to which 
he had several years’ experience in agency work, also Mer- 
chandising Director. H. N. Smiru, Secretary and Space Buyer 
several years experience in marketing and research. CHARLES 
B. Rocers, Treasurer. For ten years with Rogers & Smith 
and before that with H. H. Charles Advertising Agency. 
Don R. Ranssurc, Account Executive and Research Director. 
Ray H. Reywnotps, Account Executive and Direct Mail. 
Everett G. Opie, Director of Broadcast Advertising. Nine 
years of radio experience. 

Ten employees. Three oldest accounts: Automatic Washer 
Co., G. E. Conkey Co., Rowe Manufacturing Co. Largest 
account: Automatic Washer Co. A pioneer in radio adver- 
tising and maintains well-equipped department to handle radio 
advertising and broadcast programs. 


ROSE-MARTIN, Inc. 
21 West 46th Street, New York. 


Recognitions: ANPA; PPA; APA; ABP. 


ARTHUR ROSENBERG CO., Inc. 
15 W. 37th St., New York City 
Branch: 50 Ave. Des Ternes, Paris, France 
Recognition: ANPA; PPA; APA. 

ARTHUR ROSENBERG, President and Director of Research and 

Merchandising. Thirty years in advertising; sixteen years 

N. Y. American in all departments, resigning as assistant ad- 

vertising manager. Fourteen years national advertising and 

merchandising, planning campaigns, etc., as individual and 
head of agency. SAMUEL RUBINSTEIN, Vice-President. With 

Arthur Rosenberg in Hearst organization and trained by him. 

Active in agency work nine years. JoSEPH FRANKForT, Secre- 

tary and Treasurer. Forty years manufacturing and selling. 

Irvinc Leviz, Copy and plans. Advertising manager Bedell 

& Co., New York, assistant advertising manager Abraham & 

Strauss. Twelve years’ advertising experience. | CHARLES 

KAUFMAN, Twenty-five years’ advertising experience.  P. 

CoHEN, Space Buyer. B. Fartey, Radio Director. A. L. 

FEINMAN, Publicity News Service ‘Director. L. GoLDsMITH, 

Production Department. CHARLES SILveER, Direct Selling De- 

partment. 


Thirty-five accounts. Fifteen employees. 


ROSS ADVERTISING, Inc. 
501 Standard Building, Fort Wayne, Ind. 


Recognitions: ANPA; PPA; APA. 


F. J. ROSS CO., Inc. 
49 West 45th Street, New York. 
Member: AAAA; NOAB. 
Recognitions: ANPA; PPA; APA; ABP. 


ROSS-GOULD CO. 
309 No. Tenth Street, St. Louis, Mo. 
Member: NOAB. 


Recognitions: ANPA; APA. 


ROWLAND ADVERTISING CO., Inc. 
441 Lexington Avenue, New York. 


Recognition: APA. 


ARTHUR GEORGE RUPPERT ASSOCIATES, Inc. 
Established 1930 
Suite 2215, Union Central Life Bldg., Cincinnati, Ohio 


RUTHRAUFF & RYAN, Inc. Established 1911 
132 West 31st Street, New York City 
Branches: 360 North Michigan Ave., Chicago, II. 
Arcade Building, St. Louis, Mo. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


F. B. Ryan, President. W. B. RutHraurr, Vice-President 
and Treasurer. P. E. Watson, Vice-President and Manager 
of Chicago office. C. J. McCartHy, Vice-President and Ac- 
count Executive. L. E. Smiru, Vice-President and Account 
Executive. D. D. CHrismMaAn, Director of Radio. R. V.AN 
BureN, Secretary and Office Manager. F. S. Newserry, Jr., 
Research Director. R. F. Suttivan, Merchandising Director. 


Established 1916 


Established 1919 


D. M. Gorpon, Industrial and Business Paper Director. F. B. 
Ryan, Jr., Publicity News Service Director. FE. J. Grapy, 
Copy Director. W. VAN Leven, Art Director. Space Buyers 
—W. H. Pemper, (New York), Frank STEIN (Chicago), 
L. M. MaAtitz (New York). 


Seventy-five accounts. Approximately two hundred employees. 
Three oldest accounts: Pelton Publishing Co., U. S. School 
of Music, National Salesmen’s Training Association. Three 
largest accounts: Rinso, Cocomalt, Lifebuoy. This agency 
has complete organizations in both New York and Chicago 
with a branch in St. Louis. It was originally the largest mail 
order agency in the country, but now roughly 80 per cent of its 
accounts sell through dealers. Among its accounts are the 
Rinso, Lifebuoy Soap and Lifebuoy Shaving Cream division of 
Lever Brothers Company, The National Stamping & Electric 
Works, Cocomalt, R. B. Davis Company, House of Tre-Jur, 
Nestle’s Food Company, Noxzema, United Engineers & Con- 
structors, Inc., Macfadden Publications, Standard Statistics 
Corp., Street & Smith Corp., Kriss Kross Corporation, Crown 
Overalls and the Wolverine Shoe and Tanning Company. This 
agency believes that copy is the biggest thing in advertising. 


L. A. SANDLASS 
217 West Saratoga Street, Baltimore, Md. 


Recognitions: ANPA; PPA; APA. 


R. E. SANDMEYER & CO. 
153 No. Michigan Avenue, Chicago, Il. 


Recognitions: ANPA; PPA; ABP; APA. 


R. E. SANDMEYER, President and Merchandising Director. Has 
had eighteen years’ experience in the merchandising of furniture 
and allied products. He is the merchandising consultant of a 
number of the largest furniture stores in the country. J. A. LEITH, 
Research Director, and Plan and Production Manager. R. N. 
STAGGERS, Space Buyer. R. M. STEVENS, Art Director. 

Nine accounts. Ten employees. Three oldest accounts: Mutsch- 
ler Bros. Co., Nappanee, Ind., Ficks Reed Co., Cincinnati, 
O., American Rug & Cpt. Co., Chicago. Three largest accounts: 
Mutschler Bros. Co., Chittenden & Eastman Co., Burlington, 
La., Ficks Reed Co. This agency is particularly equipped to give 
service in merchandising as well as advertising to manufacturers 
of products that go into the home. 


SANDO ADVERTISING CO. 
960 No. Meridian Street, Indianapolis, Ind. 


Recognitions: APA; ABP. 


SAVAGE ADVERTISING AGENCY 
155 Stimson Avenue, Detroit, Mich, 


Recognitions: ANPA; PPA; APA. 


R. H. SAYRE, Inc. 
230 Fifth Avenue, Pittsburgh, Pa. 


Recognitions: ANPA; APA. 


SCHECK ADVERTISING AGENCY, Inc. 
9 Clinton Street, Newark, N. J. 


Recognitions: ANPA; PPA; APA. 


SCHIMPFF-MILLER CO., Inc. Established 1920 
919-20-21 Commercial National Bank Bldg-, Peoria, Ill. 


Recognition: PPA; ABP; APA. 


H. C. Scurmprr. Five years manager Commercial Department, 
Illinois Power & Light Co., two years D. M. Agency, ten years’ 
advertising agency. H. V. MILtER, Space Buyer. Two years’ 
advertising manager manufacturing plant ; fourteen years’ ad- 
vertising agency. A. BLAKELY, Twelve years’ advertising 
agency. 

Forty-eight accounts. Six employees. Three oldest accounts: 
Farrow Chickeries, Lewis Cigars, Hart Oil Burner. Three 
largest accounts: Farrow Chickeries, Lewis Cigar, Hart Oil 
Burner. 


SCHWAB & BEATTY, Inc. 
386 Fourth Avenue, New York City 
Member: AAAA. 
Recognition: ANPA; PPA; ABP; APA. 


Victor O. Scuwas, Long experience in advertising field and 
in sales promotion. Rosert W. BEATTY, Vice-President. Five 
years in retail book business and ten in advertising. G. JoHN- 
son, Copy Chief. W. McALevey, Promotion. R. LEHMAN, 
Accounting. R. W. Beatty and H. M. Asrams, Space Buyers. 
Thirty accounts. Thriteen employees. Three oldest accounts: 
Sherwin, Cody School of English, E. Fougera & Co., Simon 
& Schuster. Three largest accounts: Book of the Month 
Club, Doubleday, Doran & Co., American Business Builders, 
Inc. Handles a number of large book publishers’ accounts 
very successfully but does not specialize in that field. 


Established 1917 


Established 1920 
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SCOVIL BROTHERS & CO. 
75 West Street, New York. 


Recognition: ANPA. 


RUSSEL M. SEEDS CO. Established 1893 

851 Consolidated Bldg., Indianapolis, Ind. 

Recognition: ANPA; PPA; ABP; APA. 
Paut Ricuey, President, Secretary and Merchandising Di- 
rector. Twenty years’ merchandising experience. JACK 
HarvinG, Vice-President-Treasurer. Formerly promotion 
manager of the Prest-O-Lite Co. Marx E. \HAmer, Research 
Director. M. G. Lipson and R. E. O’Hara, Space Buyers. 
M. G. Lipson, Space Buyer and Industrial and Business Paper 
Director. R. E. O’Hara, Space Buyer and Radio Director. 
Forty-five accounts. Seventeen employees. Three oldest ac- 
counts: The Pinex Co., E. C. Atkins & Co., Ball Bros. Co. 
Three largest accounts: Van Camp’s Pinex Co., Burrel-Dug- 
ger. A capable agency giving service and counsel to general, 
technical and mail-order advertisers. Specializes in advertis- 
ing through business papers and direct mail. 


SEHL ADVERTISING AGENCY 
360 No. Michigan Ave., Chicago, Ill. 
Member: NOAB. 
Recognitions: ANPA; PPA; APA. 


SEYMOUR SCHIELE ADVERTISING CO. 
Central National Bank Building, St. Louis, Mo. 


Recognitions: PPA; APA. 


SHAFFER-BRENNAN ADVERTISING CO. 
Established 1912 
1103 Bell Telephone Bldg., St. Louis, Mo. 
Recognition: ANPA; APA, 


T. D. SHarrer. Eighteen years account executive and gen- 
eral advertising agency experience. Four years advertising man- 
ager and sales manager. E. M. BRENNAN. Twenty-two years ac- 
count executive and general advertising agency experience. Six 
years advertising manager and sales experience. J. L. Cortess, 
Space Buyer, Merchandising Director and Account Executive; 
Sam B. Marcutis, Space Buyer and Account Executive; S. I. 
ROSENFELD, Research Director; H. A. Wertz, Radio, Industrial 
and Business Paper and Publicity News Service Director. 
ELMER Pins, Art Director. RAy Stricker, Layout and Copy 
Chief. 

One Hundred Twenty-five accounts. Eighteen employees. 
Three oldest accounts: Carnation Toilet Goods Co., Ozment 
Civil Service School, Missouri Poultry Farms. Three largest 
accounts: Paris-American Pharmacal Co., Black Servant Mfg. 
Co., Sieb Hatchery. 


SHANKWEILER-MICKLEY, Inc. 
813 Hamilton Street, Allentown, Pa. 


Recognitions: ANPA; ABP. 


W. W. SHARPE & CO. 
240 Broadway, New York. 


Recognitions: ANPA; APA. 


J. WILLIAM SHEETS 
Central Building, Seattle, Wash. 
Member: NOAB. 
Recognitions: ANPA; PPA; APA. 


K. C. SHELBURNE, Inc. 
613-614 Braniff Building, Oklahoma City, Okla. 


Recognitions: PPA; APA. 


SHERIDAN, SHAWHAN & SHERIDAN, Inc. 
366 Madison Avenue, New York. 
Member: NOAB. 
Recognitions: ANPA; PPA; APA. 


GEORGE C. SHERMAN CO., Inc. 
183 Madison Avenue, New York. 
Member: AAAA; NOAB. 
Recognitions: ANPA; PPA; APA. 


SHIELDS & VANDEN, Inc. 

205 W. Wacker Drive, Chicago, III. 

Member: NOAB. 

Recognition: ABP; APA. 
Fart B. Suretps. 1913-15, Assistant advertising manager The 
Louden Machinery Co., Fairfield, Iowa; 1915-17, Advertising 
manager The Louden Machinery Co., Fairfield, lowa; 1917-19, 
Account executive H. Walton Heegstra (Advertising Agency) 
Chicago, Ill.; 1919-24, Vice-President Carroll Dean Murphy, 
Inc., (Advertising Agency) Chicago, Ill.; 1924-27, President 


Established 1924 


Shields & Colcord, Inc. (Advertising Agency) Chicago, IIl.; 
1927-30, President Shields & Vanden, Inc. Grorce W. VAN- 
DEN. 1910-16, Sales and advertising departments, Chase & 
Sanborn, Chicago, IIl.; 1916-18, Assistant sales manager, Wil- 
son & Co. (Meat Packers) Chicago, Ill.; 1918-20, Assistant 
sales and advertising manager, Calumet Steel Co., Chicago, 
Ill.; 1920-27, Advertising manager Tupman-Thurlow Co. (Meat 
Packers) New York, N. Y.; 1927-30, Vice-President Shields 
& Vanden, Inc. E. A. DAHLBERG, Space Buyer. 


Eighteen accounts. Nine employees. Three oldest accounts: 
The Dexter Co., Fairfield, Iowa, Calumet Steel Co., Chicago, 
Ill, J. E. Porter Corp., Ottawa, Ill. Three largest accounts: 
Borden Sales Co., Inc. (cheese division) New York City, 
Calumet Steel Co., Chicago, Ill., The Louden Machinery Co., 
Fairfield, Iowa. 


FLOYD SHORT & PARTNERS, Inc. 
307 No. Michigan Avenue, Chicago, Ill. 


Member: NOAB. 


SHUMAN-HAWS ADVERTISING CO. 
820 No. Michigan Avenue, Chicago, IIl. 


Recognitions: ANPA; PPA; APA. 


FRANKLIN P. SHUMWAY CO. 
453 Washington St., Boston, Mass. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 

FRANKLIN P. SHuMwaAY, President. CLirton JorpaNn, Vice- 

President. Ray MILter, Secretary. 


Forty general accounts, besides over forty hotels, schools and 
banks. Fourteen employees. Three oldest accounts: W. A. 
Wilde Co., Glastonbury Knitting Co., Paine Furniture Co. 
Three largest accounts: French Shriner & Urner, Iver John- 
son Co., Northeastern University. Organized exactly fifty 
years ago by Franklin P. Shumway. This agency is staffed 
by men of long experience in advertising in all its various 
phases. Clinton Jordan having been in the field for forty years, 
Ray Miller for thirty-five, Arthur H. Merritt for forty-two, 
and Carl E. Shumway for twenty-five years. 


SIDENER VAN RIPER & KEELING, Inc. 
9th Floor, Circle Tower, Indianapolis, Ind. 
Member: AAAA; ABC. 

Recognition: ANPA; PPA; ABP; APA. 


MERLE SIDENER, President. Fifteen years newspaper work. 
GUERNSEY VAN Riper, Secretary and Treasurer. Ten years 
newspaper work. Hat R. KEELING, Vice-President and Mer- 
chandising Director. Automobile retail selling, assistant sales 
manager, automobile manufacturing. Don H. Coins, Space 
Buyer and Research Director. Storey M. Larkin, Publicity 
News Service Director. Wma. F. Kecitey, Manager; Horace 
MoorMAN, Production Manager. 


Fourteen accounts. Seventeen employees. Three oldest ac- 
counts: Rockwood Mfg. Co., The Perfect Circle Co., Ross 
Gear & Tool Co. Three largest accounts: Perfect Circle Co., 
Noblitt Sparks Industries, Waverly Oil Works Co. 


ALFED J. SILBERSTEIN, Inc. 
310 Fifth Avenue, New York 


ALFRED J. SILBERSTEIN, President. BErTHOLD GOLDSMITH, JR., 
Vice-President and Secretary. THEODORE ROSENWALD, Jr., 
Treasurer. 


SIMMONDS & SIMMONDS, Inc. 
422 So. Dearborn Street, Chicago, Ill. 


Recognitions: ANPA; PPA; APA. 


SIMPSON ADVERTISING CO. 
915 Olive St., St. Louis, Mo. 


Recognition: ANPA; PPA; ABP; APA. 


Roy B. Simpson, President and Treasurer, Space, Buyer, Mer- 
chandising Director. Formerly advertising manager Corn 
Products Co., Quaker Oats Co., International Shoe Co., sales 
manager Santo Vacuum Cleaner Co. SAM BEN PAYNE, Vice- 
President. Former chief bank examiner, organizer of several 
well-known banks, insurance companies and other corpora- 
tions. H. B. Simpson, Vice-President and Publicity News 
Service Director. Experience all with this company. Winner 
of three University gold medals and one silver medal in ora- 
tory and debate. S. G. SUTHERLAND, former sales manager 
International Shoe Co. Organizer and first president Pedigo 
Weber Shoe Co. A. L. SCHWERDTMANN, Assistant Secretary, 
Space Buyer and Radio Director. Fifteen years in hardware 
and toy business. W.H. MILter, Production Manager. Twen- 
ty-five years in buying and management. F. C. FIntey, Re- 
search Director. M. Biccers, Art Director. 

Nineteen accounts. Nine employees. Three oldest accounts: 
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Est. 1910 
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SIMPSON ADVERTISING CO.—(Continued) 


Happy Feed Mills, Memphis, Tenn., Anglo American Mill 

., Copper Clad Range Co. Three largest accounts: Anglo 
American Mill Co., Copper Clad Range Co., Liberty Stores 
Corp. (New co-op chain enterprise). 


CHARLES M. SLOAN 
8 So. Michigan Avenue, Chicago, Ill. 


Recognitions: APA; ABP. 


SMALL, LOWELL & SEIFFER, Inc. 
17 East 45th Stree‘, New York. 


Recognitions: ANPA; ABP; APA. 


MARVIN SMALL, Secretary-Treasurer. Assistant advertising man- 
ager for McKesson & Robbins; same with American Druggists 
Syndicate. Business manager Drug Topics. Later principal in 
drug proprietary product. MORTIMER LOWELL, President. Copy 
and Service for Harry Porter Co., agency; same with Charles W. 
Hoyt, agency; sales manager drug specialties. ALBERT SEIFFER, 
Vice-President. Beckwith Special Agency, newspaper representa- 
tives. Charles C. Green advertising agency. 

Twelve accounts. Nine employees. Three oldest accounts: 
Carter Medicine Co., Herbal Flaxolyn Co., Julius Schmid. Three 
largest accounts: Flaxolyn, Blockdel Realty Co., Poloris Co. 


ALLEN C. SMITH ADVERTISING CO. 
910-912 Baltimore Bldg., Kansas City, Mo. 
Member: NOAB. 


Recognitions: ANPA; APA. 


C. BREWER SMITH ADVERTISING AGENCY 
27 School Street, Boston, Mass. 


Recognitions: ANPA; PPA; APA. 


SMITH & FERRIS 
Los Angeles, Cal. 


Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
A. CarMAN SmiIrTH, President, General Manger. In advertis- 
ing business since 1906. Was President of Los Angeles’ first 
advertising agency. Broad merchandising and advertising ex- 
perience. H.C. Drum, Vice-President and Merchandising Di- 
rector. Formerly in newspaper business. Has had extensive 
managerial advertising and sales experience with large con- 
cerns. A. V. ECHTERNACH, Vice-President. Previous to be- 
coming member of this agency was engaged in advertising in 
own right. A. J. Nacx, Secretary-Treasurer; T. V. SmirH, 
Space Buyer and Production Manager. 


Fifteen accounts. Ten employees. Two oldest accounts: 
Washington Iron Works, Weber Show Case & Fixture Co. 
Largest accounts: General Petroleum Corp. of Cal., Samson 
Tire & Rubber Co 


McCURDY SMITH, Inc. 
70 Fifth Avenue, New York City 


Recognition: ANPA; PPA; APA. 


FREDERICK McCurpy SmitTH, President, Space Buyer, and 
Merchandising Director. Thirty-eight years experience. 
CuarLes H. PLumMer, Vice-President. Twenty-six years ex- 
perience. Mrs. Marjorie J. Weiss, Secretary and Space 
Buyer. Fifteen years experience. Mrs. Lucia K, PEABODY, 
Treasurer. Seventeen years experience. Howarp L. Hit, 
Research Director. ADOLPH JENSEN, Publicity News Service 
Director. 


Seventy-five accounts. Thirteen employees. Three oldest ac- 
counts: Roanoke Photo Finishing Co., Pediforme Shoe Co., 
F. E. Williams. Three largest accounts: Wheeler Shipyard, 
Capitol Bus Terminal, Robert Reiner, Inc. 


SMITH, SCHREINER & SMITH, Inc. 
Union Trust Bldg., Pittsburgh, Pa. 


Recognitions: APA; ABP. 


SMITH, STURGIS & MOORE, Inc. Est. 1909 
370 Lexington Ave., New York City, N. Y. 
Branch: Premier House, edthenien Row, London, 
W. C. I., England 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


Frank G. Situ, President. Twenty-five years’ experience 
in agency work, especially in food and transportation fields. 
Previously connected with writing and selling. Wuti1am A. 
Sturcis, Vice-President. Fifteen years in agency field. Form- 
erly advertising manager and prior to that in sales work. 
Qualified in shoe, haberdashery and silverware fields. Cot. 
Harotp A. Moore, Vice-President and Resident Director of 


Established 1922. 


Established 1923 


Established 1917 


London Office. CHARLES HartNer, Vice-President. Twenty- 
three years experience in all agency departments. Especially 
well versed in tour and transportation advertising. TRacy 
H. Lewis, Secretary and Industrial and Business Paper 
Director. Long experience in newspaper work and writing. 
Well qualified to do resort and textile advertising. Harry L. 
Cowen, Treasurer and Office Manager. Twenty-five years 
experience in agency work of all types. Cor. J. W. O’Ma- 
HONEY, Merchandising and Radio Director; FRANK Grapy, 
Copy Director ; Dona_Lp Douctas, Publicity News Service Di- 
rector; E. M. ‘PARKER, Space Buyer ; HucxH H. Garpner, Re- 
search Director; WILBER Downes, Production Department 
Manager; JosepH AsPINALL, Art Director; C. BLENDER, Book- 
keeping Department. 

Thirty accounts. Thirty employees. Three oldest accounts: 
North German Lloyd S. S. Lines. Whitehouse & Hardy Shoe 
Stores, Lamport & Holt Steamship Co. Three largest ac- 
counts: North German Lloyd S. S. Lines, Johnston & Murphy 
Shoes, Endicott-Johnson Corp. A medium sized general ad- 
vertising agency offering specialized rervice in research, radio, 
art, copy and publicity. 


WALTER B. SNOW & STAFF, Inc. 
932 Statler Building, Boston, Mass. 
Member: AAAA; NOAB. 
Recognition: ANPA; ABP; PPA. 

Harotp Bucses, President; ApELAIDE S. McKENNA, Treas- 

uerer, Secretary and Space Buyer; RicHarp T. KRIEBEL, Re- 

search Director. 

Eighteen accounts. Fourteen employees. Three oldest ac- 

counts. The L. S. Starrett Co., Reed and Prince Mfg. Co., 

Bird Machine Co. Three largest accounts: The L. S. Starrett 

Co., Ames Shovel & Tool Co., W. S. Libbey Co. This agency 

is geared to give a limited number of manufacturers experienced 

and comprehensive service in marketing and advertising to 
supplement their own organizations, and is staffed by a group 
of men with wide and successful experience. 


FREDERICK N. SOMMER ADVERTISING AGENCY 
810 Broad Street, Newark, N. J 


Recognitions: ANPA; APA. 


THE SOUTHWICK CO. 
420 Lexington Ave., New York City 


Recognition: ANPA; ABP. 


C. T. SouruHwick, President and Merchandising and Research 
Director. Twenty-nine years in advertising. Is a sales and 
marketing expert. C. H. RupREcHT, seventeen years in adver- 
tising. Space Buyer and Radio Director. N. Moran, Produc- 
tion Manager. 

Eight accounts. Seven employees. Three oldest accounts: 
Grinnell Co., American Moistening Co., G. W. Van Slyke & 
Horton. Three largest accounts are the same. 


THE SPAFFORD CO., Inc. 
10 Arlington Street, Boston, Mass. 


Recognitions: ANPA; APA. 


SPARROW ADVERTISING AGENCY, Inc. Established 1900 
700 Farley Bldg., Birmingham, Ala. 
Recognitions: ANPA; PPA; ABP; APA. 


Pao. A. SMITH, President. BAxTER M. EAstsurn, Vice-Presi- 
dent and Merchandising Director. JoHn D. DuKEs, Secretary- 
Treasurer, Industrial and Business Paper Director, and Space 
Buyer. ETHELRED Lunpy SYKEs, Research Director. J. MARTIN 
SMITH, JR., Radio and Publicity News Service Director. T. W. 
Gopwin, Art Director. 


Twenty-seven accounts. Nine employees. 


ROLFE C. SPINNING, Inc. 
5057 Woodward Ave., Detroit, Mich. 


Recognition: ANPA; PPA; ABP; APA. 


Rotre C. SPINNING, Space Buyer. Sales and advertising man- 
ager W. H. Hill Co., advertising manager Service Motor Truck 
Co. Dealer development work automotive industry, general ad- 
vertising experience. Ww. C. Dungeon, Space Buyer. Long 
experience with leading advertising agencies. Recognized ex- 
pert on mail order copy and follow up. Exton C. Barrows, 
former newspaper man Detroit News & Free Press. Ex- 
perienced in technical and catalog work. Harotp W. HoLMEs, 
Engineer. 


Twenty-five accounts. Six employees. Three oldest accounts: 
Michigan Book Binding Co., Detroit, White Showers, Inc., 
Detroit, Commercial Mortgage Co., Detroit. Three largest 
accounts: Arnold Check Writer Co., Flint; Electrovent Corp., 
Detroit; Ste. Claire Golf Products Co., St. Clair, Mich. 


Est. 1907 


Established 1928 


Established 1925 
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THE RUSSELL H. SPOOR CO., Inc. 
Heckert Bldg., Appleton, Wis. 


Recognitions: APA; ABP. 


STACK-GOBLE ADVERTISING AGENCY 
8 So. Michigan Avenue, Chicago, Ill. 


Recognitions: ANPA; PPA; APA. 


STANDISH ADVERTISING AGENCY 
Union Trust Building, Providence, R. I. 
Recognition: ANPA; PPA; APA. 

GRANVILLE S. STANDISH, President and Treasurer. Served 

many years as newspaper advertising manager, sales manager, 

sales and advertising counsel. Leon H. Fotiett, Vice-Presi- 
dent. Twenty years’ experience in advertising as copywriter, 
illustrator, visualizer, publicity and sales plans, copy and art 
director. MarcAreT T. Deasy, Secretary. Business executive 
in charge of media, rates, accounting and market investigation. 
Twenty-eight accounts. 


CALVIN STANFORD ADVERTISING AGENCY 


Established 1916 
502 Connally Building, Atlanta, Ga. 
Recognition: ABP; APA. 


CaLvIN STANFORD, Principal. Head of this agency | for four- 
teen years, previous to which he had fourteen years’ sales ex- 
perience. Norman Cote, Merchandising Director. Principal 
of this agency for six years. Formerly had fourteen years’ 
experience as plan and merchandising director, general manager 
of several agencies and sales and advertising manager. LESTER 
W. Core, Service Director and Space Buyer. C. C. Futter, 
Production Manager and Space Buyer. G. A. SCHLINING, 
Art Director. 


Thirty-four accounts. Ten employees. Three oldest accounts: 
Fulton Bag & Cotton Mills, Terrell Machine Co., Westcott 
Hosiery Mills. Three largest accounts: Westcott Hosiery 
Mills, Montevallo Coal Mining Co., American Institute of 
Psychology. Of the thirty-four accounts controlled by this 
agency twelve are in the textile field, and a specialty is made 
of general accounts that have difficult distribution and styling 
problems. Regarding advertising as one of the tools of mer- 


Est. 1905 


chandising, this agency gives to its textile clients daily reports 
on fashion trends and all other clients monthly and special 
reports on merchandising in their particular field. A monthly 
fee is charged for this special service. 


STAPLES & STAPLES, Inc. 
10 South 10th Street, Richmond, Va. 
Member: AAAA; NOAB. 
Recognitions: ANPA; PPA; APA. 


DANIEL STARCH & STAFF Established 1923 
1374 Massachusetts Avenue, Cambridge, Mass. 
Branch: 420 Lexington Avenue, New York 
Recognitions: ANPA; APA. 
T. M. SHEPARD, Research Director. H. BENson, Merchandising 
Director. B. F. Woop, Industrial and Business Paper Director. 
J. W. Hareitt, Department Head. G. GooLp, Space Buyer in 
New York office. 


Sixteen accounts. Forty-three employees. 


This agency emphasizes research preparatory to advertising. 
Dr. Starch is a noted psychologist and taught the subject at 
Wisconsin and Harvard before entering agency work. His or- 
ganization has conducted many well known research jobs for 
publishers and for the American Association of Advertising 
Agencies. 


STELLE-WESSINGER-FOLTZ, Inc. 
26 West Orange St., Lancaster, Pa. 


Recognition: ABP; APA. 


B. Weston STELLE, President, Research Director and Mer- 
chandising Director. Formerly with N. W. Ayer & Son, 
Philadelphia, for several years. Previous sales experience 
with publishing house. Lewis H. WEssINGER, Vice-President, 
Production Manager. Previous retail sales experience. FRep- 
ERICK S. Fottz, Secretary and Treasurer, Copy Director. For 
five years connected with this agency. Former experience as 
newspaper reporter and advertising manager; held sales and 
advertising position with J. Horace McFarland Co., for three 
years manager of Nixporr & Barp printing plant. Everett 
H. Jones, Space Buyer and Copy Writer. Previously asso- 
ciated with N. W. Ayer & Son, Philadelphia Public Ledger, 


Est. 1922 


ASK THE SALES MANAGERS 
OF THE CLIENTS WE SERVE...... 


REGARDING THE EXTENTAND SOUNDNESS 
OF OUR MERCHANDISING SERVICE.. 


CONSULTATION 
AND 


I$ SOLICITED ON MARKETING 
STYLING PROBLEMS AS WELL AS ON 
GENERAL ADVERTISING AGENCY SERVICE 


CALVIN STANFORD ADVERTISING AGENCY 
MERCTANOISING COUNSELORS 


CONNALLY BUILDING: *:*ATLANTA-GEORGIA 
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STELLE-WESSINGER-FOLTZ, Inc.—(Continued) 


and Williams & Cunnyngham. Aaron F. Cuestey, Art Di- 
rector. Previous experience as sketch artist with the General 
Outdoor Advertising Co. 

Eighteen accounts. Eight employees. Three oldest accounts: 
Bond Foundry & Machine Co., R. L. Gerhart & Co., Bearings 
Co. of America. Three largest accounts: United States As- 
bestos Division of Raybestos-Manhattan, Inc., Animal Trap 
Co. of America, R. L. Gerhart & Co. 


E. G. STELLINGS CO., Inc. 
Wilmington, N. C 
Recognition: ANPA; APA. 


E. G. STeLLinGs, Space Buyer, Chairman of Plan Board which 
directs all research plan and merchandising activities. 


Fourteen accounts. Seven employees. Three oldest accounts: 
Apinal Corp., City of Wilmington, N. C., Wrightsville Beach, 
N. C. Three largest accounts: City of Wilmington, Bradleys 
Laboratories, Apinal Corp., Member Lynn Ellis Group. 


STEUERMAN SERVICE Established 1923 
15 E. 26th St., New York City 
Recogmtion: ANPA; PPA. 

D. STEvERMAN. B. E. Karin, Space Buyer. 

Office Manager. A. L. Graver, Copy Chief. 


Ten accounts. Fourteen employees. Three oldest accounts: 
Ironized Yeast Co., Charles of the Ritz, J. G. Wilson Corp. 
Three largest accounts: Ironized Yeast Co., Fruitatives Limited, 
Sempray Jovenay Co. 


HERMON W. STEVENS AGENCY 
244 Washington Street, Boston, Mass. 
Recognitions: ANPA; APA. 


THE H. & J. STEVENS CO. 
803-809 Association of Commerce Bldg., Grand Rapids, Mich. 
Recognitions: PPA; APA; ABP. 


JEWELL F. STEVENS CO. 
19 So. LaSalle Street, Chicago, Iil. 
Recognitions: APA; PPA. 


STEWART-DAVIS ADVERTISING AGENCY 
400 No. Michigan Avenue, Chicago, Ill. 
Member: AAAA. 

Recognitions: ANPA; PPA; APA. 


A. M. STOCKMAN ADVERTISING AGENCY 
20 Vesey Street, New York 
Recognitions: ANPA; PPA; APA; ABP. 


JULES P. STORM & SONS, Inc. 
420 Lexington Avenue, New York 
Member: NOAB. 

Recognitions: ANPA; PPA. 


STRANG & PROSSER ADVERTISING AGENCY Est. 1912 

2502 Smith Tower, Seattle, Wash. 

Member: AAAA; NOAB. 

Recognitions: ANPA; PPA; ABP; APA. 
F. W. STRANG, former newspaper advertising executive and mar- 
ket analyist and salesman. W.T. Prosser, Space Buyer. Writer, 
editor and account executive. F. C. Do1c, Space Buyer, Research 
Director and Publicity News Service Director. Specializes in 
analyzing markets. F. E. Ross, Merchandising Director. RALPH 
Williamson, Radio Director. Gro. Hacer, Art Director. 


Thirty accounts. Ten employees. Three oldest accounts: Schwa- 
bacher Bros. & Co., Inc., Superior Portland Cement, Inc., Puget 
Sound Power & Light Co. Three largest accounts: Puget Sound 
Power & Light Co., Northern Pacific Railway, Schwabacher Bros. 
& Co., Inc. Second oldest agency in the Pacific Northwest, and 
in 1929 won Forbes Cup for best service to customers of any power 
and light company in the country. Specializes in food, public 
utility, transportation and financial accounts. 


Established 1922 


S. BANNER, 


STREET & FINNEY, Inc. 
40 West 40th Street, New York 
Member: NOAB. 
Recognitions: ANPA; PPA; APA. 


JOHN L. SUGDEN ADVERTISING CO. 
307 No. Michigan Avenue, Chicago, Ill. 
Recognitions: ANPA; PPA; APA. 


G. LYNN SUMNER CO., Inc. (THE) 
285 Madison Avenue, New York City 
Member: AAAA; ABC. 

Recognition: PPA; ABP; APA. 


Est. 1925 


G. Lynn Sumner, President. For eleven years advertising 
manager of the International Correspondence Schools and vice- 
president in charge of sales of the Woman’s Institute, Scran- 
ton, Pa. Formerly president of A.N.A. Well known writer 
on advertising subjects. Paut M. Bryant, Vice-President. 
Twenty-five years selling and advertising experience, includ- 
ing two years sales and advertising manager of the Hurley 
Machine Co., Chicago. Eight years vice-president of the 
Buckley Dement Co., Chicago. Three years president of the 
Wisconsin Printing Co., Milwaukee. Rospert K. Leavitt. Five 
years advertising manager of “Onyx” Hosiery, Inc.; two years 
secretary and treasurer of the Association of National Adver- 
tisers. Mary Brooks PickEN. Eleven years vice-president 
and director of instruction of the Woman’s Institute, Scranton, 
Pa.; two years dressmaking editor for Pictorial Review; two 
years special counsel on fashion and fabric to a large number 
of manufacturers. DoucLtas Grant, Art Director. Five years 
previous agency experience; three years free lance illustration. 
A. H. Nits, Production Manager. Six years production ex- 
perience. C. L, Youmans, Space Buyer. 


Eight accounts. Twenty employees. Three oldest accounts: 
Singer Sewing Machine Co., Dennison Mfg. Co., National 
Blank Book Co. Three largest accounts: Singer Sewing Ma- 
chine Co., Spool Cotton Co., Dennison Mfg. Co. One of the 
better-known small agencies, with a staff of twenty serving 
eight clients. The early experience of its principals having 
been gained as advertisers, rather than as agents, the agency 
has been built on the conception of a principal in charge of 
each account, working directly with the principals of the client 
to render an intensive service covering a somewhat wider range 
of activities than usual. All its new accounts have come to 
it, unsought, on the recommendation of clients already being 
served. 


THE SWEENEY & JAMES CO. 

1501 Euclid Avenue, Cleveland, Ohio 

Member: NOAB. 

Recognitions: ANPA; PPA; ABP; APA. 
Joun F. SWEENEy, President, and Merchandising Director. 
Sales Manager ten years, sales engineer five years, advertising 
plans and promotion ten years. FRANK G. JAMES, Vice-President, 
and Radio Director. Sales Manager five years, copywriter twenty 
years, manager seven years. CLAY L. REELY, Vice-President and 
Treasurer, and Industrial and Business Paper Director; Sales 
Manager, seven years, advertising manager five years, writer five 
years. L. H. Harvey, Research Director. V. E. MILLER, Chief 
Space Buyer. M. Ancuor, Publicity News Service Director. 
G. B. Park, H. H. Scuaar, F. U. SuLtivan, department heads. 
Twenty accounts. Thirty-two employees. Three oldest accounts: 
— Fire Proofing, Dill Manufacturing Co., Cleveland Plain 

ealer. 


SYVERSON- KELLEY, Inc., ADVERTISING Established 1919 
606 Mohawk Bldg., Spokane, Wash. 


Recognitions: ANPA; PPA; APA. 


A. H. Syverson, President and Space Buyer. Seventeen years 
with Alfred H. Syverson Advertising Agency and Syverson- 
Kelly, Inc., Advertising. RayMonp P. KELLEy, Research Direc- 
tor. Educational Director of Remington Typewriter Co., New 
York. Owner of Spokane Expert School of Business and eleven 
years with Syverson-Kelley, Inc., Advertising. LEE R. DouBLE, 
Radio, Industrial and Business Paper Director. R. L. PoLk 
Directory Co., and Metropolitan Life Insurance Co., Two years 
with Carl W. Art Advertising Agency. Six years with Syverson- 
Kelley, Inc., Advertising. L. F. OVERMAN, Merchandising and 
Publicity News Service Director. Three years with Carl W. Art 
Advertising Agency, three years with Spokane Daily Chronicle 
and one year with Syverson-Kelley, Inc., Advertising. EL1za- 
BETH SMITH, Space Buyer. W. A. KarLowsk1, Production Man- 
ager. KERMIT PoorMAN, Art Director. 

Forty accounts. Ten employees. Three oldest accounts: Spokane 
Hardware Co., Spokane Chamber of Commerce and Smith & 
Co. Three largest accounts: Old National Bank & Union Trust 
Co., Spokane Chamber of Commerce National Advertising and 
Hofius-Ferris Equip. Co. 


THE JOHN R. TAYLOR CO. 

207 Orange Street, New Haven, Conn. 
Organized to give full attention and counsel to smaller Connecti- 
cut industrial accounts. 


THE M. C. TAYLOR CO. Established 1928 
600 National Fidelity Life Bldg., Kansas City, Mo. 
Recognition: ANPA; ABP; APA. 

M. C. Taytor, President. Agency experience in Chicago, 

Omaha, and Kansas City. Experience both advertising and 

editorial on Colorado and Nebraska newspapers. Wide range 

of sales and merchandising experience on farm, food, mail order 


Established 1919 
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What Can You 
Say to Them? 


How shall you, with a product to sell, tell your 
story to all the teeming millions of your pros- 
pects in city, town and country ? What can you 
say that will catch the attention of so many 
people, each intent on his own affairs ? 


Mr. Brown, whose furnace needs fixing; 
Mrs. Reed, mother of a potential wild man; 
Bill Jacobs, intent on the 9:40; Mary Doe, 
stenographer until her sweetie gets that raise; 
Doc Smith, physician and bridge player; Hank 
Hall, who wouldn't live in New York if you 
gave it to him; Jack O’Brien, truck driver pay- 
ing installments on a diamond ring; Luigi 
Forzini, father of six; Dick Robinson, pro- 
prietor of a new trout rod; Frank Jacobs, with 
a rental Prospect in tow; Mr. and Mrs. Mc- 
Pherson, deciding the old bus will have to 
run another year; Sam Cohen, with his next 
season’s line; Mike Schwartz, whose delica- 
tessen is next to a new chain store; Thompson 
and Scott, partners excitedly planning the new 
factory layout; Mrs. Richards, who wishes she 
could dress like that; Old Man Black, proud 
Alumnus of the University of Hard Knocks; 
Joan Green, resolving anew to keep within 
her allowance—yes, and Stanislavus, the street 
sweeper, whose thoughts are dimly poetic— 
and millions of other people riding in Fords, 
eating in farm kitchens, erasing blots, watching 
ball games, scrubbing the family dog . . . 


You can stop them; you can talk to them; 
you can sell them. But knowing how to do it 
means more than a knowledge of merchandise 
and a command of English. It means knowing 
people, with a sympathetic understanding of 
their hopes and fears, their loves and hates, 
their ambitions and prides, their daily lives 
at work and play. Good advertising is written 
from the heart, no less than from the head. 


7 7 
THE 
G. LYNN SUMNER Co. 
INC. 
Advertising 


G. LYNN SUMNER 
PAUL M. BRYANT 
ROBERT K. LEAVITT 


285 MADISON AVENUE, NEW YORK 
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THE M. C. TAYLOR CO.—(Continued) 


and building material products. Ciem L. BECKENBACH, Vice- 
President and Merchandising Director. Fifteen years sales 
and merchandising experience in food products. Formerly 
vice-president Larabee Flour Mills Co., formerly director of 
sales of Southwestern Milling Co., formerly sales man- 
ager Rodney Milling Co. Paut W. Limerick, Secre- 
tary-Treasurer, Radio and Art Director. Six years agency 
experience. RusseLt SmirH, Research Director. WALTER G 


HErEN, Publicity News Service Director. M. C. MAHANEY,: 


Production Manager. G. Roserts, Office Manager. 
Eighty-five accounts. Fifteen employees. 


TAYLOR, MARSH & COOPER, Inc. Est. 1928 
2-248 General Motors Buildings, Detroit, Mich. 


W. H. Mars, President and Space Buyer. Twenty years 
advertising experience as advertising manager and agency 
worker. FRANK Taytor, Vice-President. Fifteen years agency 
experience on a wide variety of accounts. C. H. Rumsey, 
Treasurer and accountant. R. G. Cooper, Artist. 


Ten accounts. Five employees. Three oldest accounts: Greater 
Detroit Committee, Inc., Park Chemical Co., Superior Piston 
Ring Co. Three largest accounts: Greater Detroit Committee, 
Inc., Superior Piston Ring Co., Detroit Gasket Co. Unusual 
experience in civic advertising, automotive advertising and in 
advertising automotive replacement products. 


PAUL TEAS, Inc. 

735 Guardian Bldg., Cleveland, Ohio 

Recognition: ANPA; PPA; ABP; APA. 
Pau. TEAS, President and Merchandising Director. Has been 
in advertising and related work ever since 1903: five years 
with The Deming Co., Salem; later with N. W. Ayer & Son; 
The McFarland Publicity Service, Harrisburg, Pa.; The Cax- 
ton Co., Cleveland; The H. H. McCann Co., and twelve years 
as head of his own agency. Howarp J, MEERMANS, Merchan- 
dising Director and Executive Vice-President. Several years 
experience in retail drug field; three years in advertising de- 
partment of women’s clothing manufacturer; twelve years 
agency experience. Also an instructor of Marketing and Ad- 
vertising. J. C. Parrerson, Space Buyer and Research Direc- 
tor. 


Twelve accounts. Fourteen employees. Three oldest accounts: 
The Byers Machine Co., Ravenna, Ohio; The Elwell-Parker 
Electric Co., Cleveland; Mathews Conveyer Co., Ellwood City, 
Pa. Three largest accounts: Elwell-Parker Electric Co., Cleve- 
land; Hinde & Dauch Paper Co., Sandusky, Ohio; Mathews 
Conveyer Co., Ellwood City, Pa. 


J. WALTER THOMPSON CO. 

420 Lexington Avenue, New York a | 

Branches: See list and managers following list of 

officers. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
STANLEY Resor, President. Gi_tperT KINNEY, CHARLES E. 
RayMonpD, WALTER G. Resor, Henry T. STANTON, JAMES W. 
Younc, S. H. Ricuey, Stewart L. Mims, Joun B. Watson, 
Lioyp W. Baruir, Mitton J. Biarr, Witiiam L. Day, Wi- 
LIAM C, Esty, WILLIAM G. PALMER, FREDERICK O. PERKINS, 
Joun U. Reser, James D. Wootr, Watter R. HINE, Vice- 
Presidents. Howarp Kout, Secretary. EArte CLARK, Treas- 
urer and Assistant Secretary. A. V. PoLtock, Assistant Treas- 
urer. Paut T. CHERINGTON, Research Director. Joun U. 
Reser, Radio Director. B. H. MILter, Industrial and Business 
Paper Director. Cart Getz, Publicity. News Service Director. 
Branch Offices and managers: WALTER G. Resor, Vice-Presi- 
dent, Boston office; Henry T. STanton, Vice- President, Chi- 
cago office; Howarp HENDERSON, Cincinnati; J. Mark HALE, 
San Francisco ; SAMUEL W. MEEK, Jr, London, England; 
Cuester H. DuCtor, Alexandria, Egypt; Epwarp E, Pratt, 
Antwerp, Belgium; W. A. NyLanp, Batavia, Java; KENNETT 
W. Hinks, Berlin, Germany; Frank R. 3. GERARD, Bombay, 
India ; Arraur C. FArLow and RussELL Pierce, Buenos Aires, 
Argentine Republic; Purim RicHARDSON, Copenhagen, Den- 
mark; ArtHUR E. Hartzett, Madrid, ‘Spain; ArtHur E., 
Hosss, Melbourne and Sydney, Australia; KARL Knipe, Paris, 
France; Francis J. McArpte, Port Elizabeth, South Africa; 
H. B. BARTON, Sao Paulo, Brazil; AprtAN Heap, Stockholm, 
Sweden; Gerorce P. RiIcHARDSON, Jr., Warsaw, Poland; 
MICHAEL Stiver, Wellington, New Zealand. 


One hundred and thirty accounts. One thousand forty-six 
employees. This is one of the oldest and largest advertising 
agencies in the country. It is well known internationally, hav- 
ing offices in many foreign countries, and has been responsible 
for may of the outstanding advertising campaigns. Its list of 
clients includes some of the most important national and in- 


Established 1920 


Established 1864 


ternational advertisers, many of whom it has served upwards 
of twenty years. The agency is thoroughly experienced in se- 
curing outstanding results from radio, business paper and out- 
door media. Individual members of its capable staff specialize 
in publicity news service. One hundred and thirty accounts, 
embracing almost every field, are now being served by this 
agency. 


THOMPSON-KOCH CoO. 
32 West 6th Street, Cincinnati, O. 


Recognition: PPA; APA. 


WALTER E. THWING, Inc. 
192 Lexington Ave., New York City 


Recognition: ANPA; PPA. 


Water E. Tuwinec, President and Space Buyer. Fifteen 
years active in sales promotion for book publishers; RUSSELL 
L. Scriven, Vice-President and Space Buyer; BENJAMIN G., 
Bain, Secretary and Treasurer. 


Fourteen accounts. Six employees. 


TOMOWSKE ADVERTISING AGENCY Est. 1919 
616-617 New Chronicle Building, Spokane, Wash. 


Recognition: ANPA. 


Ernest ToMowskE, Owner and Space Buyer. Has a back- 
ground of sixteen years color printing, book, magazine and 
newspaper experience. Thirteen years advertising director of 
one of the finest independent drug stores in the Pacific North- 
west. Since 1922 has directed all the advertising of the Tru- 
Blu Biscuit Co., Spokane, Portland, Seattle. 

Fifty-two accounts. Five employees. Three oldest accounts: 
Tru-Blu Biscuit Co., Spokane and Eastern Trust Co., Ben 
Cohn & Bro., Jewelers. Three largest accounts are the same. 


CHARLES H. TOUZALIN AGENCY Est. 1911 
7 South Dearborn St., Chicago, IIl. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


CuHartes H. Touzauin, President. Twenty-five years with 
Lord & Thomas previous to forming above agency; WILLIAM 
B. Swann, Vice-President. Before joining this agency in 
1916 was connected for nine years with Mahin Advertising; 
BLACKBURN Sims, Vice-President. Twenty-two years experi- 
ence, starting with Elbert Hubbard, planning, writing and mer- 
chandising leading national accounts; ALBERT E. WInpIFIELD, 
Secretary. Eight years’ experience in reportorial and adver- 
tising capacities; ALBERT R. CaLLies, Treasurer and Research 
Director. Sixteen years’ experience; O. T. ANDERSON, Space 
Buyer; E. R. Perrin, Merchandising Director; D. R. H1nck- 
LEY, Radio Director; Laura A. JoHNson, Publicity News 
Service Director; R. I. WorruHincton, Production Manager; 
H. A. BorHreLp, Auditor. 

Seventy-five accounts. Thirty employees. Three oldest ac- 
counts: Vaughan’s Seed Store; Chicago Flexible Shaft Co. 
and Chicago, Duluth & Georgian Bay Transit Corp. Three 
largest accounts: Stewart-Warner Corp., Alemite Corp., Hoff- 
man Specialty Co., Inc. Cover general fields but particularly 
experienced in servicing automotive, radio, electrical, resort, 
farm paper and household accounts. Does not insist on time 
contract with clients. 


ARTHUR TOWELL, Inc. 
504 Beaver Building, Madison, Wis. 


Recognition: ANPA; PPA; APA. 


ArTHUR TOWELL, Merchandising Director. Has had a total 
of fourteen years publishing and advertising experience. JOHN 
R. Ecan, Research Radio, Industrial and Business Paper and 
Publicity News Service Director. Eight years varied adver- 
tising experience. Owen E. Lyons, Space Buyer. MARINUS 
SPRECHER and Ramona YAGER, Department Heads. 


Sixteen accounts. Five employees. Three oldest accounts: 
Hankscraft Co., Mautz Paint & Glass Co. and Schoelkopf 
Mfg. Co. Three largest accounts: Chamberlain Laboratories, 
Hankscraft Co. and Highway Trailer Co. 


TRACY-LOCKE-DAWSON, Inc. 
Dallas, Texas 
Branch: (Contact) Houston, Texas; Ponca City, Okla. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; ABP; APA. 


SHELLEY FE, Tracy, President and Merchandising Director. 
In 1913 Mr. Tracy, together with Mr. Locke, organized the 
Southwestern Advertising Co., now known as Tracy-Locke- 
Dawson, Inc. Advertising and sales experience, nineteen years. 
Raymonp P. Locke, Vice-President and Treasurer. Twenty 
years ago entered the advertising profession via newspaper 


Established 1925 


Established 1923 
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THE 


TRACY—LOCKE— DAWSON 
ORGANIZATION 


) 


NATION AL 
RECOGNITION 


American Newspaper Publishers’ 
Association 

Periodical Publishers’ Association 

Associated Business Papers 

Agricultural Publishers’ Association 

American Home Magazine 
Publishers 

Curtis Publishing Company 


NAT iO N A 4b 
AFFILIATIONS 
American Association 
of Advertising Agencies 
Audit Bureau of Circulations 
National Outdoor Advertising 
Bureau 
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TRACY— LOCKE— DAWSON, Ju. 


has served— 


— Mistletoe Creameries, Inc., butter, ice cream, for 13 years 
—Continental Oil Company (formerly Marland), for 11 years 
— Gebhardt Chili Powder Company, food products, for 10 years 
—Justin Boot Company, doors and shoes, for 10 years 
—Dr. Pepper Company, 5c soft drink, for 7 years 
—Numismatic Company, o/d coins and stamps, for 7 years 
—Imperial Sugar Company, fine cane sugar, for 7 years 
—Wm. Cameron & Co., Inc., Sui/t-in fixtures, for 6 years 
—M-K-T Railway Company, passenger service, for 6 years 
—Southland Life Insurance Company, for 6 years 
— Texas Citrus Fruit Growers’ Exchange, grapefruit, for 6 years 
—Lone Star Gas Company, wholesale gas, for § years 
—National Cottonseed Products Association, for 5 years 
—Weldon-Williams & Lick Co., numbered tickets, for 5 years 
— Macklanburg-Duncan Company, weather strips, for 4 years 
—Orbit Gum Company, chewing gum, for 4 years 
—South Plains, Inc., community development, for 4 years 
—Galveston Community, resort and port promotion, for 3 years 
—Clay Products Institute, bricks and tile, for 3 years 
—Industrial Dallas, Inc., community development, for 3 years 
—Texas Life Insurance Companies, co-operative, for 3 years 
—Employers Casualty Company, insurance, for 2 
—Lake Charles Rice Milling Company, rice, for 2 
2 


years 


years 


—National Rice Association, rice products, for 2 years 


An advertising agency's length of service to its clients 
is one indication of its merit 
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TRACY-LOCKE-DAWSON, Inc.—(Continued) 


work and in 1912 established a service agency in Oklahoma 
City. In 1913, joined Mr. Tracy in forming Southwestern 
Advertising Co. Jor M. Dawson, Vice-President and Man- 
ager. Has had a wide and varied experience in advertising, 
beginning in 1907 as a newspaper correspondent and free lance 
writer. He directed the advertising of a motor car manu- 
facturer two years, and later was advertising and sales con- 
sultant for a group of insurance companies. He joined this 
organization in 1919. V. M. Wattace, Vice-President and Ac- 
count Manager. Has been engaged in advertising and mer- 
chandising since 1916. Formerly connected with Barron G. 
Collier, Inc., and was advertising manager for several manu- 
facturing corporations. C. B. WaAKELEY, Secretary and Ac- 
count Manager. Has been engaged in sales and advertising 
work since 1912. Formerly in executive positions with Stark 
Bros. Nurseries, William Galloway Co., and Kerr Glass Mfg. 
Co. He entered this agency in 1919. Hat H. THurper, Ac- 
count Manager. Career has been spent in advertising; at one 
time operated his own service agency. He has been connected 
with leading agencies in Cleveland and Chicago. GLEEN G. 
Appincton, Assistant to Vice-President and Radio Director. 
Has a broad background of experience in retail advertising, 
service agency, and sales. Has been advertising manager for 
a book publisher, tobacco salesman, service agency manager 
and director of a radio station. Erte M. Racry, Account 
Manager. Advertising Manager of the Daily Texan at Uni- 
versity of Texas; later joined King Candy Co. in sales promo- 
tion work; secretary-treasurer of W. S. Kirby Co., two years. 
Advertising experience five years. Howe.tt H. Rosins, Audi- 
tor and Assistant Treasurer. Howarp McGHEE, Production 
Manager. H. E. Henprick, Space Buyer and Industrial and 
Business Paper Director. MarsHaLtt M. Rovanp, Art Di- 
rector. James E. Crark, Director Market Research. Has 
had special training and practical experience for the work of 
his department, which embraces market, advertising and mer- 
chandising research. H. D. Puutuips, Director of Space 
Audit. JULIAN Capers, Jr., Publicity Director. Experience in- 
cludes sixteen years as newspaper reporter, feature writer, 
editor, bureau manager and Washington correspondent for 
International News Service and United Press. RutTH Cooper, 
Director of Dietetic Research, Monty Mann, Space Buyer. 


TRACY-PARRY CO., Inc. 
Public Ledger Bldg., Philadelphia, Pa. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


W. I. TRACY, Inc. 
420 Lexington, Avenue, New York 


Recognition: PPA; APA. 


TRADES ADVERTISING AGENCY 
665 Fifth Avenue, New York 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


THE TUCKER AGENCY, Inc. 
303 Fifth Avenue, New York, N. Y. 
Recogmtion: ANPA; APA. 
W. G. Tucker, Jr., President; A. W. Tucker, Vice-Presi- 
dent; M. A. MuLLEeN, Treasurer and Space Buyer; F. J. 
Here., Secretary; F. C. HeNperscHort, Space Buyer. 
Ten accounts. Seven employees. Three oldest accounts: The 
New York Edison Co., The United Electric Light & Power, 
The Yonkers Electric Light & Power Co. Largest account: 
The New York Edison System. 


TUTHILL ADVERTISING AGENCY, Inc. 
1133 Broadway, New York City 
Recognition: ANPA; PPA; ABP; APA. 

L. W. C. Turtuitt, President. Formerly advertising manager 

for Lord and Burnham Company. Experience in selling and 

merchandising. W. J. Neat, Vice-President; G. E. WILLIAMs, 

Secretary and Production Manager; R. I. CoLey, Treasurer 

and Space Buyer; Witt1AM KinpweL_t Hutson, Director of 

Research and Industrial and Business Paper. 

Sixteen accounts. Ten employees. Three oldest and largest 

accounts: Lord and Burnham Co., Hitchings and Company, 

and Burnham Boiler Corp. Mr. Tuthill and his associates 
have had special experience in connection with building ma- 
terial products and allied lines. 


0. S. TYSON & CO., Inc. 
230 Park Ave., New York City 


Recogmtion: PPA; ABP. 
O. S. Tyson, President. Long experience in engineering field 


Established 1913 


Est. 1906 


Established 1924 


and with engineering publications, formerly Vice-President of 
Rickard & Co., Inc., New York. L. W. SEELIGSBERG, Vice- 
President and Treasurer. Experienced in engineering and 
technical publication field and formerly operated his own ad- 
vertising agency. Has degree of M.E. W. L. Towne, Vice- 
President. Engineering and advertising experience with Gen- 
eral Electric Co. and other concerns, handling technical adver- 
tising. Has degree of E.E. Earte K. Stevens, Secretary. 
Has had experience in banking, on technical papers in the 
electrical field, formerly with Rickard & Co., Inc., New York. 
Has degree of M.E. E. M. O’NEILL, Research and Statisti- 
cal Director. A. E. Sprout, Production Manager. Formerly 
with Union Carbide and Carbon Corporation, New York. F. 
BowEN, Manager of Accounting Department. 


Thirty accounts. Twenty-six employees. Three oldest ac- 
counts: Railway Track-work Co., Pratt Chuck Co., Spencer 
Turbine Co. Three largest accounts: General Refractories 
Co., Hanson-VanWinkle-Munning Co., Ludlum Steel Co. This 
agency specializes in the advertising of industrial, technical 
and electrical products. 


UNITED ADVG. AGENCY, Inc. 
8 W. 40th St., New York, N. Y. 
Branches: 314 Kinney Bldg., Newark, N. J., 833 State 
St., New Haven, Conn., 44 Smith St., Paterson, N. J. 
Member: AAAA. 

Recognition: ANPA; PPA; APA. 

LronarD Dreyruss, Chairman of Board, president, United 

Advertising Corporation; formerly sales manager of Charles 

E. Hires Co. Bertnotp M. Nussspaum, President. Formerly 

executive assistant to the president of Collier’s and vice-presi- 

dent of Business Training Corp. Nat C. WiLpMAN, Vice- 

President. Formerly president of the Wildman Advertising 

Agency. F. G. MerrTee, Vice-President. Formerly secretary 

of Michaels & Heath Advertising Agency. Horton H. Heat, 


Established 1923 


Secretary. Formerly vice-president of Michaels & Heath Ad- 
vertising Agency. Harry C. MicHaets, Treasurer. Formerly 
president of Michaels & Heath Advertising Agency. Muss Z. 


BertrAM, Space Buyer. H. E. Apt, Research Director. E. 
Jursikx, Production Manager. W. G. Roeper, Art Director. 


Forty-two accounts. Thirty-nine employees. Three oldest ac- 
counts: Interwoven Stocking Co., New Brunswick, N. J.; Hen- 
nafoam Corp., New York; The Bond Electric Corp., Jersey 
City, N. J. Three largest accounts: Interwoven Stocking Co., 
May Oil Burner Corp., Baltimore, The Julian & KoKenge Co., 
Cincinnati, Ohio. 


UNITED STATES ADVG. CORP. Established 1921 

Home Bank Building, Toledo, Ohio 

Branch: 250 W. 57th St., New York City 

Recognition: ANPA; PPA; ABP; APA. 
Warp M. Canapay, President and Treasurer. S. R. Swiss, 
Vice-President. W.H. LeinrnGer, Vice-President. H. VAN H. 
ProskEY, Vice-President. M. H. Pierce, Space Buyer and 
Research Director. C. WoHLparT, Space Buyer. FRANK A. 
Kapp, Merchandising Director. N. C. Beerenp, Radio Direc- 
tor. J. C. Gotprick, Publicity News Service Director. R. J. 
FALLer, Outdoor Advertising and Direct Mail. Frank H. 
CANADAY, Export Advertising. 
Twenty-six accounts. One hundred employees. 


LOUIS V. URMY 
41 Park Row, New York 
Recognition: ANPA; PPA; APA. 


VAN ALLEN COMPANY 
307 No. Michigan Avenue, Chicago, Ill. 
Recognition: ANPA; PPA; APA. 


VAN AUKEN RAGLAND, Inc. Established 1921 
1711 Daily News Building, Chicago, IIl. 
Recognition: PPA; ABP; APA. 
KENNETH L, VAN AUKEN, President. Twenty-five years’ ex- 
perience in business paper editorial and advertising fields. 
Formerly Vice-President, Bruce V. Crandall Service Agency, 
Chicago. CHESTER A. RAGLAND, Vice-President, formerly 
sales-executive for Pyrene Manufacturing Co. for fifteen years. 
WarrREN SHUSTER, Secretary, Layout and Art Director. 
G. WapswortH, Treasurer, eight years’ experience in adver- 
tising. Lro J. Reynotps, Copy Chief. Fifteen years’ adver- 
tising experience. M. S. Gipson, Market Research Engineer. 
Sixteen years’ advertising and sales experience. K. L. VAN 
AUKEN and C. A, RaGLanp, Space Buyers. 
Twenty accounts. Fourteen employees. Three oldest ac- 
counts: Cardwell-Westinghouse Co., Ayer & Lard Tie Co. 
E. C. DeWitt & Co. Three largest accounts: Burgess-Norton 
Manufacturing Co., Cardwell-Westinghouse Co., United Bonded 
Garages. 
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VANDERHOOF & CO. 
167 E. Ontario St., Chicago, Ill. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


H. D. Sutcer, President. Sales department of publishing 
house; Chicago Tribune Manager western advertising, also 
organized and in charge of merchandising department; four- 
teen years in agency field. E. M. Noten, Vice-President and 
Publicity News Service Director. Out of more than twenty 
years of advertising experience, ten years were spent as ad- 
vertising manager for manufacturers, and balance in adver- 
tising agency field. F. W. THuRNAU, Vice-President. Theatre 
programs; magazine advertising salesman and western man- 
ager; nearly twenty years of advertising agency experience. 
K. H. Dixon, Vice-President, Research Director and Mer- 
chandising Director. Newspaper editorial writer; advertising 
manager for fruit distributor and clothing manufacturer; wide 
experience in handling investment securities; account executive 
advertising agency; instructor and lecturer on market analysis 
courses. R. BeLtamy, Vice-President. Extensive experience 
in printing, publishing and engraving. Many years advertising 
agency experience. R. N. Cusine, Secretary, Space Buyer, 
Industrial and Business Paper Director. Over twenty years 
space buyer for all classes of advertising. Especially qualified 
in mail order. I. B. BoLLIncer, Treasurer and Auditing De- 
partment. Auditor, accounting; and twenty-three years in ad- 
vertising agency field. D. D. Cooxr, Radio Director, and Di- 
rector of Copy and Service. F. Saxine, Art Department. 


Forty accounts. Forty-three employees. Three oldest ac- 
counts: Canadian Pacific Rwy., Bunte Brothers, Illinois Life 
Insurance Co. Three largest accounts: Bunte Brothers, Chi- 
cago Engineering Works, The Stevens. 


VAN SANT, DUGDALE & CORNER, Inc. 
Court Square Building, Baltimore, Md. 
Branch: Towson, Md. 

Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 
Witsur Van SAntT, President and Industrial and Business 
Paper Director. Long advertising experience, particularly in 
technical and automotive fields, agency executive. H. K. 
DucpALE, Vice-President, Treasurer and Merchandising Direc- 
tor. Twenty-one years of experience as salesman, advertising 
Manager, agency executive and merchandising counselor. 
Henry E. Corner, Vice-President and Publicity News Service 
Director. Thirteen years of experience advertising, plans, re- 
search and management. RutH L. MALAmMpre, Secretary and 
Production Manager. Ten years experience advertising and 
production. Epcar F. RIEBETANZ, Research Director. DoNALpD 
R. SHARRETTS, Radio Director. J. P. Daicer, Copy Director. 
Raymonp E. Jenkins, Art Director. Ropert E. DAIGER and 
A. M. Costen, Space Buyers. 


Forty-two accounts. Thirty-eight employees. Three oldest ac- 
counts: National Radio Institute, Stone Straw Corporation, 
Sealright Co., Inc. Three largest accounts: Black & Decker 
Manufacturing Co. (and subsidiaries), National Radio Insti- 
tute, Sealright Co., Inc. This agency is the result of the 
gradual merging of five separate agencies, having experience 
in merchandising, mail order, technical, financial and automo- 
tive accounts respectively. Each had been successful in its 
individual field. Every client of this agency is served by one 
of the officer and owners as an account executive supplemented 
by an account manager who handles routine operation, and a 
copy man. All problems involving copy and art are solved 
through group thinking of three or more executives. This 
agency has proved its ability to hold accounts over a period 
ol years, to show profitable sales growth for accounts and suc- 
cessfully apply sound fundamentals of advertising and mer- 
chandising to a great variety of businesses. One of the three 
largest of its forty-two accounts was the smallest account 
when it came to the agency thirteen years ago. 


ADDISON VARS, Inc. Established 1922 
Vars Bldg., Buffalo, N. Y.; Graybar Bldg., New York 
Branch: Hiram Sibley Building, Rochester, N. Y. 
Recognition: ANPA; PPA; ABP; APA. 
Appison F. Vars, President. Active in agency work since Yale 
and the Navy. Director in several manufacturing concerns. 
Harry J. WinsTEN, Executive Vice-President. In agency work 
for past ten years. Prior to entering agency he was sales manager 
for several well-known national manufacturing concerns. FRED- 
ERICK W. KENDALL, JR., First Vice-President. Has a background 
of banking, mail order and wholesale selling. D. C. WARMAN, 
Vice-President. In agency work since the War. Earlier experi- 
ence had to do with the management of art studios. MELVIN F. 
ALL, Research Director. CLinton A. Down, Merchandising 
irector. J. W. STRICKLAND, Radio Director. R. B. WARMAN. 


Established 1916 


Est. 1912 


Industrial and Business Paper Director. GoRDON CAMPBELL 
(Buffalo), Wm. GALLow (N. Y.), Space Buyers. 

Sixty-eight accounts. Ninety employees. Three oldest accounts: 
Crescent Tool Co., Stewart Motor Corp, Sterling Engine Co. 
Three largest accounts: (Fada Radio) F. A. D. Andrea Inc., 
Remington-Rand Business Service, Inc., M. & T. Trust Co. 
(Buffalo). Specializes in the handling of industrial accounts to a 
greater extent that do most general agencies. 


VENABLE-BROWN CO. Established 1927 
Second National Bank Bldg., Cincinnati, O. 
Recognition: ANPA; PPA; ABP; APA. 

Bruce W. Brown, Space Buyer and Merchandising Director. 

Nineteen years experience in agency work. BryANT VENABLE, 

Space Buyer and Merchandising Director. Fifteen years ex- 

perience in agency work. P. R. Harrover, Production Man- 

ager. JESSE SroFe, Director Department of Creative Design. 

Thirty-two accounts. Nine employees. Three oldest accounts: 

The Edwards Mfg. Co., The Higgin Mfg. Co., Rookwood 

Pottery. Four largest accounts: The Edwards Mfg. Co., The 

Biltmore-Ero Mfg. Co., The Higgin Mfg. Co., The Galion 

Metallic Vault Co. 


VOLKMAN ADVERTISING AGENCY 
25 West 54th Street, New York 


Recognition: ANPA; APA. 


WADE ADVERTISING AGENCY 
208 West Washington Street, Chicago, Ill. 
Recognition: ANPA; PPA; ABP; APA. 
E. N. NEtson, Space Buyer and Publicity News Service Director; 
E. Fink, Space Buyer; A. C. PuGu, Research Director; A. G. 
WabeE, Merchandising Director; W. A. WADE, Radio Director; 
G. A. WARNE, Industrial and Business Paper Director. 


L. H. WALDRON ADVERTISING AGENCY 
19 West 44th Street, New York 


Recognition: ANPA; PPA; APA. 


WALES ADVERTISING CO., Inc. 
New York Central Building, New York 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA; ABP. 


WALKER & DOWNING 
227-228 Oliver Bldg., Pittsburgh, Pa. 


Recognition: ANPA: ABP. 


ALFRED WALLERSTEIN, Inc. 
420 Madison Avenue, New York City 
Member: NOAB. 
Recognition: ANPA; PPA. 


ALFRED WALLERSTEIN, Chairman of the Board. Dave E. Btiocu, 
President and Treasurer. STANLEY H. CHAMBERS, Vice-Presi- 
dent and Director of Service. Lester L. LEvericH, Secretary 
and Radio Director. JoHN H. Kampr, Vice-President and 
Merchandising Director. BrrKeLey G. Topey, Account Ex- 
ecutive. E. A. ScANLAN, Space Buyer. 


Ten accounts. Eighteen employees. Three oldest accounts: 


Phillips-Jones Corporation, Brentano’s, Horace Liveright, Inc. 
Three largest accounts are the same. 


Established 1909 


Established 1922 


MASON WARNER COMPANY, Inc. 
360 North Michigan Avenue, Chicago, Ill. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


I. B. WASSON ADVERTISING CO. 
712 American Bank Building, Kansas City, Mo. 
Recognition: ANPA; APA. 


WATERS & McLEOD 
412 West Sixth St., Los Angeles, Cal. 
Member: NOAB. 
Recognition: APA. 


ARMAND S. WEILL CO., Inc. 
564 Ellicott Square, Buffalo, N. Y. 


Recognition: ANPA; APA. 


M. WEINGARTEN ADVERTISING AGENCY 
45 West 34th Street, New York 


Recognition APA; ABP. 


EDWARD H. WEISS CoO. 
307 North Michigan Avenue, Chicago, Il. 
Recognition: ANPA; PPA; APA; ABP. 


Established 1922 
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WELLS ADVG. AGENCY, Inc. Established 1923 

216 Tremont St., Boston, Mass. 

Member: AAAA. 

Recogmtion: ANPA; PPA; ABP; APA. 
Witrrep B. WELLS, President for past seven years, formerly 
for ten years advertising manager of mercantile houses. Ray- 
monp V. Seitz, Assistant to President and Merchandising Di- 
rector. Twenty-one years’ experience in sales work and adver- 
tising. Vircit D, Reep, Vice-President and Research Direc- 
tor. Formerly in export field and for three years manager 
of research department Bissell & Land Agency. W. K. 
Know es, Radio Director and Space Buyer. L. B. Geyer, 
Art and Business Paper Director. H. M. Jepson, Publicity 
News Service Director. 
Fourteen accounts. Nine employees. Three oldest accounts: 
Carbone, Inc., McKenzie Engraving Co., Priggen Steel Garage 
Co., all of Boston. Three largest accounts: Carbone, Inc., 
McKenzie Engraving Co., Walter H. Moreton Corp. W. B. 
Wells is secretary-treasurer of New England Council of 
AAAA.. Specializes in market and research work in New Eng- 
land territory. 


THE WESLEY ASSOCIATES Established 1927 
225 West Thirty-fourth Street, New York 
Recognition: ANPA; ABP. 

Harotp G. WESLEY, twenty-one years’ general experience in- 

cluding fifteen years in United Publishers Corp. LeLanp G. 

WESLEY, nineteen years general experience, including fourteen 

years in United Publishers Corp. Linpsay FAIRWEATHER, 

twenty years general experience, including twenty years in 

United Publishers Corp. G. Foster BucKMAN, Production 

Manager and Art Director. S. J. FAIRWEATHER, Space Buyer. 

Thirty-five accounts. Sixteen employees. Three oldest ac- 

counts: Hyman & Oppenheim, Leo. M. Cooper Co., Deltox 

Rug Co. Three largest accounts: Vanity Fair Silk Mills, 

Gibson Corp., Deltox Rug Co. Agency particularly fitted to 

handle accounts in textile, ready-to-wear, home furnishings, 

floor covering and toilet goods fields. Employs specialists in 
business paper and direct mail advertising. 


WESTERN ADVERTISING AGENCY, Inc. 
214 Fifth Street, Racine, Wis. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


WESTON-BARNETT, Inc. Established 1919 
Arts & Crafts Building, Waterloo, Iowa 
Branch: 534 Wrigley Building, Chicago, IIl. 
Recognition: ANPA; PPA; ABP; APA. 
We ts H. Barnett, President and Space Buyer; ArtHurR C. 
BarNeETT, Vice-President; GwyNNE WEsTON, Treasurer and 
General Manager; PuHiILLIrps TayLor, Space Buyer; W. H. 
Stewart, Production Manager. 
Thirty-two accounts. Twelve employees. Three oldest ac- 
counts: One Minute Mfg. Co., Clay Equipment Corp., Walker 
Remedy Co. 


WHIPPLE & BLACK, Inc. 
1016 Fox Theatre Building, Detroit, Mich. 


Recognition: PPA; APA. 


FRANK B. WHITE CoO. 
33 South Clark St., Chicago, Ill. 
Branch: 53 North Duke St., Lancaster, Pa. 
Recognition: APA. 
Frank B. Wuite, President. More than thirty-five years in 
advertising. Founder and president of White’s Class Advertis- 
ing Company, Vice-President of Park’s Floral Magazine, ac- 
count executive with N. W. Ayer & Son, advertising counselor, 
managing director of the Agricultural Publisher’s Assn. 
Pump McA. Waitt, Secretary and Research Director. Seven 
years with Frank B. White Co. Account executive in charge 
of copy and production. Pror. K. J. T. Exstaw, Vice-Presi- 
dent and Radio Director. Agricultural Engineer. Member 
S. A. E. Agricultural writer. Formerly with various 
leading farm papers in editorial and advertising capacity. Be- 
fore that head of the department of Agricultural Engineering 
at University of Illinois and Kansas Agricultural College. N. 
G. Reuter, Treasurer. Formerly with Lord and Thomas; 
auditor of the Chicago Herald and Examiner, treasurer of the 
Investment News. L. A. Paetu, Art Director. Formerly 
with Rusling Wood. Free lance artist and other agency posi- 
tions. J. T. Fisner, Manager Eastern Office; twenty-two years 
in agency and publication advertising. M. P. McNeg.ey, Ac- 
count Executive. Publication representative for ten years. 
Newspaper Reporter. Founded his own agency which merged 
with Frank B. White Company in 1929. 
Thirty-five accounts. Twelve employees. Three oldest ac- 
counts: Burlington Blanket Co., Dr. David Roberts Vet. Co., 


Established 1921 


Burgess Seed and Plant Co. Three largest accounts: Burgess 
Seed and Plant Co., Smith Incubator Co., Dr. David Roberts 
Vet. Co. This agency specializes in agricultural accounts. 


JOHN L. WIERENGO & STAFF Established 1918 
Buildiug and Loan Building, Grand Rapids, Mich. 
— Affiliated with Grace & Holliday, Detroit and New 
or 
Member: NOAB. 
Recognition: ANPA; PPA; ABP; APA. 
Joun L. WIERENGO, formerly General Sales Manager of Conti- 
nental Motors, and Detroit Manager of Cosmopolitan Magazine, 
20 years of marketing experience, now space buyer and merchan- 
dising director. L. C. Grace, Research Director. Harry J. 
BENSON, Radio Director. G. H. ENGLAND, Industrial and Busi- 
ness Paper Director. Harry D. Kune, Publicity News Service 
Director. G. H. ENGLanp, Art Department. 


Twelve Accounts. Four employees in Grand Rapids office. 
Three oldest accounts: The Piston Ring Co., Browne-Morse 
Co., Marvel Carbureter. Three largest accounts: the same. 


WILLIAMS & CUNNYNGHAM, Inc. Established 1901 

6 North Michigan Avenue, Chicago, Ill. 

Branches: Franklin Trust Building, Philadeiphia, Pa., Rock- 

ford National Bank Building, Rockford, Ill., Williams & Cun- 

nyngham Ltd., 713 Metropolitan Bank Building, Toronto, 

Canada. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
Guy C. PiercrE, Chairman of the Board. Formerly in newspaper 
and magazine work; with agency since 1920; in charge of Phil- 
adelphia office. LLoyp MAXWELL, President. Thirteen years, 
sales executive experience with Staver Carriage Company and 
two years with the Associated Sunday Magazines before going 
into agency work. C. B. ENGstrom, Vice-President and Mer- 
chandising Director. In railroad and newspaper work before 
entering the agency field in 1918. GERALD PaGE-Woop, Vice- 
President. Formerly in newspaper work but more than thirty 
years agency experience. GiLmour, Secretary. With 
Chicago & Eastern Illinois Railway and Racine Rubber Company 
before entering agency field in 1919. L. M. Wittrams, Treasurer. 
Editorial experience and Chicago representative of Timken- 
Detroit Axle Company before joining agency in 1922. BRapDLy 
P. WILLIAMS, Research Director. GEORGE E. BANNISTER, Radio 
Director. S. R. PALMER, Industrial and Business Paper Director. 
A. B. HEIBERG, Publicity News Service Director. S. R. PALMER, 
Space Buyer. B. F. ABELING and H. E. JoHNson, Space Buyers. 
Department Heads—JuLEs GerpinG, Art; L. M. WILLIAMs, 
Copy; STANLEY Biack, Mechanical. Miss C. Horner, Account- 
ing. 
Forty accounts. Ninety-two employees. Three oldest accounts: 
Cudahy Packing Co., Hart, Schaffner & Marx; Sun Oil Co. Three 
largest accounts: Cudahy Packing Co.; Chicago, Milwaukee, St. 
Paul & Pacific Railroad; Sun Oil Co. This agency has a roster of 
distinguished clients many of whom occupy a position of domi- 
nance in their particular field. It has had unusual success in 
creating new and more forceful methods in translating basic sell- 
ing ideas so as to appeal to the imagination of the public, such as: 
Bull Durham’s ‘‘Roll Your Own”, Lucky Strike Cigarettes’ ‘‘It’s 
Toasted”, and Listerine’s ‘‘Halitosis’’. 


WILLIAMS & SAYLOR, Inc. 
385 Madison Avenue, New York 
Member: NOAB. 
Recognition: ANPA; PPA; APA; ABP. 


P. P. WILLIS CORP. 
105 W. Adams St., Chicago, Ill. 
Recognition: ANPA; PPA; APA. 
P. P. Wiis, President. About fifteen years’ in advertising 
agency business. C. M. WeErNING, Vice-President-Treasurer. 
In advertising agency work about twelve years. R. S. Pruitt, 
Secretary. Attorney. C. M. Faspen, Space Buyer. C. J. de 
Goveta, Publicity News Service Director. 
Six accounts. Twelve employees. Three oldest accounts: 
Auburn Automobile Co., Lycoming Mfg. Co., Warner Patter- 
son Co. Three largest accounts: Auburn Automobile Co., 
Duesenberg, Lycoming Mfg. Co. 


WILSON & BRISTOL, Inc. 
285 Madison Avenue, New York City 
Recognition: ANPA; PPA; ABP; APA. 
Ernest M. Bristot, President and Secretary. ArTHuR W. 
Witson, Vice-President and Treasurer. J. P. Jackson, Space 
Buyer. Victor G. Becker, Art Director. R. HALPER, Account- 
ing Department. Mary M. Lone, Production Department. 
Fifteen accounts. Ten employees. Three oldest accounts: 
Ransome Concrete Machinery Co., Raymond Concrete Pile 
Co., Chipman Chemical Engineering Co., Inc. This agency 15 
the sole New York City member of the Lynn Ellis Group. 


Established 1929 


Established 1926 
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DISTINGUISHED CLIENTS 


AMERICAN FACE BRICK ASSOCIATION, Chicago— Face Brick 
ARCADE MANUFACTURING COMPANY, Freeport, Il]. — Toys 
BENDIX AVIATION CORPORATION, Chicago. 16 subsidiary companies — Brakes, 


Starter Drives, Automobile and Aviation Equipment 

CHICAGO, MILWAUKEE, ST. PAUL & PACIFIC RAILROAD, Chicago— Railroad 
COLLEGE INN FOOD PRODUCTS COMPANY, Chicago—Fwod Products 

THE CUDAHY PACKING COMPANY, Chicago—«O/d Dutch Cleanser” 

DEEP ROCK OIL CORPORATION, Chicago— Deep Rock Petroleum Products 
DITTO, INCORPORATED, Chicago— Duplicating Machines and Supplies 

GENERAL REFRIGERATION COMPANY, Beloit, Wis.— Commercial Iceless Refrigeration 
HART SCHAFFNER & MARX, Chicago— CVithing 

HOUDAILLE-HERSHEY CORPORATION, Chicago — Automobile Equipment 

THE HUMP HAIRPIN MANUFACTURING COMPANY, Chicago—— Hairpin Products 
LEE TIRE & RUBBER COMPANY, Conshohocken, Pa.— Tires 

MASONITE CORPORATION, Chicago— Masonite Lumber and Presdwood 
RICHARDS-WILCOX MFG. COMPANY, Aurora, Ill.— Door Hangers and Heavy Hardware 
STERLING CLOCK COMPANY, INC,, La Salle, Il].— Electric Automobile Clocks 
THE STORY & CLARK RADIO CORPORATION, Chicago— Radio 

SUN OIL COMPANY, Philadelphia, Pa.—**Sunoco” Motor Oil and Greases 
THE TIMKEN-DETROIT AXLE COMPANY, Detroit, Mich.— A4x/es 
WALGREEN COMPANY, Chicago— Drug Stores 


Williams & Cunnyngham 


6 North Michigan Avenue, Chicago 


PHILADELPHIA - TORONTO +: ROCKFORD 
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EDWIN BIRD WILSON, Inc. 
120 Wall Street, New York 
Member: AAAA. 
Recognition: ANPA; PPA; APA. 


WIMBERLY-HUBBARD AGENCY, Inc. 
207-10 Capps Bldg., Fort Worth, Texas 
Recognition: ANPA; SNPA; APA. 

J. H. Wimserty, President and Space Buyer. Eighteen years’ 

advertising and sales experience. A. E. Husparp, Vice-Presi- 

dent and Secretary and Production Manager. Twenty years’ 
copy and art experience. F. W. Wimpserty, Treasurer. Ten 
years’ sales experience. 

Twenty-six accounts. Ten employees. Three oldest accounts: 

Texas & Pacific Railway, Simon Hubig Co., The Hemstitcher 

Co. Three largest accounts: Texas & Pacific Railway, Simon 

- Hubig Co., Denver Railroad. 


C. C. WINNINGHAM, Inc. 

General Motors Building, Detroit, Mich. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; ABP; APA. 
FrepD BARRETT, Space Buyer, and Merchandising Director, and 
Industrial and Business Paper Director; L. O. Brown, Research 
Director; J. L. S. ScRyYMGEOuR, Publicity News Service Director. 
SIDNEY WILLIs, WALTER BoynTon, K. W. VANCE, R. N. TAYLOR, 
A. J. McGiInngEss, ERNEST COLER, Other Department Heads. 
Eight Accounts. Forty Employees. Three oldest accounts: 
Hudson Motor Car Co., Chatterton & Son, Gar Wood, Inc. 
Three Largest Accounts: Hudson Motor Car Co., Gemmer Manu- 
facturing Co., Wilcox-Rich Corp. 


WOLCOTT & HOLCOMB, Inc. Established 1926 
Chamber of Commerce Bldg., Boston, Mass. 
Recognition: ANPA; ABP; APA. 

Rocer Wotcott, President, Research and Merchandising Di- 

rector. C. A. Hotcoms, Treasurer and Service Director. C. 

H. Day, Space Buyer. I. B. Wotcott, Radio Director. ELtis 

WarrEN, Production Manager. All executives have had long 

experience in a variety of fields. 

Fifteen accounts. Twelve employees. Three oldest accounts: 

Savogran Co., Atlantic Gypsum Products Co., Hersey Manu- 

facturing Co. Three largest accounts: Atlantic Gypsum Prod- 

ucts Co., W. S. Quinby Co., Craftex Co. 


WOOD, PUTNAM & WOOD CO. 
178 Tremont Street, Boston, Mass. 
Member: NOAB. 

Recognition: ANPA; PPA; ABP; APA. 

ALLEN H. Woop, Sr., President and Founder. Wide experi- 

ence in retail selling, merchandising, research, plans, copy, ad- 

dressing sales conferences. A. H. Woon, Jr., First Vice-Presi- 
dent, engineering training. In charge contacting clients and me- 
chanical details. R. Eart Duprey, Second Vice-President, 

graduate Chicago Art Institute. Production Manager. R. D. 

Norturop, Account Executive. FrepertcK H. Kine, Art Di- 

rector. CHARLES OLson, Copy Executive. Davin A. BEssE, 

Space Buyer. 

Forty active accounts. Twenty-two employees. Three oldest 

accounts: American Woolen Co., Moxie Co., Houghton, Mif- 

flin Co. Three largest accounts: American Woolen Co., Atlan- 
tic Refining Co., Houghton, Mifflin Co. A conservative agency 
with a splendid record for holding accounts. Concentrates on 

New England business. Insist that accounts meet requirements 

of Chamber of Commerce and Boston Better Business Bureau. 

Do not ask for contracts from clients. Well-rounded agency 

equipped to handle an account from the creating of a name to 

the final distribution. 


WORLD WIDE ADVERTISING CORP. 
11 W. 42nd St., New York, N. Y. 
Member: NOAB. 

Recogmtion: ANPA; PPA; ABP; APA. 
Emit M. Scuouz, President, Merchandising Director and Pub- 
licity News Service Director. Twenty-five years’ newspaper 
experience. Previously with the Chicago Daily News, Chicago 
Record and Chicago Evening Post, then successively general 
manager of the Pittsburgh Post and Sun, The Philadelphia 
Press and publisher of the New York Evening Post. Nine 
years advertising experience. W. G. FaLion, Vice-President. 
Ten years in the agency business, member of the firm of Sher- 
rifs, Fallon and Eggersman, Merchandise Brokers; five years 
in the woolen business. Exttis J. Fincu, Space Buyer and Re- 
search Director. Miss Evetyn Grayson, Radio Director. 
KATHERINE GANNON, Secretary. 

Seventy-five accounts. Twenty-two employees. Four oldest 

accounts: Yellow Taxi Corp., Ohmer Fare Register Co., Fifth 

Avenue Coach Co., Lido Realty Corp. Four largest accounts: 


Est. 1924 


Established 1918 


Established 1904 


Est. 1919 


| 


Parmelee Transportation Co., State Title & Mortgage Co., 
General Motors Truck Co., Bates Chevrolet Co. 


WORTMAN, BROWN & COMPANY, Inc. Established 1921 
Mayro Building, Utica, N. Y. 
Branches: 1450 South State Street, Syracuse, N. Y., 1181 
Broadway, New York 
Recognition: ANPA; APA. 


ELMER B. M. WortMan, President and Space Buyer. Five 
years advertising manager of Yawman and Erbe Manufacturing 
Co. Formerly copywriter, plan and contact man for Erickson 
Co., H. E. Lesan Advertising Agency, and Charles W. Hoyt Co. 
Inc. E. G. CountTryMAN, Vice-President; six years with Hanff- 
Metzger, Inc., five years with H. C. Goodwin, Inc., and four years 
with Addison Vars, Inc. E. J. FARLEY and VERNON KUNKLE, 
Space Buyers. J.S. RussELL, Manager, New York Office. 

This agency has specialists in radio, general magazine, business 
paper, direct mail and publicity news service. Handles about 
fourteen accounts calling for unusual copy and art ideas. Pro- 
duced Faraday Cigar Campaign which won first place in contest 
run by National Ad-News. The oldest accounts are Martin 
Cantine Co. and Heatilator Co. The largest accounts are Martin 
—— Co., International Heater Co. and Mieblo Manufactur- 
ing Co. 


R. D. WILY, tne. Established 1927 
Tower Building, 14th & K Streets, N. W. 
Washington, D. C 
Member: NOAB. 

Recognition: PPA; ABP; APA. 

Ratpu D. Wyty, President, Merchandising and Industrial and 

Business Paper Director. Ten years of agency, marketing and 

merchandising work. FRANK McELHANEY, Vice-President. 

Wu1aM H. BENJAMIN, Treasurer and Radio Director. V. A. 

SULLIVAN, Research Director and Publicity News Service Di- 

rector. FRANK ALLAN RICHARDSON, DonALD M. Brown, and 

Curran DeEBRULER, Copy and Contact Departments. 

Nineteen accounts. Eleven employees. Three oldest accounts: 

Clarence A. O’Brien, National Poultry Institute, Aviation In- 

stitute of U. S. A., Inc. Three largest accounts: Clarence A. 

O’Brien, Cork Insulation Co., Aviation Institute of U. S. A,, 

Inc. 


FRED D. YATES, Inc. 
150 Nassau Street, New York 
Recognition: ANPA; APA. 


YOST ADVERTISING CO. 
701 International Life Building, St. Louis, Mo. 
Member: NOAB. 
Recognition: ANPA; PPA; APA. 


YOUNG & RUBICAM, Inc. Established 1923 

285 Madison Avenue, New York City 

Branch: 260 South Broad Street, Philadelphia, Pa. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
RaymMonp RusicaM, President. JoHN Orr Youne, Vice- 
President. C. L. Wuittier, Vice-President and Copy Direc- 
tor. Burt VAUGHN FLaNNerY, Vice-President and Art Di- 
rector. SAMUEL CHEeERR, Vice-President and Merchandising 
Director. GRAHAM STARR, Vice-President and Contact Super- 
visor. CHESTER J. LA RocHE, Vice-President and Contact 
Supervisor. J. H. Gerse, Treasurer. A. V. B. GEOGHEGAN, 
Secretary and Production Manager. SipNeEY Warp, Associate 
Copy Director. Louise TAytor Davis, Associate Copy Direc- 
tor. Gorpon Hoce, Manager radio department. E. J. BYRNE 
and A. B. Pratt, Space Buyers. 
Sixteen accounts. Two hundred fourteen employees. Three 
oldest accounts: General Foods Corporation, Black Flag Co., 
Pennsylvania Grade Crude Oil Association. Three largest ac- 
counts: General Foods Corporation (Postum, Grape-Nuts, 
Jell-O, Swans Down, Sanka Coffee, La France, Calumet, 
Frosted Foods, Baker’s Coconut); Fels & Co.; Borden Oo. 
(Eagle Brand and other brands of condensed milk, Borden 
Cream Cheese and Liederkranz Cheese). 
This agency in seven years has had a remarkable growth but 
much of it has come through increased appropriations from 
clients already served. Leading creative people and all depart- 
ment heads are stockholders. Pioneer in radio advertising— 
now fourth in radio billing. Their merchandising and research 
— cooperate fully with the sales departments of 
chents. 
ZIMMER-KELLER, Ince. 

2210 Park Avenue, Detroit, Mich. 

Recognition: ANPA; PPA; APA. 
ZINN & MEYER, Inc. 

1819 Broadway, New York 

Recognition: ANPA; APA. 
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sin yo business may hold important possibilities for development 

artin through publicity. 

artin 

ail You may be able to open new and productive avenues of promotion, 

1927 to create new approaches, you may reach a wider public, extend your 
prestige, increase the effectiveness of your advertising effort. 


Successful businesses which are approaching the status of institu- 


bali tions, where they must undertake the responsibilities of spokesman- 
Soar ship in their industries, should derive benefit from publicity counsel. 
ident. 

ss Trade and industrial groups or associations seeking progressive 
, and legislation, improvements in trade practices or procedure, etc., 
unts : may find in a supporting program of publicity a valuable arm of 
n In- their work. 

ce A. 

Ay 


Groups of producers or manufacturers controlling a major part 
of the output of a given commodity may find a cooperative pro- 
gram of publicity practicable and profitable. 


There are manifold special and general situations in which pub- 
licity may be of service. In every instance, an individual study is 


required. 
1923 We will be glad to undertake a survey of the publicity resources 
.. of your business and to prepare a report for your consideration. 
- We serve a selective list of clients in the development of their 
Dire national publicity policies and programs, representing them in 
t Di- their relations with the daily press, the general magazines, the 
i trade, industrial, financial, business and professional press, the 
ontact radio, the talking news pictures, and other publicity mediums 
eon (exclusive of advertising). We are glad to cooperate with the 
Direc- client’s advertising agency in harmonizing the publicity program 
sei with the central advertising campaign. 
Three 
g Co. We provide our clients with a highly trained staff personnel, with 
i. complete operating facilities, and with intimate, personal service. 
Jumet, 
on Co. 
3orden 
t hd e > 
yi Frederick Holman Harvey Organization 
lepart- 
ning 
age Publicity Counsel and Service 


International Magazine Building, 57th St. at Eighth Ave., New York, N. Y. 
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FACES PROBLEMS LIKE THESE P 
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Will increased sales cost more than they are worth? ot 
What is the true economic position of our company? re 
Are there any effectual ways and means of making our other se 
departments sales-minded? ga 
? : * in 
What are the true sales potentials, by states and by counties, in 
for our products? stt 
To what extent is the demand for our products really natural, be 
and to what extent is it forced? fo 
There is probably a thoroughly practical compensation plan for : 
our salesmen—what is it? M 
What are the economic limits in the number and size of accounts 
for our company? B. 
Where are the new markets and what is the best way to work " 
them? H. 
What channels of distribution are the right ones for us? To sul 
what extent should they be exclusive! = 
Where can I trim, and how should I expand, our system of sales co 
records and statistics? ex 
What will be the influence on sales volume if we reduce our line? - 
Private brands represent a policy question that must eventually 
be settled—what is the answer for us? Cc) 
Can, or should, the same salesmen sell different lines to the mé 
same trade—or to different trades? ps 
Wherein are my sales costs different from those in comparable tic 
industries! bi. 
tri 
W 
prc 
chi 
The facilities of the Barrington organization are regularly devoted sf 
to studying and helping sales executives to solve specific problems of this - 
sort. Client concerns, ranging in size from those moderately small to ser 
; — T 
the country’s largest, have discovered the definite value of an ex- He 
perienced outside viewpoint as a cross-fire on sales factors. ps 
of 
ine 
a \ 
Ne 
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GUIDE TO SALES MANAGEMENT ENGINEERS, COUNSELLORS, 


RESEARCH ORGANIZATIONS, 


SPECIALISTS, 


SALES PROMOTION 


AND PUBLICITY COUNSELLORS 


Sales Counsellors, Engineers and Research Organizations 


ARNOLD RESEARCH SERVICE 
45 West 45th Street, New York 
Branch: 333 N. Michigan Ave., Chicago 


PAULINE ARNOLD, Owner. Before founding this organization 
in 1925, Miss Arnold was executive secretary of the Arts et 
Metiers Francais, New York; with Franklin Simon & Co., and 
in retail store work in Tulsa, Okla. She has had other varied 
experience both here and abroad. Kero Curriz, manager of 
the Chicago office, formerly assistant advertising manager of 
the Public Service Company of Northern Illinois; co-author 
of a merchandising study for the electrical appliance stores of 
public service companies. The organization offers complete 
market research on a national basis, including plan, field re- 
search, tabulation and analysis; employing permanent investi- 
gators in 66 trade area centers with additional workers available 
in many other cities and towns. While it does not specialize 
in any one type of investigation, it is perhaps especially fitted to 
study markets for consumer sold products. Its chief field 
workers are women, although men investigators are everywhere 
available. Among the most important clients have been the 
following: Erwin, Wasey & Co., Pedlar & Ryan, Inc.; The 
Blackman Co., Federal Advertising Agency, N. W. Ayer & 
Son, Batten, Barten, Durstine & Osborne, Inc., Needlecraft 
Magazine, The Parents’ Magazine. 


BARRINGTON ASSOCIATES, Inc. 
220 East 42nd Street, New York 


R. H. Dick, President. F. B. Cutter, Vice-President. G. R. 
Hawes, Secretary and Treasurer. Sales analysts, sales con- 
sultants and sales research specialists. An extensive list of 
clients representing widely diversified and numerous types of 
business, including many nationally known concerns. Possess a 
competent staff combining wide sales, research and general 
executive experience. 


BIGELOW, KENT, WILLARD & CO. 
Park Square Bldg., Boston, Mass. 


CarRLE M. BiceLow, President. Mr. Bigelow is a member of 
many technical societies and a Fellow of the Institute of Man- 
agement and the author of two books and many articles on 
management and merchandising. He has many years of prac- 
tical experience as an industrial engineer. Ropert W. KENT 
Vice-President. With Mr. Bigelow since 1913; directs indus- 
trial engineering activities regarding production. JoHN A. 
WILLarp, is Treasurer and specialist in organization and financial 
problems. Lincotn LotuHrop, secretary and director of mer- 
chandising division. After graduating from Annapolis, Mr. 
Lothrop held various positions of sales responsibility such as 
New England manager for the Alexander Hamilton Institute. 
He is the author of many articles on merchandising, specializing 
in the compensation of salesmen on which subject he wrote a 
series of articles for Sales Management. 

The services offered by this organization may be grouped as 
follows: 1. Merchandising; 2. Economic and Accounting ; 
3. Production and Management; 4. Industrial Research; 5. 
Finance. Since the work of the organization covers every phase 
of management, their marketing recommendations are coord- 
inated in terms of the profit-making problems of the business as 
a whole. Among its clients are The Frigidaire Corp., Newport 
News Shipbuilding and Dry Dock Co., Hoosier Manufacturing 
Co., Sangamo Electric Co., American Seating Co., Hygrade 
Lamp Co., Henry Disston & Sons, Inc., Joseph Dixon Crucible 
CO: 


(See advertisement second following page) 


EDWIN G. BOOZ SURVEYS 
400 West Madison Street, Chicago, IIl. 


Epwin G. Booz, Director; Grorce A. Fry, Assistant Director ; 
James L. Auten, Assistant Director. Seventeen years of re- 
search work, making Market, Location and Personnel surveys 
in over fifty lines of business. Some of the clients are: United 
States Gypsum Company, First National Bank of Chicago, 
The Chicago Daily News, The Chicago Tribune, Bauer & 
Black, Pittsburgh Plate Glass Co. of Milwaukee, Hartman 
Furniture Co., Harris Trust & Savings Bank, Hibbard, Spencer, 


Bartlett & Co., Hart Schaffner & Marx, Wilson Bros., Cutler- 
Hammer, Inc., Milwaukee. 


CROSSLEY, Inc. 
Princeton, N. J. 


New York Office: 25 West 43rd Street 


ARCHIBALD M. Crosstey, President and Treasurer, CHARLES 
E, Hitiecass, Jr., Vice-President. A national research or- 
ganization, operating along Government research lines in about 
a hundred cities and towns from coast to coast, with sales and 
service representation in twelve key cities. Serves more than 
fifty well-known manufacturers, agencies and publications in 
commodity market and sales analysis. Now making a year’s 
survey of radio listening habits, with the official sponsorship 
of the Association of National Advertisers. 


CHARLES E. DUNBAR ASSOCIATES 
299 Broadway, New York 


CHARLES E, DunBar. Before entering business for himself a 
a sales management engineer in 1926, he was the executive in 
charge of sales with such companies as the Dalton Adding 
Machine Co., Noiseless Typewriter Co., Johnson-Cowdin-Em- 
merich, Inc., (Silk Ribbon Manufacturers), American Radio & 
Research Corp., General Manager of Louis DeJonge & Co., Inc., 
(Paper Manufacturers). 

Associated with Mr. Dunbar are fourteen men. The organiza- 
tion offers a general sales research and planning service in- 
cluding market surveys, product development, territorial analyses, 
coordination of sales departments with other departments, 


development of bonus systems, selecting and training of sales- 
men, etc. 


R. O. EASTMAN, Inc. 
113 West 42nd Street, New York 


Market Research and ‘Marketing Management. This company 
specializes in investigations bearing upon sales organizations, 
management and policies including study of the business struc- 
ture of its clients and field investigation among consumers and 
trade outlets. 


Clients served by this company include the Window Shade 
industry, the National Lead Co., Chase Brass & Copper Co., 
Pittsburgh Plate Glass Co., Hercules Powder Co., E. I. du 
Pont de Nemours & Co., American Stove Co., H. J. Heinz Co., 
Coleman Lamp & Stove Corp., Cream-of-Wheat Co., Pratt & 
Lambert Inc., various advertising agencies, department stores, 
magazine and newspaper publishers. 

Reports present specific recommendations with respect to mar- 
keting practice and service sometimes includes the function of 
management in putting such recommendations into execution. 


ERNST & ERNST 
27 Cedar Street, New York 


Other offices: First National Bldg., Boston; Fidelity- 
Philadelphia Trust Bldg., Philadelphia; Haas-Howell 
Bldg., Atlanta; Grant Bldg., Pittsburgh; Walbridge Bldg., 
Buffalo; Union Trust Bldg., Cleveland; First National 
Bank Bldg., Detroit; Board of Trade Bldg., Chicago; Boat- 
men’s Bank Bldg., St. Louis; First National Bank Bldg., 
Dallas; Russ Bldg., San Francisco; 111 West Seventh 
Street, Los Angeles. Also offices in 44 other cities of U. S.; 
correspondents abroad. 


This firm was established in Cleveland in 1903, specializing on 
services in accounting, auditing and systems, and in connection 
with this helps clients to solve specific problems in various 
phases of management such as organization, budget control, 
standard costs, inventory control, wage incentive systems and 
bonus plans, development of uniform accounting for associa- 
tions and other groups; in recent years they have helped ta 
solve many problems of distribution costs for clients. 


J. DAVID HOUSER & ASSOCIATES, Inc. 
Chanin Building, New York 


The major executives of this company are: Herpert G. Ep- 
WARDS, RAYMOND FRANZEN, H. R. HaAtsey, J. Davin Houser, 
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FACT FINDING « PRODUCT DEVELOPMENT « MARKETING COUNSEL 


GENERAL ECONOMIC SURVEYS 
MARKET INVESTIGATIONS 
PRODUCT STUDIES 


TREND ANALYSES 
FORECASTING 


INTERVIEWING (Consumers « Dealers « Jobbers « Professional Men « Technical Men) 


TABULATION AND INTERPRETATION 


MERCHANDISING AND SALES PLANS 


PUBLISHERS’ COUNSEL , 


A COMPLETE MARKETING RESEARCH SERVICE 


Any kind of distribution analysis or marketing counsel can be promptly and thoroughly performed by 
this organization. A competent headquarters staff with capable associates specializing in all 
branches of statistical and research work. A staff of about 200 part-time interviewers in more than 100 
cities in the United States, Canada and foreign countries is available at moderate rates. For personnel 
details, see our listing under Market Research in the Annual Reference Number of Sales Management. 
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WINDOW & COUNTER SPECIAL DISTRIBUTION 
DISPLAY SERVICE GETTING SERVICE 
By special arrangement, many of our inter- About half of our workers are also available 
viewers are available for a combined fact- for a combined fact-finding and distribution 
finding and window display or counter display getting service on a consignment basis. Details 
posting service. Further details on application. on application. References gladly supplied. 


WALTER MANN % STAFF 


(RAY B. PRESCOTT, Associate) 
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SALES COUNSELLORS, ETC. (Continued) 


R. S. Nucent, H. W. ScHANGHENCY. This organization 
specializes in making surveys of the attitude of the pubic as it 
affects and is affected by every aspect of a business. The or- 
ganization has conducted nearly 750,000 separate face-to-face 
interviews for its clients. A rather unique feature of their 
surveys is their formula for measuring the influence that things 
have on patronage. They believe “A large number of people 
may have an idea and it simply does not make any difference; 
while, on the other hand, a small number may hold a belief or 
preference that dramatically governs their buying behavior’; 
and their surveys give clients a two dimensional picture— 
breadth and intensity. 


EMERSON B. KNIGHT, Inc., 
Architects and Builders Building, Indianapolis, Ind. 


This organization specializes in making thorough trading area 
market studies, and is employed by many newspaper publishers 
to make field investigations on purchasing power, quantity and 
quality of circulation, etc. 


KNOEPPEL INDUSTRIAL COUNSEL 
Terminal Tower, Cleveland, O. 


C. E. KNoeppeL, President. Mr. Knoeppel is an Industrial 
Engineer, and with his organization offers a_ well-rounded 
service in profit assurance, waste elimination and human develop- 
ment, in production, distribution and finance. 


E. ST. ELMO LEWIS 
25th Floor Book Building Tower, Detroit, Mich. 


Counsel in trade and consumer relations to individuals, corpora- 
tions and trade assoc ations. Visiting lecturer on sales, ad- 
vertising and merchandising, Wharton School of Finance and 
Commerce, University of Pennsylvania; Member of Taylor 
Society for the promotion of scientific management, New York 
Sales Managers Club, Society of Industrial Engineers, and 
Academy of Political and Social Science; first president, As- 
sociation of National Advertisers; former member of council, 
Chamber of Commerce of the United States; first president, 
National Association of Steel Furniture Manufacturers. He 
offers a very comprehensive service comprising analysis of 
selling and advertising, market surveys, preparation of advertis- 
ing copy, addresses before sales and trade conventions, sales 
clinics, etc. Among his clients are Copeland Products, Inc., 
Silent Automatic Corporation, Fruehauf Trailer Corp., National 
Association of Credit Jewelers, National Selected Mortic‘ans. 


WALTER MANN AND STAFF 
Graybar Building, New York 


Water MANN. Prior to forming this organization two years 
ago, Mr. Mann owned and operated a small copy service agency ; 
was in charge of House and Garden and the Spanish edition 
of Vogue for Conde Nast; vice president of News Poster 
division of the Elliott Service Co.; building, household and 
decoration specialist for one of the big women’s magazines; 
research director of an agency; research director of the Asso- 
ciation of National Advertisers. He is an associate editor of 
Sales Management in charge of Survey of Surveys. Ray B. 
Prescott (Associate), Also an associate editor of Sales Man- 
agement and a consulting economist and writer on statistics and 
distribution problems with special emphasis on the automotive 
industry. Formerly head of economic research of the General 
Motors Co. ARNoLD SCHNEIDER, Production Manager. Form- 
erly head of his own manufacturing business in the women’s 
apparel field; three years in resale work in toilet goods and 
cosmetic industry; research and sales development work with 
a building material company. ANNE WERNER, Staff Supervisor. 
In charge of fact-finding staff. Formerly research director 
of an industrial banking corporation. 

Walter Mann and Staff offers services as follows: (1) general 
economic surveys, (2) product development, (3) fact-finding 
(through a part time staff of 200 interviewers in 100 American 
cities and principal foreign countries), (4) local posting service 
and installation of window displays and counter cards, (5) 
publishers’ counsel. Among the clients of this organization 
are: American Radiator Co., Curtiss-Wright Corp., Oneida 
Community, Ltd., Sinclair Oil Co., Dorland Agency, Hanff- 


a Co., Household Magazine and Meredith Publishing 
0. 


W. A. McDERMID 
Graybar Building, New York 


An organization of four key men, specializing in merchandising 
and sales management counsel. ‘These men include specialists 
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BIGELOW, 


KENT, 
WILLARD 


AND CO., INC. 


Consulting Engineers 


and Accountants— 
| Merchandising 


Counselors 


Vv 
v 


Specialists 


in the coordination of Men, 
Money. Material, Machinery 
and Management to produce 
adequate business profits. 


Profits are commonly 
thought of as what remains 
after expenses are deducted. 
Profits should be the first de- 
duction—they are Capital's 
wages. For them the busi- 
ness exists. The task of 
merchandising is to first pro- 
vide for profits. 

* Adequate Profits” is the 
title given to a brochure out- 
lining the scope of service 
rendered by Bigelow, Kent, 
Willard & Company, Inc. IV 
A copy will be sent to iW 


executives upon request. 
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PRODUCT RESEARCH 
FIELD SURVEYS 
MARKET ANALYSIS 

STYLE TRENDS 


SALES ANALYSIS 
SALES TRAINING 
SALES QUOTAS 
MERCHANDISING 


PERCIVAL WHITE 


INCORPORATED 
MARKETING COUNSELORS 


25 West 45™ STREET 
New YORK 


PRELIMINARY CONSULTATION 
WITHOUT CHARGE 
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SALES COUNSELLORS, ETC. (Continued) 


in accounting and sales statistics, market survey and analysis. 
Their combined experience covers practical operation not only 
in sales but in general management over the past twenty years 
in seven major industries. The organization offers a confiden- 
tial service to a definitely limited number of clients. No names 
of clients are available for publication. The scope of this 
service, while specializing in sales and distribution problems, 
is such as to be extremely practical in such collateral fields as 
styling, inventory controls, budgetary management and under 
certain conditions, production and accounting. 


McDONALD BROTHERS 
United Shoe Machinery Building, Boston, Mass. 


JOHN ALLEN MURPHY 
420 Lexington Avenue, New York 


Mr. Murphy, who is an associate editor of SALES MANAGE- 
MENT and the author of “An Outline of Mergers” which 
appeared first in this magazine and is now in book form under 
the Harper imprint, acts as a sales and merchandising counsel, 
specializing in the making of surveys and the formation of 
concrete sales plans. When conditions make it advisable he 
hires and trains salesmen, and goes out in the field to check the 
practicality of proposed plans. Among the clients he has served 
are B. F. Sturtevant Co., Goodell-Pratt, Jenkins Bros., Bake- 
lite, and Rickard & Co. 


A. C. NIELSEN CO. 
4450 Ravenswood Avenue, Chicago, IIl. 


This company specializes in investigating the manufactured prod- 
uct in actual use, getting unbiased written opinions from the 
users of the product. 


MARQUIS REGAN, Inc. 
270 Madison Avenue, New York 
European Headquarters: Chase Bank Building, Paris 


Marguis REGAN, president and treasurer; H. T. McGI11, vice 
president; Rex REGAN, secretary. This organization (in its 
ninth year as a corporation) specializes in field sales laboratory, 
testing with actual distribution and sales, its conclusions from 
research and analysis. Five distinct departments are operated: 
Market Research, Statistical Analysis, Field Sales Tests, Sales 
Planning and Personnel. (Selecting, training and supplying 
able salesmen, supervisors and executives to clients.) Follow- 
ing the field analysis of salesmen’s working methods and re- 
sistances, members of the Regan staff work out improved meth- 
ods, operating as salesmen for the client. And the proved plans are 
then applied to the client’s entire organization. The distinctive 
feature of the Regan operating plan is that the service does not 
stop with reports and recommendations to management, but 
supervises the complete execution of plans to a successful result. 
Such operation, however, is conducted without interference 
with client authority. Increased net profits for the client is 
the definite objective for each service operation and no retainer 
is accepted unless the diagnosis shows that tangible results 
can be obtained. Every department of the manufacturer's 
business is taken into account in planning the work. As man- 
agement counsel, this organization plans and organizes produc- 
tion, costs and control methods, in addition to sales analysis and 
planning. A special feature is made of Sales Training and 
letters from clients indicate exceptional results. American 
clients are served abroad through the Paris organization, which 
also serves European manufacturers. All services are strictly 
confidential and are utilized by leading advertising agencies 
as well as manufacturers in connection with new business 
effort and client plans. The operation is on a fee basis and 
frequently includes bonuses for earned results. 


SHERMAN CORPORATION 
30 Milk Street, Boston, Mass., and 292 Madison Avenue, 
New York, N. Y. 


A division of this organization specializes on sales analysis, 
investigations and planning; a subsidiary helps to bring in- 
ventors in touch with manufacturers who have excess plant 
capacity, and to work out the merchandising plans for new 
products. 


STEVENSON, HARRISON & JORDAN 

111 West Washington Street, Chicago, Ill. 

Branches: New York City, Buffalo, Cleveland 
Executive officers: CHARLES R. Stevenson, G. CHARTER Har- 
RISON, J. P. Jorpan, T. M. Harrison, C. E. Murray. Man- 
agement engineers who do a great deal of sales counsel work. 
Do not specialize in any particular business but are especially 
familiar with the glass-bottle industry. The firm is a consolida- 
tion of three management engineering concerns, senior members 
having twenty years’ experience, 
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SALE S§S MANAGEMENT 


BUSINESS ANALYSTS, PLANNERS, 
ORGANIZERS 


The recent business depression has been beneficial in one way at least—making manufacturers stop 
and study their selling operations. Retrenchment was naturally the first step, but it was soon ap- 
parent that something more aggressive (and more constructive) was necessary to answer the 
question: “How can we make money on our reduced volume or prices?” 


Readjustment is the profitable and constructive form of retrenchment—over-hauling the entire 
machinery of operations to eliminate unprofitable methods. Properly carried through, it reduces 
selling and operating costs, intensifies sales effort, develops new markets, and coordinates sales and 
operating activities, so that larger net returns are assured. 


Such readjustment of production, distribution and sales effort requires skillful handling. Few com- 
panies have the facilities within themselves to gather and analyze the unbiased and pertinent facts 
and set them up for impartial conclusions. Time is the essense of profit-saving action. Specialists 
having the training and experience to go straight to the fundamentals without waste of time or mo- 
tion can bring about such readjustment more effectively and at lower cost than can possibly be done 
by the manufacturer himself. 


Also the outside viewpoint is invaluable, since we are all too close to our own businesses to get the 
best perspective. 


This organization is unique in that it not only analyzes and plans but, through its able field and ex- 
ecutive staff, carries approved recommendations to actual conclusion and accomplishment. The fol- 
lowing confidential services are well known to leading advertising agents and to many of America’s 
foremost manufacturers, our clients: 


SALES ENGINEERING: FORECASTING: SYSTEMS: 
PRODUCT ANALYSIS SALES QUOTAS SALES CONTROL 
MARKET RESEARCH INCOME—EXPENSE TIMELY REPORTS 
SALES ANALYSIS CASH BY MONTHS TRADE BUILDING 
FIELD SALES TESTS PRODUCTION SCHEDULES ADMINISTRATIVE 
SALES PLANNING PURCHASE SCHEDULES FACTORY COSTS 
SALES TRAINING PLANT CHANGES WAGE CONTROL 
FURNISHING PERSONNEL BUDGETING 


As counsel to management on annual retainer, we not only assist in meeting emergency situations, 
but assist the client constantly in anticipating changing conditions and in taking practical steps 
(with the cooperation of the entire personnel) to further intrench the business. 


One of our many services producing most unusual results, is the setting up of sales educational de- 
partments within the manufacturer's own organization, for research and training. 


Our sales diagnosis methods have repeatedly discovered those things in the business so “right”’ that 
by proper concentration, surprising results have been obtained. 


Charts and literature visualizing our services furnished on request. 


MARQUIS REGAN, INcorporatep 


Serving leading manufacturers in America and Europe 
270 MADISON AVENUE, NEW YORK 
Cable address *““Markregan” New York, all Codes 
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THE THOMPSON & LICHTNER CO.,, Inc. 

Statler Building, Boston, Mass. 

Engineering Building, Chicago, III. 
SANnForp E. TuHompson, President; WiLLt1AM Q. LIcHTNER, 
Vice-President and Treasurer; A. A. HAppEeN, Vice-President 
and Manager Western Division. Sales and Marketing Con- 
sultants: Gorton JAMES, R. E. RuNzHEIMER, C. L. WoopwortH, 
L. V. ALpEN. A complete engineering and management service 
with especial emphasis on the profitable operation of business. 
Merchandising service includes analysis of sales problems, mar- 
ket surveys, training, compensation and selection of salesmen, 
product research, merchandising and distribution plans. 


WILLIAM J. TIGHE 
1737 Graybar Building, 420 Lexington Avenue, New York. 


WILLIAM J. TIGHE, proprietor; formerly engaged in electrical 
engineering; Sales Analysis and Promotion Manager; Re- 
search Manager; Specialist in Business Analysis. Mr. Tighe 
calls his organization “The Fact-Finding Service Bureau,” 
and offers field surveys, sales analysis, preparation of sales 
manuals and presentations, development of sales and convention 
programs, graphic visualization of existing record, etc. 


PERCIVAL WHITE, Inc. 
25 West 45th Street, New York 


Since 1919 Mr. White has been actively engaged in market 
analysis, market research and marketing counsel. Market sur- 
veys, product research, style trends, sales quotas, sales analysis, 
sales manuals and pricing are among the services offered to 
clients. Mr. White is the author of “Market Analysis,” a best 
seller among business books, “Advertising Research,” “Fore- 
casting, Planning and Budgeting in Business Management,” and 
several other books on allied subjects. The home office staff 
of six executives is supplemented by more than three hundred 
investigators located in each of the one hundred main market- 
ing centers of the United States, and in several foreign countries. 


(See advertisement second preceding page) 


GEORGE L. WILLMAN, Inc. 
333 North Michigan Avenue, Chicago, IIl. 


_ Georce L. WILLMAN, President. For several years Advertising 
Manager and Branch Manager of a prominent automobile com- 
pany. Later in an executive capacity with Lord & Thomas & 
Logan and the Critchfield Advertising Agency. Present busi- 
ness established July, 1926. The organization runs an indi- 
vidualized service to meet special needs of different kinds. 
Practical plans are made based upon a thorough investigation ; 
methods of putting the plans into operation are adopted; then 
the Willman organization functions with the client in the direct 
operation of the plans; assumes responsibility for such things 
as selecting, hiring and training sales personnel, establishing 
quotas and sales control methods, developing sales education 
and promotion literature, etc. 


Sales Promotion Specialists 


AD-MAN DAVISON (E. Baynard Davison) 
Westport, Conn. 

Mr. Davison together with his executive staff consisting of 
CorrINE MacDowELL, manager, and Doris LAms, Chief of 
Staff, offers services in sales promotion ideas, plans, counsel 
and copy. At the present time 170 clients are receiving ser- 
vices from Mr. Davison’s organization by mail. He is the 
author of the well known book “The Master Letter Writer,” 
published by Harper & Brothers, New York. 


JOHN HANRAHAN 
50 East 42nd St., New York 


Mr. Hanrahan acts as a publisher’s counsel, specializing in the 
development of magazines. 


JAMES C. JOHNSON 
119 Woodbridge Avenue, Buffalo, N. Y. 


Mr. Johnson’s thirty-five years experience in salesmanship 
in print is applied to the working out of complete sales pro- 
grams for his clients, many of whom are subscribers to this 
magazine. 


SALES COUNSELLORS, ETC. (Continued) 


PHILIP KOBBE 
19 West 44th Street, New York 


Mr. Kobbé and his organization offer complete sales promotion 
service to both manufacturers and publishers. 


A. H. PAYNE 
15 East 40th Street, New York 


Services available on a part-time or fee basis in general sales 
promotion, including direct mail to dealers, counter material, 
designing window and store displays, editing house organs, 
preparing sales portfolios, sales letters, trade paper copy, etc. 


EDWARD H. SCHULZE 
285 Madison Avenue, New York 


Twenty years specializing in direct mail advertising and selling 
work. Remarkable success with sales letters. Associates: 
Gridley Adams, Gilbert Hodges, Phil Rosenbaum, A. W. Haas. 
Clients: H. W. Roberts Sons (Mail Order Cigars) served 
sixteen years. Pecano Manufacturing Company (Crushed 
Nuts) six years. American Agricultural Chemical Co., two 
years. Hillside National Bank, eight years. Frank Meyers, 
Publisher, ten years. McClure Pritchard & Co., Investments, 
two years. 


M. M. ZIMMERMAN 
49 West Forty-fifth Street, New York 


Mr. Zimmerman offers a personal service specializing in mar- 
ket investigations of merchandising problems and the prepara- 
tion of sales promotion campaigns. Prior to taking up this 
work he travelled extensively in various parts of the world 
making trade investigations and has been connected i in an execu- 
tive or editorial capacity with such companies as the Kolynos 
Co., Printers’ Ink, Belber Trunk and Bag Co., Edwards Rail- 
way Motor Car ca, Among his clients are: Standard Com- 
mercial Body Corp., Halizite Corp., El Paso Herald-Times 
Corp., Wm. F. Metten. 


Sales Training Specialists 


BUSINESS TRAINING CORP. 
350 Madison Ave., New York, N. Y. 


WittiAM H. Loucu, President; Davin RosENBLUM, Vice 
President. This experienced organization specializes in the 
preparation and supervision of sales training courses for sales- 
men, distributors and dealers of large companies. Their clients 
include many famous names. 


e . uv 

Personnel Advisors and Placement Agencies J , 
(Specializing in Sales and Advertising) reec 

R. W. BIXBY, Inc., redt 
118 Downtown Building, Buffalo, N. Y. prov 
WILLIAM L. FLETCHER, Inc., exp 
80 Federal Street, Boston, Mass. fact 
witl 


Publicity Counsel and Service 


The individuals and organizations listed below act as confi- app 
dential advisors to companies and associations and interpret 
their problems and “talking points” to the public through 


various media. of « 
EDWARD L. BERNAYS to a 
9 E. 46th St., New York, N. Y. mer 
FREDERICK HOLMAN HARVEY “B tha 
International Magazine Building, New York, N. Y. latt 
(See advertisement page 217) issu 

IVY LEE & ASSOCIATES = 4 
15 Broad St., New York, N. Y. <a 
PENDLETON DUDLEY = 
280 Broadway, New York, N. Y. this 
RIIS AND BONNER Poss 
270 Madison Ave., New York, N. Y. new 
THOMAS R. SHIPP, Inc. pap 


Abbee Building, Washington, D. C. 
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ADVERTISING 
MEDIA 


CIRCULATION AND RATES 


Essential Facts by Classes and Chief Groups 


UST as this issue goes to press, Roger W. Babson, in an 

address at a business conference in Wellesley Hills, Mass., 
recommended four points for making business better, viz: 
reduction in overhead; giving better value (that is, a better 
product) ; increase in research work; and greater advertising 
expenditures. “Perhaps advertising is the most important 
factor of all. Certainly advertising should go hand in hand 
with the other three factors. Therefore I wish to go on 
record as definitely advising the increase of advertising 
appropriations.” 

The condensed and simple arrangement of the details 
of circulation and rates given in this section is calculated 
to appeal to the busy executive—Mr. Babson had in mind— 
men who are more interested in planning general policies 
than in carrying out details. The man in charge of the 
latter needs the fuller information contained in monthly 
issues of Standard Rate and Data Service or which 
is obtainable from special representatives or publication 
Offices. 

Therefore the various divisions of advertising media in 
this section are arranged so as to facilitate as much as 
possible the work of planning campaigns on broad lines— 
newspapers in cities of 5,000 population or more by individual 
Papers, country weekly and semi-weekly newspapers by 
groups, magazines that carry most of the advertising by 
Ciasses based on dominant characteristics, farm publications 
of national and sectional range, trade papers carefully se- 
lected, outdoor advertising by principal cities, and radio 
brodcasting by national networks and stations. 

In the case of publications the effort has been to provide 


essential facts stripped of technicalities. For newspapers, 
circulations and the populations served (trading area as well 
as city), maximum or flat rates, and special representatives; 
for all other publications, circulations and black and white 
line or page rates; for outdoor advertising, sign space for 
paint and posters in large cities with cost; for radio broad- 
casting, national networks and key stations cover and time 
charges. Direct by mail advertising data will be found in 
the section of this book dealing with advertising materials 
because the facts about direct mail are not easily separated 
from the facts about its physical appliances. 

In his chapter on Marketing in the Hoover Committee 
Report on Recent Economic Changes, Professor Melvin T. 
Copeland of Harvard University remarks: “By stimulating 
demand, advertising has served as a stabilizing influence in 
some industries and as a means of securing economy in 
selling in other industries. It has exerted a strong influence 
cn changes in demand, and in some instances has tended 
to cause speculative buying to be supplanted by more orderly 
merchandising.” Spreading acceptance of these observations 
is steadily increasing the number of higher executives who 
wish to know for themselves how advertising appropriations 
can be used to the best advantage. For them, also, lists of 
the character here presented are of practical service, as 
time-saving guides. 

The design of this section, in short, is to provide a handy 
compendium of media for the purposes of the man who takes 
the engineer’s view of his work that concerns itself with the 
job as a whole before taking up the minute of execution. 
In this respect it is an essential part of the book as a whole. 
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NEWSPAPER CIRCULATIONS AND RATES 


With Populations of Cities and Trading Zones 


[The data following have been compiled and arranged with a 
view to making of them a handy and useful guide in outlining or 
considering merchandising and advertising campaigns. For ex- 
act details the fuller information to be found in Standard Rate 


sertions ordered. Flat rates are plainly marked. Sunday edi- 
tions appear separately with their circulations and rates. In the 
case of morning and evening papers put out by the same pub- 
lisher the rule followed is to show individual circulation and rate 


and Data must be consulted. The list of newspapers is limited, where use of either or both is voluntary, combined circulation - 
to bring it within reasonable compass, to papers having a total being added on a separate line when the combination involves a 
circulation of 5,000 or more. To indicate at a glance the positive change in the sum of the two independent rates. Where cube a 
and potential buying units of each market, trading zone popula- combined circulation is sold to national advertisers, the total 
tions as well as city populations are given in each case. Figures circulation and the rate charged for it are given. Single owner- 
from the latest Census (1930) are used wherever given for cities; ship of papers of different names published in the same city is Sé 
Standard Rate and Data estimates for trading zones. Only the indicated by brackets. Special representatives are shown by 
maximum rate per line is given wherever the card shows a scale key numbers appearing in a list of representatives with their S! 
of discounts based on volume of space taken or number of in- addresses printed on pages 252-253.] 
State, City and Newspaper Total Gross |Representatives State, City and Newspaper Total Gross | Representatives Sé 
§With Populations of Cities Circu- | Origin) Rate y key §With Populations of Cities Circu- | Origin} Rate by key 
and Trading Zones lation Per Line} numbers* and Trading Zones lation Per Line] numbers* SA 
ALABAMA CALIFORNIA 
ANNISTON (22,280-125,000) (Continued) 
Star (E & S) 6,643 | Govt| .045f 56 SI 
: BERKELEY (31,543) 
BIRMINGHAM (257,657-600,000) ’ ’ 
Age Herald & News (Mt &E) 132,622 ABC 21 77 Gazette (E) 7,440 | ABC | .05 130-126 
Age Herald ews 126,829 30 77 EUREKA (15,744-40,000) 
Post (E) 71,028 | ABC | .15f 143 Humboldt Standard (E) 6,033 | ABC | .OSf 110 ™ 
DECATUR (15,447-135,000) Humboldt Times (M&S 6,591 | ABC] .O5£ 99-126 
Daily (E) 7,064 | Govt] .05f 56 FRESNO (52,558-125,000) — :' 
he Bee (E & S) 30,160 | ABC} .10 122 cc 
FLORENCE (11,733-65,000) eo , ; é ; 
Times-News (E & S) 5,131 | Govt | .045f ieee Republican (M & S) 27,437 | AB .10£ 168-12 
GLENDALE (62,607-100,000) ( 
GADSDEN ( 23,899-150,000) — | 
Times (E & 8) 7,484 | ABC} .05357f] None aesasieiendnans | aa Te DI 
HUNTSVILLE (11,523-250,000) a _ er : 
: - ’ Citizen (E) 19,252 | ABC] .O9f 38-126 i 
Times (E & S) 5,267 |} ABC] .04f None News (E) | 20,897 | ABC] .06f 110 ] 
] 
MOBILE (65,817-220,000) = 
News-Item & Register (M & E) 41,385 | ABC] .13f 16 VPreseTelerram (3 a ies | 49,282 | ABC| .14f 168 GR 
—< sy al cee rete red Sun (M & S) | 27,887 | ABC | .08i 110 
egister (S ; r 
| . 
MONTGOMERY (65,801-376,000) we | a 
Advertiser (M) 25,262 | ABC | .08f 77 Examiner (M) | | 205,818 | ABC| .48 57-25-8-87-49 ; 
Advertiser (S) 26,345 | ABC} .10f “0 : 3)" "317 BC -25- 
Joseusl (E) Sessa | amcl agate 44 Examiner (S) 457,317 ABC 84 57-25-8 
xpress (E) | 137,437 | J oa 122 PU 
SELMA (18,004-54,697) Herald (E) | 232,052 ABC ad 89-108-112-68 ( 
Times-Journal (E & S) 6,098 | Govt] .04f None sey — iy tows () yee, ia 7 oy : 
|| Times (M) | 171,076 | ABC] .37 12-168 
eer. (20,610) oy ee em wn || Times (S) | 262,904 | ABC | .51 12-168 a 
’ | 
MARYSVILLE (5,760- - 000) | 3 s 
ARIZONA Appeal-Democrat (E 5,468 | ABC | .04f 152 BR 
PHOENIX (47,950-225,000) MODESTO (15,063- 45 ,000) I 
Gazette (E) ’ 15,241 | ABC | .06f 99 News-Herald (M & E) | 10,762 | ABC} .06f 122 ] 
Republican (M) 34,208 | ABC] .11f 168-110 News-Herald (E z S) | 10,797 | ABC | .06f 122 I 
Republican (S) $7,595 | ABC] .12f 168-110 OAKLAND (284,213- ae | 
84,213-648,623) 
TUSCON (32,449-50,000) Post-Enquirer (E) | 57,872 | ABC| ast | 158-146 BR 
a ae S & S) rere rer = 150-107-12 Tribune (E & S) | 80,676 | ABC] .21f 168 ] 
itizen ; 38-126 
PARADE (75,875) ‘ cies | i 1 
t (E) 12,986 | £ .06f; 110 
ARKANSAS Star-News (B) | 20,688 | ABC | .09f; | 168 7 
ee Oe : POMONA (20,695-35,000) | HA 
News & Times (M & 8,947 | ABC} .07f 6 = ( 
News (S) 7,994 | ABC] .07f 6 Progress-Bulletin (E) | 7,183 | ABC} .045f 110 ( 
FORT SMITH (31,434-150,000) RIVERSIDE (30,654-40,000) - 7 
Times Record &, Southwest Press (E) | 7,322 | ABC] .04f 110 MA 
American ( E) 23,681 | ABC | .10£ 132 
Times Record (S) 24,639 | ABC | .10f 132 = —_————Aee ee ‘ita I 
ONESBORO (10,309 Union (M) 15.382 | ABC 06f 91-39 ME 
J Tribune (E Ar ) 5,638 | Govt] .03f 6 | Union (S) | 16,193 | ABC} .O7f 91-39 } 
LITTLE ROCK (81,624-540,000) | SAN BERNARDINO) | 
Arkansas Democrat (E &S) 36,152 | ABC | .10f 16 |}, (37,453-105,500) | MI 
M Sun & Telegram (M &E) 15,694 | ABC | .07 110 F 
Arkansas Gazette (M) 41,955 | ABC} .12f 19 > N. rd ) , : 
Arkansas Gazette (S) 48,160 | ABC | .14f 19 || Sun & Telegram (E & S) 15,925 | ABC | .07f 110 NA 
PINE BLUFF (20,762-188,597) SAN DIEGO (147,897-180,000) d 
Commercial (E) 7,184 | ABC | .045f 3 Sun (E) 20,799 | ABC | .O7f 143 NE 
Graphic (M & S) 5,295 | ABC | .04f 9 Union & Tribune (M & E) 58,367 | ABC] .14f 110 - r 
Union (S) 40,925 | ABC] .14f 110 
CALIFORNIA Tribune & Union (Sat. & S.) 69,062 | ABC | .16f 110 R 
N : 
ALHAMBRA (29,450-37,000) SAN FRANCISCO : 
Post-Advocate (E) 7,766 | ABC} .05f 110 (625,974-1,500,000) R 
Call-Bulletin (E) 124,338 | ABC] .32 89-108-112-146 T 
a ~_ oe ‘ Saar > gre oe .28 1 er 
‘imes-Star (E : ovt| .04 20-126 ronicle 162,422 Oat (Bex: 168-1 NE’ 
| Examiner (M) 187,031 | ABC} .50 57-25-8-87 . 
BAKERSFIELD (26,178-30,000) | Examiner (S) 387,034 | ABC | .80 57-25-8-87 
Californian (E) 12,134 | ABC] .055f 54-18-110 || News (E) 93;587 | ABC | .20f 142 — 
| | F 
* For names and addresses see Pages 252-253. § City populations, and trading zone populations wherever the latter are avail- abl 
f Indicates flat rate newspaper. able, follow names of cities. ae 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 
State, City and Newspaper Total Gross |Representatives State, City and Newspaper Total Gross | Representatives 
§With Populations of Cities Circu- | Origin} Rate by key §With Populations of Cities Circu- | Origin} Rate by key 
and Trading Zones lation Per Line} numbers* || and Trading Zones lation Per Line number* 
_—en — = — 
| | | 
CALIFORNIA | | CONNECTICUT | 
(Continued) | | (Continued) 
SAN JOSE (57,547-130,000) || NORWALK (35,961-34,000) 
Mercury Herald (M & S) 21,335 | ABC | .075£ 86-110 || Hour (E) 7,694 | ABC} .045 40 
News (E) 12,150 | ABC | .O5f 20-126 South Norwalk Sentinel (E) 5,887 | Govt] .06 105 
SAN PEDRO (40,000-60,000) NORWICH (32,103-75,000) 
News-Pilot (E) 9,405 | ABC | .06f 110 Bulletin & Record (M & E) 17,727 | Govt} .12 None 
SANTA ANA (30,166-61,375) STAMFORD (56,532-80,000) 
Register (E & S) 12,886 | ABC | .06f 38-126 Advocate (E) 12,680 | ABC} .08 105 
SANTA BARBARA (33,544-45,000 TORRINGTON (26,072) 
News (E) 7,195 | ABC | .045f 150-107-126 Register (E) 6,051 | Govt.| .06 105 
Press (M & S) 7,300 | ABC | .045f 110 
WATERBURY (i01,025-160,000) 
SANTA MONICA (36,993-100,000 Democrat (E) 11,193 | ABC] .10 105 
Outlook (E) 8,940 | ABC | .84"f 110 Republican & American (M&E) 27,187 | ABC} .10 58 
| Republican & American (S & E) 33,605 | ABC | .10 58 
SANTA ROSA (10,733-60,000). | 
ress- Democrat epublican | 
mh &®) 2. ale 12,482 | Govt | .07 126 | DELAWARE 
'ress- Democrat epublican 1] ' 
(E & S) 12,482 | Govt | .07 126 "eer Becca sia 18,218 | ABC | .08 18 
STOCKTON (4,590-100,000 | Eyssioe Feurmal aoa | ABC 30, | 15 
Independent (M) 8,013 | Govt | .045f 110 Star (S) 13.718 ABC “06f 71 
Record (E) 19,781 | ABC | .08f 168 \| oe . 
=. 5,044 | ABC | .045f | 110 (DIST. OF COLUMBIA 
sai ’ || WASHINGTON (485,716-812,946) 
COLORADO || Herald (M) 62.047 | ABC | .15i $7-25-8-87 
| : 139,225 di -25-8-87 
COLORADO SPRINGS \ News (E) 57.711 aoe .20 143 
(32,550-57,893) ; || Post (M) 73,935 | ABC] .30 13 
Gazette & Telegraph (M & E) 12,492 | ABC | .08f 75 | Star (E & S) 109'507 | ABC | .25f 94-24 
Gazette-Telegraph (S) 11,826 | ABC | .08f 75 || Times (E) 100.365 | ABC | .22¢£ 15-167-33 
DENVER (287,728-350,000) | 
Post () 160,243 ABC 308 91-39 | FLORIDA 
Post (S) 288,640 .50 91-39 : 
Rocky Mountain News (M) 40,265 | ABC | .16f 143 | arte : — 
Rocky Mountain News (S) 54,302 | ABC | .20f 143 | i 5,189 | ABC} .06 56 
N JACKSONVILEE (129,682-300,000) 
PREO.A8-30,000) | Bests Zimer Union e463 | ABC| ctor | Go.t3e 
i 2 .035f N ‘i 79. P - 
Sentinel (E & S) 5,385 | ABC None | Journal (E) 33123 | ABC | 10f 75 
GREELEY (12,141-60,000) 
- : © || LAKELAND (18,549-67,000) 
Tribune-Republican (M & E) 5,746 | ABC | .04f None | “Ledger & Star-Telegram (E & S) 7,020 | ABC | .0Osf 19 
PUEBLO (50,102-97,500) | ‘ 
Chieftain (M & © .. | ho eee (Ce — 47,808 | ABC| .11f | 99-84 
Star-Journal (E & S) | 11,925 | ABC} .05 99 Herald (S) 48°734 | ABC "126 99-84 
CONNECTICUT | News (E & S) 38,272 | ABC | .07f 70-87 
ANSONIA (19,860) ORLANDO (27,263-60,000) 
Sentinel (E) 7,653 | ABC | .0Sf 75 Reporter-Star (E & S) 7,699 | ABC | .06f 18 
BRIDGEPORT (147,206-236,975) panes ionptin an = 
Herald (S . , 65,626 | ABC] .15¢ 129 PENSACOLA (31,455-75,000) 
Post & Telegram (M & E) 47,657 | ABC] .15f 58 Journal-News (M & E) 16,370 | ABC | .09 75 
i E eae ro = 58 Journa! (S) 10,945 | ABC | .09 75 
i t' 9 .07 
nenciemliaeed " ” ST. PETERSBURG (39,504-80,000) 
BRISTOL (28,402) Alndependent (E) 12,780 | ABC | .07£ 37-66 
Press (E 5,485 | Govt | .60" 64 Times (M) 13,939 | ABC | .07£ 157 
|| Times (S) 18,600 | ABC | .08f 157 
DANBURY (21,615-46,777) | 
News (E) 7,011 | ABC} .42" None TAMPA (100,910-335,000) 
Times (E) 7,021 | Govt | .025f 4 Times (E) 24,051 | ABC | .10f 19 
Tribune (M) 45,211 | ABC] .13f 9-138 
HARTFORD (162,372-375,000) Tribune (S) 51,928 | ABC | .15f 9-138 
Courant (M) 41,139 | ABC | .10f 58 | 
Courant (S) 63,923 | ABC | .15f 58 WEST PALM BEACH 
Times (E) 62,385 | ABC | .15f 99 P iy ang ee M 
alm Beach Post (M) 10,342 | ABC | .07f 
MANCHESTER (17,416-32,000) Palm Beach Post (S) 10871 ABC } .09f : 
Herald (E) 5,020 | ABC| .oss | 64 Palm Beach Times (E) 6,627 | ABC | .06f 75 
MERIDEN (38,452-78,000) 
Journal (E) 8,347 | ABC| .0ss_ | 105 GEORGIA 
Record (M) 9,202 | ABC | .055 58 ALBANY (14,489-260,000) i ‘a 
MIDDLETOWN (24,422-50,000) Herald (E) 5.821 | ABC) - 
Press (E) 8,756 | ABC | .07 105 ATLANTA (359,668-1,215,736) pm Pe dass 
ituti : 7,848 18f i- 
NAUGATUCK (14,277) Constitution (M); bok 7. 
Nowe 5102 | Gove] os | 6 coaeP 138208 | ABC] 2 | og 
NEW BRITAIN (67,843-109,074) iene ia. iS 
Herald (E) 15,050 | ABC | .10 4-114 Journal (8) 137,185 | ABC | .20% a6 
Record (E) 13,705 | Govt | .07 64 — ; j 
N ¥ AUGUSTA (59,588-350,000) 
EW HAVEN (162,650-296,000) Pte eM & S) 16,132 | ABC | .06f 18 
Journal-Courier (M 19,852 | ABC | .10 105 15'885 | ABC | .0Sf 46 
egister (E & S) 57,108 | Govt | .17 105 Herald (E & S) , : 
imes (E) 16,117 | ABC | .07 9 
COLUMBUS (42,871-200,000) 
NEW LONDON (27,827-70,000) Enquirer Sun (M & S 7,074 | ABC | .10f =| 16 
Day (E) 14,002 | ABC | .10 58 Ledger (E & S) 20,408 | ABC | .10f 16 


* For names and addresses see Pages 252-253. 


f Indicates flat rate newspaper. 


§ City populations, and trading zone populations wherever the latter are avail- 


able, follow names of cities. 


See Adv. on Page 228. 
A See Adv. on Page 228. 


MANAGEMENT 


There’s Business for You 


in ST. PETERSBURG 


FLORIDA’S Important 


4th MARKET 


OURTH city of Florida . . . second largest resort 

center of the South . . . one of the most prosperous 

communities of America . . . that’s St. Petersburg, 
Florida's 4th Market! 


Its 40,502 year-round population (U. S. Census of 
1930) and its rich trade area of Pinellas County present 
sales opportunities for every month of the year. 


And “when winter comes’—and the thousands of 
tourists arrive from all parts of the country, St. Peters- 
burg offers a market that has few equals for per capita 
buying power. During its long season from November 
to May, more than 150,000 tourists come to St. Peters- 
burg. They not only spend here some $20,000,000, but 
they make up a perfect cross-section of the national mar- 
ket, an ideal opportunity for your “try-out”’ campaign. 
Complete coverage in St. Petersburg is provided through 
the city’s two dailies—and only through them. No out- 
side paper has as much as 250 daily circulation here. 
Before making up your next schedule, get full information 
about Florida’s 4th Market. St. Petersburg News: 
papers’ Service, a joint marketing bureau established by 
the city’s two dailies, will give you complete and accurate 


ST. PETERSBURG 


NEWSPAPERS’ SERVICE 


REPRESENTING 


St. Petersburg Times 


TueEIs-StmPson Co. - National Representatives 


Che Evening Mndependent 


Tuomas F. Crark, Inc. - National Representatives 


NEWSPAPER CIRCULATIONS 
AND RATES (Continued) 


State, City and Newspaper Total Gross |Representatives 
§With Populations of Cities Circu- Origin} Rate y key 
and Trading Zones lation Per Line} numbers* 
GEORGIA 
(Continued) 
LAGRANGE (19,998-75 ,000) 
News (E & S) 7,565 | Govt] .04f 20-126 
MACON (53,866-500,000) 
News (E 14,677 | ABC] .15 16 
Telegragh (M & S) 28,535 | ABC] .15f 16 
ROME (21,835-40,000) 
News-Tribune (E & S) 5,705 | ABC | .045f None 
SAVANNAH (84,714-371,576) 
ews 23,254 | ABC | .07f 46-84 
News (S) 22,434 | ABC] .O7f 46-84 
Press (E) 19,309 | ABC] .O5f 19 
IDAHO 
BOISE (20,460-120, 4 
Capital-News(E 14,837 | ABC] .06 58 
Idaho Statesman iM & S) 15,977 | ABC | .06f 132 
IDAHO FALLS .(9,386-60,000) 
Post (E & S) 6,381 | Govt] .04f 130 
LEWISTON (6,574-85,000) 
Tribune (M & S) 5,310 | Govt | .04£ 27 
TWIN ere ‘ra 000) 
Post (E & S 5,285 | ABC | .04f 130 
ILLINOIS 
ALTON (30,184-50,000) 
Telegraph (E) 13,139 | ABC | .06f 73 
AURORA (49,522-83,000) 
Beacon-News (E & S) 20,601 | ABC |} .08f 110 
BELLEVILLE (28,367-50,000) 
Advocate (E) 7.154 | ABC | .035f 73 
News-Democrat (E) 10,997 | Govt | .025f None 
BLOOMINGTON ° 883-170,000) 
Pantagraph (E& S 25,133: | ABC | 16 46 
CAIRO (13,525-116,783) 
Citizen (E) 5,392 | ABC] .055 73 
CANTON (11,751-50,000) 
Ledger & Register (E) 5,779 | ABC | .04f 2 
CENTRALIA (12,559-67,000) 
Sentinel (E) 6,597 |ABC |.04 None 
CHAMPAIGN (20,332-89,189) 
News-Gazette (E & S) 15,138 | ABC] .06f 1 
CHICAGO (3,373,753-3,835,000) 
American (E) 569,167 | ABC | .75f 15-33 
Herald-Examiner (M) 406,484 | ABC] .65f 13 
Herald-Examiner (S) 1,193,962 | ABC |1.25f 13 
News (E) 458,223 | ABC | .70f 169-142-85-60 
Post (E) 52,938 | ABC | .30 77 
Times (E) 142,625 | ABC | ..32 138-47 
Tribune (M) 845,895 | ABC | 1.40 100-52-172- 
Tribune (S) 1,184,261 | ABC | 1.75 173-174 
DANVILLE (36,646-132,168) 
Commerical-News (E &S) 29,629 j|ABC | 09 147-131 
DECATUR (57,378-180,790) | 
Herald (M & E) 28,333 | ABC | .O7f 46 
Herald (S) 28,089 | ABC | .07f 46 
Review (E & S) 27.098 | ABC | .07f 32 
DIXON (9,897-27,750) | 
Telegraph (E) 5,269 | ABC | .04£ 2 
EAST ST. LOUIS (74,315-175,000) 
Journal (E & S) 10,822 | ABC} .08 73-17-96 
EDWARDSVILLE (6,211-50,000) 
Intelligencer (E) 5,802 | Govt] .04 139 
ELGIN (35,806-75,000) ‘ 
Courier-News (E) 17,146 | ABC} .O7f 110 
EVANSTON (61,766-90,000) 
News-Index (E) 7,980 | ABC | .OSf 91-39 
FREEPORT (22,026-100,000) 
Journal Standard (E) 10,542 | ABC | .OSf 2 
GALESBURG (28,702-100,000) 
Register Mail (E) 20,089 | ABC | .06f Z 
JACKSONVILLE (17, Bags 7 ~~ 
Courier & Journal (M & 6,614 | ABC | .045f 73 


* For names and addresses see Pages 252-253. 
§ City populations, and trading zone populations wherever the latter are avail- 


able, follow names of cities. 


f Indicates flat rate newspaper. 
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The INNER CIRCLE 


of the 


ADVERTISING TARGET 


e e e is Chicago’s forty- 
mile zone. 


WhitehallO NEWACO 


musKEGGNT ~ ~~ 
Muskegon ® -4 


-——— —— = 


e e e Where sales outlets 
are frequent and responsive. 


NVIOIHIIN 


e e e Where local reader 
interest is strongest. 


e e e Where national cam- 
paigns are supported by 
dealer advertising of the 
same product. 


---—-4 VE 


R 
. T 
a Cnagenngnny cite WARREN on 


— 40-mile area are con- e . S where 95 per cent of 
ee or ak wah onesie pcg po eto the more than 440,000 circu- 


the 100-mile zone, including «os 

id paper advertising adds 
82% of all grocery, 85% of 7 e T C 6 e 
all meats and 80% of all drug from 70% to 100% to lation of he hicago Daily 
outlets. the total cost for black 
17% of its population. and white space and 


oe ee win ae he ance. News is concentrated. 


News circulation. 


Because of the larger sales volume per unit in the metro- The logical medium for the 


politan area, it is probable that the retail outlets of the 
forty-mile zone do between eighty and ninety per cent of 


the total business in the hundred-mile zone. logical Ch icago market 


THE CHICAGO DAILY NEWS 


Chicago’s Home Newspaper 


ADVERTISING REPRESENTATIVES: 


CHICAGO NEW YORK DETROIT 
Home Office John B. Woodward, Inc. Joseph R. Scolaro 
Daily News Plaza 110 E. 42 St. 3-241 General Motors Bldg. 

Tel. Dearborn 1111 Tel. Ashland 2770 Tel. Empire 7810 
SAN FRANCISCO ATLANTA 
C. Geo. Krogness A. D. Grant 

303 Crocker lst Nat’! Bank Bldg. 711-712 Glenn Bldg. 

Tel. Douglas 7892 Tel. Walnut 8902 


Member of The 100,000 Group of American Cities 


SALE S 


MANAGEMENT 


NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Newspaper Total Gross |Representatives State, City and Newspaper Total _, | Gross |Representatives 
§With Populations of Cities Circu- Origin} Rate by key With Populations of Cities Circu- Origin] Rate y key 
and Trading Zones lation Per Line} numbers* and Trading Zones lation Per Line} numbers* 
ILLINOIS ||ROCK ISLAND (34,245-150,000) 13,757 | ABC} .065f | 2 
(Continued) Argus (E) 
JOLIET (41,753-100,000) SPRINGFIELD (71,857-350,000) 36,462 | ABC | .08f 110 
Herald-News (E & S) 21,853 | ABC | .08f 110 Illinois State-Journal (M & S) 34,515 | ABC] .08f 158 
Illinois State-Register (E & S) 
KANAKEE (19,636-85,000) 
News (E) 5,939 | ABC | .04 139 STERLING (10,013-45,000) 
Republican (E) 9,190 | ABC | .04 73 Gazette (E) 7,101 | ABC} .045 2 
KEWANEE (17,901-90,000) STREATOR (14,716-44,316) 
Star-Courier (E) 9,242 | ABC | .05 32 Times Press (E) 7,478 | ABC | .045f 2 
LA SALLE (13,092-56,000) WAUKEGAN (33,434-67,000) 
Post-Tribune (E) 8,403 | ABC | .045f 2 News-Sun (E See Col. 1 | ABC} .10 139 
Consolidated April 1, 1930. 
MACOMB (8,298-40,000) New Cir ati figure 
Journal (E) 6,607 | Govt] .04 73 pr a 
MATTOON (15,620-25,000) 
ournal-Gazette & Commercia! 
Jontee (E) 5,906 | ABC| .so"e | 2 INDIANA 
MOLINE (32,330-150,000) ANDERSON (39,788-100,000) 
Dispatch (E) 14,680 | ABC | .065f 2 Bulletin (E) 13,770 | ABC] .045f 7 
Herald (M & S) 8,945 | ABC | .08 105 
MONMOUTH (8,782-30,000) 
Review-Atlas (E) 5,241 | ABC | .035f 76 BLOOMINGTON (18,214-40,000) 
Telephone (E) 5,642 | Govt | .04 139 
MOUNT VERNON (12,543-60,000) orld (E) 5,278 | ABC | .03f 27 
Register-News (E) 7,271 | ABC} .04 | 73 
COLUMBUS (9,887-40,000) 
OTTAWA (15,042-48,000) Republican (E) 5,122 | ABC | .03f None 
Republican-Times (E) 7,623 | ABC | .045f 2 
CRAWFORDSVILLE 
PARIS (7,985) (10,319-38,000) 
Beacon-News (E) 5,809 | Govt | .04 2 Journal and Review (M) 10,041 | ABC} .05 73 
PEORIA (105,155-161,757) ELKHART (33,195-70,000) 
Journal-Transcript (M & E) 41,308 | ABC | .12 46 Truth (E) 14,571 | ABC | .055f 1 
Journal-Transcript (S) 34,701 | ABC} .12 46 
Star (E & S) 32,929 | ABC | .10 55 EVANSVILLE (98,963-533,575) 
Courier ( 31,151 | ABC | .08f 147-126 
QUINCY (39,221-325,685) Journal (E) 10,988 | ABC} .04f 147-126 
Herald Whig (E & S) 29,491 | ABC} .1if 2 Courier & Journal (M & E) 42,139 | ABC} .10f 147-136 
Herald Whig (S) 29,774 | ABC} .12f 2 Courier-Journal (S) 33,122 | ABC] .08f 147-126 
Press (E) 23,916 | ABC | .06f 143 
ROCKFORD (84,954-225,000) 
Register-Gazette & Star (M & E) 39,143 | ABC | .12f 77 FORT WAYNE (115,121-300,000) 
Register-Gazette & Star (E & S) 42,005 | ABC | .12f 77 Journal-Gazette (M & S) 45,974 | ABC} .09f 147 
Republic (E) 22,007 | ABC | .10 20-126 News-Sentinel (E) 49,880 | ABC | .12f 2 


* For names and addresses see Pages 268-269. 


f Indicates flat rate newspaper 


§ City populations, and trading zone populations wherever the latterare avail- 


able, follow names of cities. 


MEMBER 


100,000 GROUP 


OF 


AMERICAN 


Cities 


» » » and more than 


80% 


of these Families 


read »» » 


PEORIA 
JOURNAL-TRANSCRI 


Chas. H. Eddy Co., National Representative » » » Chicago » New York » Boston 


FIRST IN PEORIA....IN NEWS....CIRCULATION....ADVERTISING 


on 


lal 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 
l 
State, City and Newspaper Total Gross |Representatives|| State, City and Newspaper Total Gross | Representatives 
§With Populations of Cities Circu- Origin) Rate by key §With Populations of Cities Circu- Origin} Rate by key 
and Trading Zones lation Per Line numbers* and Trading Zones lation {Per Line} numbers* 
iil jena enema sania 
INDIANA | | | IOWA 
(Continued) | (Continued) 
FRANKFORT (12,169-26,000 | || DES MOINES (142,468-890,858) 
Times (M) | 8,109 | Govt] .06 } 139 | Register & Tribune (M & E) 240,195 | ABC] .45 
| | | Register (S) | 199,310 |} ABC} .45 81-123-142 

GARY (97,420-250,000) | Tribune & Register (E&S) | 317,383 | ABC| 65 34-12 
Post-Tribune (E) 20,662 | ABC} .10 | 20-60-126 1 Register (M & S) | 321,432 | ABC] .65 

| } | 

HAMMOND (64,104-200,000) | || DUBUQUE (41,678-289,000) | 
Times (E) } 23,341 | Govt] .10 | 20-60-126 || Telegraph Herald & Times | 

| | || Journal (E & S) 33,836 | ABC | .10f 1 

HUNTINGTON (13,415-40,000) | 
Herald-Press (E) 7,181 | ABC | .07 | 139 || FORT DODGE (21,860-234,000) 

, | | || Messenger & Chronicle (E) 12,877 | ABC} .06f 130 

INDIANAPOLIS (362,527-900,000) | i| | | 
News (E) | 141,144 | ABC} .27f | 94-24 \|FORT MADISON (13,677-35,000) 

Star (M) | 116,436 | ABC | .20f | a || Democrat (E) 5,225 | ABC} .04 | 44 
Star (S) 154,248 | ABC | .27f | 77 ! | 
Times (E) 74,021 | ABC] .15f 143 IOWA CITY (15,195-55,000) | 

|| Press-Citizen (E) 7,125 | ABC} .04 38 

KOKOMO (32,820-51,700) | | | 

Tribune (E) ; |See Col. 1 | ABC | .07 2 || KEOKUK (15,092-81,972) 
Consolidated with Dispatch | || Gate City (E) 6,423 | ABC} .04f 2 
May 31, 1930. New circu- | 
lation figures not available. | || MARSHALLTOWN 
|| (17,280-80,000) 

LAFAYETTE (26,165-88,000) Times-Republican (E) 10,075 | ABC | .05f£ None 

Journal & Courier (M & E) 24,359 | ABC | .07f 1-126 
‘MASON CITY (23,273-153,000) 

LA PORTE (17,190-44,000) | Globe-Gazette & Times (E) 17,709 | ABC | .07 | 32 
Herald-Argus (E) 7,006 | Govt | .04f 1 | 

| MUSCATINE (16,770-79,805) } 

LOGANSPORT (18,462-60,000) |} Journal & News-Tribune (E) 8,197 | ABC | .04f 32 
Pharos-Tribune (E) | 12,775 | ABC | .05f i || 
Press (M & S) 10,204 | ABC} .045f | 2 OSKALOOSA (10,120-40,000) 

| Herald (E) 5,400 | Govt} .035f | None 

MARION (24,130-54,500) 
Chronicle (E) 10,997 | ABC | .075 | 157 ||OTTUMWA (27,849-151,991 | | 
Leader-Tribune (M & S) 10,225 | ABC| .075 | 157 | Courier (E) 15,477 | ABC} .o6f | 32 

MICHIGAN CITY (26,785) || SIOUX CITY (79,031-788,472) | | 
News (E) 5,846 | Govt} .045 | 73 |} Journal (M & E) 68,584 | ABC | .13f | 32-119-12 

i| Journal (S) 52,327 | ABC | .13£ | 32-119-12 

MUNCIE (46,517-150,000) | || Journal (M & E & S) 120,911 | ABC} .23f | 32-119-12 
Press (E) 13,325 | ABC]! .05 | 134-135 | Tribune (E) 70,308 | ABC | .15f | 168 
Star (M &S) 24,238 | ABC | .08f | 77 } i 

| ‘| VINTON (3,370-25,000) | } 
NEW CASTLE (13,966-41,000) | Cedar Valley Times (E) 5,290 | Govt! .04f 44 
Courier-Times (E) See Col. 1 | ABC | .07 | 139 
Consolidated July 3, 1930. New | | WATERLOO (45,969-200,000) 
circulation figures not available \} Courier (E) 21,198 | ABC! .O8f | 451 
| || Tribune (M & S) 17,916 | ABC | O7f 147-126 

PERU (12,718-28,600) , : . te 
Tribune (E) 6,775 | Govt | .045f | 73 KANSAS | | | 

RICHMOND (32,561-155 || ARKANSAS CITY (13,940-60,000) 

Item (M &S) 14,769 | ABC| .11 | 18 | 
Palladium (E) 13'746 | ABC | (11 18 The Traveler (E) 6,209 | ABC | .05f 75 
| ATCHISON (13,019-30,000) 

SOUTH BEND (103,694-300,000) } y ¥ 
News-Times (E & 'S) 30,287 | ABC | .08f | 91-39 Globe (B) ae) ae) ae | oa 
Tribune (E & S) 31,691 | ABC | .08f | 151 || COFFEYVILLE (16,188) | 

— bs ~ | - 

i ary “ges ees | , Journal (E) 6,906 | Govt | .05f 75 

‘ost & Star (M ) } 43,051 | ABC} .12 Fa || DODGE CITY (8,098) } 
Star (S) | 21,396 | ABC} .O7f + | 77 ee Pas 
Tribune (E & S) | 25260 | ABC | .06f | 147-126 || nee a aa |S 
||EMPORIA (13,687-27,000) 

VINCENNES (17,532-75,000) 5 
Commercial (M & S) 6,416 | ABC] .04f 20 | Coste <2) | CE) Ae ae = 
Sun (E) 7,053 | ABC | .04f 54 || HUTCHINSON (27,080-75,000) | 

| Herald & News (M & E) | 28,391 | ABC} .12f 75 
WABASH (8,915-42,000) | Herald & News (E & S) | 29,303 | ABC} .12f 75 
Plain Dealer (E) | 6,022 | Govt | .04f 73 | 
| | INDEPENDENCE (12,773-45,000) * G ‘ 
| Reporter (E) 6,011 ovt | .05 75 
IOWA | /KANSAS re (122,327-149,131 | 

BOONE (11,874-54,300) | 

News-Republican (E) 5,612 | ABC | .65" None come ) | sceaieds innted lant a 
LAWRENCE (13,708-40,000) | 

BURLINGTON (26,719-150,000) Journal-World (E) | 6,189 | ABC} .04 1-76 
Gazette (E) 12,766 | ABC | .05£ 147-126 | 
Hawk-Eye (M & S) 11,385 | ABC} .05f 32 eee (17,449-40,000) | 

Times (E&S | 7,238 | ABC} .0Sf 130 

CEDAR RAPIDS (55,939-180,000) ; 

“ " ||OTTAWA (9,562-22,580) 
Gazette & Republican (E & S) 33,401 | ABC} .105 2 Herald (E) | 5,435 | ABC | .04f 75 

CENTERVILLE (8, 128-40,009) . | 
Iowegian & Citizen (E) 5,826 | Govt | .04f 44-126 ee a a 35,000) | 5,919 | ABC| .045f 75 

CLINTON (25,722-85,000) PITTSBURG (18,051-150,000) 

Herald (E) 17,513 | ABC | .07f 2 Headlight & Sun (M & E) 12,085 | ABC | .08f 75 
| Headlight & Sun (E & S) | 12,324 | ABC | -o8¢ 75 
COUNCIL BLUFFS 
(42,023-101,430) |SALINA (20,156-55,000) 
Nonpareil (E & S) 17,840 | ABC | .07f 130 Journal (E) | 13,634 | ABC} .06f 75 

DAVENPORT (60,612-395,094) TOPEKA (64,005- am 000) 

Democrat & Leader-Times (E&E) 41,512 | ABC| .14f 32 | Capital(M&S 45,551 | ABC} .12f 23 
Democrat & Leader-Times (S&E) 44,859 | ABC} .14f 32 | State-Journal &&) 21,441 | ABC} .10 13 


* For names and addresses see Pages 252-253. 


f Indicates flat rate newspaper. 


§ City populations, and trading zone populations wherever the latter are avail- 


able, follow names of cities. 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Newspaper Total Representatives State, City and Newspaper Total i - Representatives 
§With Populations of Cities Circu- Origin by key §With Populations of Cities Circu- Origin by key 
and Trading Zones lation numbers* and Trading Zones lation numbers* 
KANSAS MARYLAND 
(Continued) (Continued) 
WICHITA (109,832-285,000) CUMBERLAND (37,713-100,000) 
Beacon (E 61,705 | ABC 91-39 yal et | ee > 
ponece: 72,929 reg 91-39 imes ( ) , 
Eagle (M & E) 89,022 4 FREDERICK (14,415-60,000 
{Eagle (S) 68.497 | ABC 9 pa (14,415-60,000) 
Eagle (S & E) 99.838 | ABC 9 News & Post (M & E) 9,516 | Govt 76 
Eagle (M) 57,681 | ABC 9 HAGERSTOWN (30,845-300,000) 
Herald & Mail (M & E) 14,619 |ABC 20-60-126. 
KENTUCKY 

ASHLAND (29,050-100,000) MASSACHUSETTS 

Independent (E & S) 9,028 | ABC 114-4 ATTLEBORO (21,776-40,000) 
un (E 6,174 | ABC 64 
COVINGTON (65,247-135,000) 
Kentucky Post (E) Cieestatt on incl Cincinnati, O., me omg: pre a ee 
ost Imes (1 ’ Vv - 
k 23,069 | Govt 
Kentucky Post (S) ov 143 BOSTON (78, 729-2,574,115) ee pn _ 
XINGTON (45,647-173,48 merican (E) 62, y 3 
LaLa M & f S) er 19,168 | ABC 32 Sunday Advertiser (S) 489,086 | ABC 15-33 
Leader (E ig S) 22,138 | ABC 75 Sse age a Monitor (E) pong pee Own off. 
rlobe ( ) 308,564 123-169-142 
LOUISVILLE (307,808-668,948) Globe (S) 351,830 | ABC \ 34-60-85 
{Courier-Journal & Times (M&E)| 202,040 | ABC 9 Herald & Traveler (M & E) 297,022 | ABC 97 
Courier-Journal (S) 160,700 | ABC 9 Herald (S) 147,588 | ABC 97 
Herald-Post (E) 64,889 | ABC 77-12 Post (M) 373,849 | ABC 77-12 
Herald-Post (S) 55,698 | ABC 77-12 Se vy (M) pt ages oe — 
ecord (M) , k 

OWENSBORO (22,785-100, 000) Transcript (E) 38,412 | ABC 46-12 
Inquirer & Messenger (M & E) 15,531 | ABC None Transcript (Sat) 53,625 | ABC 46-12 
Messenger-Inquirer (S) 15,529 | ABC None BROCKTON (6: (63, 695-155,000) . 

PADUCAH (33,541-225,988) nterprise (E 24,86) | AB 105 
Sun-Democrat (M & E) 18,798 | ABC 1 Times (E) 11,581 | ABC 64 
Sun-Democrat (S) 18,983 | ABC 1 FALL RIVER (114,348-163,000) 

Herald News (E) 29,541 | ABC 77 
LOUISIANA FITCHBURG (40,672-110,000) 

ALEXANDRIA (23,010) Sentinel (E) 12,086 | ABC 105 

Town-Talk (E) 9,382 | Govt 76-163 
FRAMINGHAM (22,199-40,000) 

BATON ROUGE (26,666-100.000) News (E) 5,237 | Govt 147-126 

State Times & Advocate (M&E) 12,576 | ABC 19 
GLOUCESTER (23,811-33,450) 

LAKE CHARLES (15,753-80,000) Times (E) 7,252 | ABC 147-126 

American-Press (E) 6,249 | Govt 76-163 
GREENFIELD (15,316-60,000) 

MONROE (26,002-66,000) Recorder (E) 5,087 | ABC 105 
News-Star (E) 13,323 | ABC 75 
Post (M & S) 15,805 | ABC 75 HAVERHILL (48,687-100,000) . 

World (M & S) 8,525 | Govt 16 Gazette ( 16,245 | ABC 46 

NEW ORLEANS (451,643-751.815 Sunday Record (S) 12,870 | Govt None 

,643-751,81! 
Item (E) 67,781 | ABC 97 HOLYOKE (56,447-100,000) 
oe. (M & E) neo ee 97 Transcript-Telegram (E) 17,313 | Govt 105 
tem ribune < E 117,0; f 97 
Item-Tribune (s) 85,741 | ABC 97 LAWRENCE (83,343-123,314) 
States (E) 51,923 | ABC 16 Telegram (E) 10,025 | Govt 132 
States (S) 92,495 | ABC 16 Sunday Sun (S) 15,589 | Govt 132 
Times-Picayune (M) 101,153 | ABC 12-32 Tribune & Eagle (M & E) 25,299 | ABC 18 
Times-Picayune (S) 141,254 | ABC 12-32 
LOWELL (100,050-160,000) 
ey (76,207-500,000) — is : ou ~~ itizen & Leader (M&E) 17,677 | ABC 18 
ournal (E) 21,562 | ABC 19 Sun (E 18,288 | Govt 105 
saga ~~ py aac - Sunday Telegram (S) 17,512 | Govt 4-107-154 
imes (S) 5,607 ) 
—, a 275,000) 
tem (E 17,899 | ABC 105 
MAINE Telegram-News (E & S) 18,042 | ABC 132 

AUGUSTA (17,189-165,000) 

Kennebec Journal (M) 11,196 | ABC 105 —a naz | Govt i 

BANGOR (28,701-320,000) 

Coussmmvein’ (2) 22.197 | Govt 58 MEDFORD (59,700-150,000) : 
News (M) 32,809 Govt 126-147 Mercury (E) 7,340 yovt 147-126 
- NEW BEDFORD (112,804-160,000) 
eee OD apie s.s65 | Govt - Mercury & Standard (M & B) 30.977 | ABC 46 
. Standar 5,463 | > 46 

LEWISTON (24,921-120,000) Times (E) 30,603 | ABC 32-154 
Journal & Sun (M & E) 31,672 | ABC 105 NEWBURYPORT (15,059-40,000) 

PORTLAND (70,45 2-200,000) News (E) 5,636 ABC 147-126 
Express & Press-Herald (M&E) 61,725 | ABC 105 
Tel aapees (S) ‘ : 41,988 | ABC 105 NORTH ADAMS (21,514-49,000) 

News (E) 17.647 | ABC 130 Transcript (E) 10,621 | ABC 105 

WATERVILLE (15,330-50,000) | NORTHAMPTON (23,217-40,000) 

Sentinel (M) 6,423 | Govt | . 105 Gazette (E) 7,752 | ABC 105 
| PITTSFIELD (49,578-150,000) 
MARYLAND | Berkshire Eagle (E) 19,341 | ABC None 

BALTIMORE (789,921-917,000) | QUINCY (71,965-145,000) 

Sunday American (S) 191.271 | ABC) 3 15-33 News (E) 9,400 | ABC 105 

aang (E) — ork 15-33 Patriot-Ledger (E) 10,310 | Govt 18 
ost (E) 6,42. 143 

Sun (M & E) 2991547 | ABC | {123-169-142 ||SALEM (43,287-150,000) ; 

Sun (S) 197,625 | ABC | | 34-85-60 News (E) 22,044 | ABC 105 


* For names and addresses see Pages 252-253. } 
§ City populations, and trading zone populations wherever the latter are avail- 


able, follow names of cities. 


f Indicates flat rate newspaper. 


See Adv. on Page 233. 
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Greater Louisville- 


«and its Market 
... KENTUCKIANA 


The 1930 census reveals an increase of 31% in the 
population of Louisville. This city, with its 307,808, 


A along with New Albany and Jeffersonville, cities of 

25.825 and 12,036, respectively, and the suburbs out- 

Members of side their corporate limits, constitute Greater Louisville 
the 100,000 Group with a population of 417,861. 

of American Cities Kentuckiana, the Louisville market, which includes 

- practically all of Kentucky and a large portion of South- 

a ern Indiana, has also shown a steady growth. This—one 


of the most rapidly developing markets in the country— 


the Audit Bureau can be covered at one low cost through 


of Circulations 


v THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Newspaper Total Gross Representatives State, City and Newspaper Total Gross | Representatives 
§With Populations of Cities Circu- | Origin} Rate by key §With Populations of Cities Circu- | Origin] Rate by key 
and Trading Zones lation Per Line numbers* and Trading Zones lation Per Line numbers* 
bre | | | sk 
MASSACHUSETTS | MICHIGAN | | | 
(Continued) | (Continued) i 
SPRINGFIELD (149,639-450,000) | SAGINAW (75,600-150,000) | 
Union, Republican & News | News (E & S) 80,350 | ABC | .10 | 94-81 
Union (M & E) and Republi- | | 
can & News (M & E) 136,296 | Govt] .28f 77-154-39 ||SAULT STE. MARIE 
Union & Republican (S) 70,404 | Govt] .19f 77-154-39 | (13,552-28,000) 
|| News (E) 5,254 | Govt | .05 | 139 
TAUNTON (37,288-60,000) H 
Gazette (E) 9,430 | ABC] .07 105 TRAVERSE CITY (12,533-30,000) | 
Record Eagle (E) 5,191 | Govt | .05 | 139 
WALTHAM (39,425) 
News-Tribune (E) 7,953 | Govt] .05 105 MINNESOTA 
WORCESTER (196,395-441,842) © ALBERT LEA (10,024-35,000) 
Post (E) 32,479 | ABC | .10f 158 Tribune (E) 5,643 | Govt | .04f 157-,119 
Telegram-Gazette (M & E) 105,119 | ABC | .30 13 
Telegram-Gazette (S) 53,868 | ABC | .23 13 DULUTH (101,231-325,000) 
News Tab (M) 36,626 ABE | “30 13 
ews-Tribune 36,626 ‘: 
MICHIGAN News-Tribune (S) 32.244 | ABC | .18 13 
ADRIAN (12,891-60,000) 
Telegram (E) 11,185 | ABC | .05£ None FARIBAULT (12,766-50,000) 
News (E) 6,058 | Govt | .045f 157 
ANN ARBOR (26,867-45,000) 
News (E) 10,835 | ABC} .06f 94-81 FAIRMONT (40,000) 
Sentinel (E) 5,177 | Govt] .045f 157-119 

BATTLE CREEK (43,301-85,000) 

Enquirer & News (E & S) 14,045 | ABC | .98 2 FERGUS FALLS (8,339-65,000) 
Moon Journal (E) 10,214 | ABC | .055 139 Journal (E) 7,684 | ABC | .04f 157 

BAY CITY (47,350-130,000) ||HIBBING (15,644-50,000) - 
Times (E & S) 19,927 | ABC | .07f 94-81 || Tribune (E) 5,506 | ABC | .045 157 

BENTON HARBOR || MANKATO (14,035-50,000) 

(15,406) || Free-Press (E) 10,087 | ABC | .05f 119 
News Palladium (E) 10,044 | Govt | .06 147-126 | 
||\MINNEAPOLIS (462,611-530,000) 

DETROIT (1,564,397-1,830,000) || Journal (E) 122,680 | ABC | .25f 122 
Free-Press (M) 223,762 | ABC | .45f 158 || Journal (S) 163,315 | ABC | .32f 122 
Free-Press (S) 318,899 | ABC | .50f£ 158 || Star (2) F 73,238 | ABC | .17f 9 
News (E) 340,736 | ABC] .55f 94-81 || Tribune (M & E) 134,542 | ABC | .28f } ein 
News (S) 411,556 | ABC | .55f 04-81 Tribune (S) 175,405 | ABC | .32f 142-34-85 
Times (E) 282,054 | ABC | .SOf 15-33 | 

im 7 i © ||ROCHESTER (20,626-65,000) 
Times (S) 381,706 ABC 50f 15-33 | Post-Bulletin (E) 10,862 ABC | .O55f 157-119} 

“ “yi i] eee 7,387 | G | ST. CLOUD (21,100-75,000) 

r 38 ovt|. . , 49, ) 
ainated " ” wad | Times and Journal-Press (E) 10,151.} ABC | .06f 157-119 
FLINT (156,422-205,000) | 
a 92 r - ||ST. PAUL (270,833-383,000) 
Journ: 1 (E & S) 50, 1 ABC 14f 94-81 Dispatch & Pisnese Press (M&E y| 168,921 ABC 32 422 

GRAND RAPIDS (168,234-375,000) || Pioneer Press (S) 144, . 
Herald (M & S) 39,874 | ABC} .16 2 | News (E) 89,493 | ABC} .18f {11-12 
Press (E) 90,917 | ABC | .20f 94-81 News (S) 62,039 | ABC | .14f 

HILLSDALE (6,024-30,000 SOUTH ST. PAUL (10,001) 

News (E) ¢ ) | 5,041 | ABC] .035f ‘ Reporter (E) 5,368 | ABC} .035 4-114 

HOUGHTON (3,667-100,000 WINONA (20,852-60,000) . 

Mining cee (M) 7,337 | Govt] .60” 147-126 | Republican-Herald (E) 14,019 | ABC | .06f 4-114 

IRON MOUNTAIN (11,592-45,000) 

News (E) | 7,630 | Govt | .06 139 MISSISSIPPI 
| BILOXI-GULFPORT 

IRONWOOD (14,254-70,000) | (27,188-54,631) 

Globe (E) | 6,741 | Govt] .05 None Herald (E) 6,949 | ABC | .045 None 

JACKSON (54,870-150,000) HATTIESBURG (18,715-178,000) 

Citizen-Patriot (E & S) 28,114 | ABC | .09f 94-81 American (E) 6,942 | Govt | .05 9 

KALAMAZOO (54,707-143,000) JACKSON (48,298- es ,000) 

Gazette (E & S) 30,363 | ABC | .09f 94-81 Clarion- 74 (M & S) 15,319 | ABC} .06f 56 
News (E & S) 22,637 | ABC | .O7f 9 
LANSING (78,421-175,000) 
Capital-News (E) 13,160 | ABC | .06 103-144 LAUREL (17,936-80,000) 
State Journal (E) 44,097 | ABC | .12f 2 Leader-Cal! (E) 6,366 | ABC] .05 9 

MARQUETTE (14,780-40,000) MERIDIAN (32,527-250,000) 

Mining Journal (M) | 8,499 | ABC | .065 139 Star (E & S) 15,695 | ABC} .08 9 

MONROE (18,090-52,445) VICKSBURG (22,927) 

News (E) 6,817 | ABC | .045 75 Post (E) 5,510 | ABC} .04f 56 

MOUNT CLEMENS 

(13,456-65,000) MISSOURI 
Leader (E) 6,528 | Govt] .04f 27 CAPE GIRARDEAU 
(16,148-80,000) 

MUSKEGON (41,438-75,000) Southeast Missourian (E) 7,862 | ABC | .05£ 147 

Chronicle (E) 22,111 | ABC | .O7f 94-81 
CHILLICOTHE (8,174-25,419) 

OWOSSO (14,480-40,000) Constitution-Tribune (E) 5,022 | Govt | .035f 55 

Argus-Press (E) 7,945 | Govt | .04f 147-126 
COLUMBIA (14,919-35,500) 

PONTIAC (64,897-197,500) i| Tribune (E) 5,886 | ABC | .035f 27 

Press (E) 28,000 | ABC | .08f None | 
| |}HANNIBAL (23,111-138,500 

PORT HURON (31,176-150,000) | || Courier-Post (E) 8,168 | ABC | .04f 32 

Times-Herald (E) 20,720 | ABC | .O7f 1 | 
|| JEFFERSON CITY Gt 500-69,680) 

ROYAL OAK (22,122-65,000) | || Capital News (M & S) 6,554 | ABC | .04f 40 

Tribune (E) | 7,188 | Govt | .05 139 | Post-Tribune (E) 7,824 | ABC | .06 147-126 


* For names and addresses see Pages 252-253. f Indicates flat rate newspaper. 
§ City populations, and trading zone populations wherever the latter are avail- 
able, follow names of cities. 


NOW 
SHE GAN TELL— 


and who is better able to describe the 
Detroit market as it really is today! 


MANAGEMENT 


res 


How do Detroit families live and buy? 
What kind of prospects are they for mer- 
chandise? How may they be turned into 
customers for your product most eco- 
nomically? 

Any merchandising question of major 
importance may now be answered from the 
testimony of more than 24,000 responsible 
women heads of families in this Fourth 
largest American city. 

This report, containing more than 2,000,- 
ooo facts, has just been tabulated by 
Emerson B. Knight, Inc. Make this prac- 
tical, usable audit of Detroit consumer values 
your sales guide in Detroit for 1930 and 1931. 


The Knight Report on Detroit 


now shows answers to such questions as: 


] How many families and single individuals in Greater Detroit 4 In what price ranges do these families buy women’s dresses 
* andenvirons? How many native born, foreign born, and negro? ¢ men’s clothing, shoes, etc? 


2 How many men, women, boys, girls and babies in the Detroit 5 What is the ownership by brands of certain nationally adver- 
* family circle? * tised commodities? 


3 How many high, low and middle class buying power families 4, What is the extent and interlock of Detroit newspaper coverage 
¢ in the market as a whole or in any district or zone? © of families? 


Ask for special reports touching your problems. No charge or obligation. Address 
The Detroit Times, sponsors of the Knight Market Study in the Detroit area. 


One of 28 Hearst More than 300,- 


seam THE DETROIT TIMES sc 
“THE TREND IS TO THE TIMES” 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Newspaper Total Gross [Representatives State, City and Newspaper Total Gross _ | Representatives 
§With Populations of Cities Circu- Origin} Rate by key §With Populations of Cities Circu- Origin| Rate by key 
and Trading Zones lation Per Line}; numbers* and Trading Zones lation Per Line numbers* 
MISSOURI MONTANA 
(Continued) (Continued) 
JOPLIN (31,250-250,000) GREAT FALLS (32,165-96,000) 
Globe & News Herald (M & E) 36,384 | ABC | .15f 75 Tribune & Leader (M & E) 20,235 | ABC | .09f 132 
News-Herald & Globe (E & S) 40,052 | ABC | .15f 75 Tribune (S) 17,330 | ABC | .09f 132 
KANSAS CITY (392,640-825,000) HELENA (11,641-26,000) 
Journal-Post (E) 96,801 | ABC | .25f 91-39 Independent (M & S) 5,378 | Govt | .035f 130 
Journal-Post (S) 102,813 | ABC | .30f 91-39 | 
Journal-Post (E & S) 119,614 | ABC | .40f 91-39 LEWISTOWN (9,200-48,000) 
Star & Times (M & E) 582,253 | ABC | .60f 165-36 Democrat-News (M & S) 6,401 | Govt} .04 72 
Star (S) 312,178 | ABC | .42f 165-36 
MISSOULA (14,616-50,000) 
MOBERLY (13,647-30,325) Missoulian & Sentinel (M & E) 8,466 | ABC | .06f 130 
Monitor-Index & Democrat (E) 5,461 | ABC | .035f 157 Missoulian (S) 6,809 | ABC | .06f 130 
ST. JOSEPH (80,944-207,786) 
Gazette & News-Press (M & E) 59,442 | ABC | .16f 81 NEBRASKA 
Gazette (S) 29,424 | ABC] .10f 81 BEATRICE (10,274-35,000 
Gazette (M & S) 47,600 | ABC | .15f 81 Sun (E & S) 5,554 | Govt | .04f 130 
Gazette & News-Press (E & S) 70,690 | ABC | .18f 81 
FREMONT (11,887-41,000) 
ST. LOUIS (817,334-1,300,000) Tribune (E) 7,392 | ABC | .04f 130 
Globe Democrat (M & S) 268,311 | ABC | .43f 123-133-142-12 
Post-Dispatch (E) 244,957 | ABC | .43f {67-53-110 GRAND ISLAND (18,041-75,000) 
Post-Dispatch (S) 331,789 | ABC | .50f Independent (E) 10,068 | ABC | .06f 130 
Star (E) 145,539 | ABC | .30f 97 
Times (E) 70,054 | ABC | .25 9 HASTINGS (15,487-56,000) 
Tribune (E) 9,991 | ABC | .05f 130 
SEDALIA (20,806) 
Capital & Democrat (M & E) 8,738 | Govt | .045f 157 LINCOLN (75,819-350,000) 
Capital & Democrat (E) & (S) 6,707 | Govt | .045f 157 Journal (M & E) 41,961 | ABC} .11f 16 
Journal (S) 30,849 | ABC | .11f 16 
SPRINGFIELD (57,507-261,353) Star (E & S) 37,227 | ABC | .Lif §4-132 
Leader & News (M & E) 42,645 | ABC] .15f 16 
News & Leader (S) 38,936 | ABC | .15f 16 McCOOK (4303) 
Press (E) 21,803 | ABC | .06f 151-54-109 \| Gazette (E) 6,567 | Govt | .04f 130 
1 
|,NORFOLK (10,711-105,000) 
MONTANA | News (E) 9,275 | ABC | .OS5f 130 
BILLINGS (16,332-115,000) OMAHA (214,184-350,000) 
Gazette (M & E) 12,097 | ABC | .O7f 130 Bee & News (M & E) 97,055 | ABC | .20f 15-33 
Gazette (S) 11,900 | ABC | .07 130 || Bee-News (S) 110,643 | ABC | .20f 15-33 
|| World-Herald (M & E) 128,176 | ABC | .25f 122 
BUTTE (39,540-110,000) || World-Herald (S) 124,332 | ABC | .25f 4122 
Montana Standard (M) 16,557 | ABC} .13 130 | 
Montana Standard (S) 28,963 | ABC} .16 130 I] 
Post (E) 12,036 | ABC} .13 130 | * For names and addresses see Pages 268-269. f Indicates flat rate newspaper. 
Montana Standard & Post (M&E) 28,593 | ABC | .13f 130 | § City populations, and trading zone populations wherever the latter are avail- 
Montana Standard & Post (E&S) 40,999 | ABC | .16f 130 \jable, follow names of cities. 


vertiser, too. 


Armour & Company | 
Blue Ribbon Malt | 
Buick Motor Co. | 
Chevrolet Motor Co. 

Chrysler Sales Corp. | 
Dodge Bros., Inc. | 
Flit 
Ford Motor Car Co. | 


BILOXI 


MAKE THIS MISSISSIPPI 


MARKET YOUR 
GUIDING STAR 


N ATIONAL ADVERTISERS like to fish for 
business where experience has shown satis- 
factory results. Test the gulf country with a 


trial campaign and you'll be a regular ad- 


SOME HERALD ADVERTISERS: 


Gem Mayonnaise 
General Motors Radio 


Goodyear Tire & Rubber Co. 


Lucky Strike 
Old Gold 
Swift & Co. 
Texas Oil Co. 
Woco Pep & Tiolene 


Herald 
Bui ding 


MISSISSIPPI : 


Our Yankee fishermen friends do love a winter 
day among the big Speckled Sea Trout 


THE#? DAILY HERALD 


Herald 
Building 


SPER tearenegesr: ‘s 


eon yatta 


GULFPORT 


P. S. Write us 
for a copy of 
Fishing on the 
Gulf Coast—it’s 
free. 
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To Sales 


and Advertising Executives 


who want accurate, down-to- 
the-minute information about 


Daily Newspapers Farm Papers 

General Magazines Business Papers 

Foreign Language and é Radio Broadcast 
Religious Publications Advertising Rates 


we recommend that you send for details of a 
plan which places this Service at your disposal 


for 30 days without obligation on your part. 


STANDARD RATE & DATA SERVICE 


The National Authority 


536 LAKE SHORE DRIVE 


CHICAGO 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


able, follow names of cities. 


§ City populations, and trading zone populations wherever the latter are avail- 


© See Adv. on Page 4. 


State, City and Newspaper Total Gross |Representatives State, City and News aper Total Gross {Representatives 
§With Populations of Cities Circu- Origin} Rate by key §With Populations of Cities Circu- | Origin} Rate “\ key 
and Trading Zones lation Per Line numbers* and Trading Zones lation Per Line numbers* 
NEVADA NEW MEXICO 
RENO (18,493-35,000) ALBUQUER ry (26,526-110,000) 
Gazette (E) 7,776 | ABC | .O5f 18-110 Journal ( E) 17,535 | ABC | .07f 9 
Nevada State Journal (M) 4,430 | ABC} .035 132 Journal (S) 11,893 | ABC | .07f 9 
Journal (E & S) 18,627 | ABC | .09f 9 
New Mexico State Tribune (E) 15,063 | ABC | .07f 143 
NEW HAMPSHIRE NEW YORK 

CONCORD (25,218-54,000) ALBANY (127,358-500,000) 

Monitor & New Hampshire Pa- Knickerbocker Press (M) 30,109 | ABC | .12f 16 
triot (E) 6,874 | ABC | .06 105 =e Press (S) £3,770 ree itt 16 
ews 47,791 13 16 

MANCHESTER (76,886-150,000) Knickerbocker Press & News 

Union & Leader (M & E) 33,034 | ABC | .18 13 (M ) 77,900 | ABC | .20f 16 
imes-Uni E&s 014 B a -33-167 

NASHUA (31,091) Times-Union ( ) 42,01 ABC 4f 15-33-1 
Telegraph (E) 7,249 | Govt |1.00" None AMSTERDAM (94,683-60,000) 

t d 

PORTSMOUTH (13,701) Recorder & Democrat (E) 8,656 | ABC | .05f 130 
Herald & Times (E) 6,236 | Govt |1.00" None AUBURN (36,481) 

Advertiser-Journal & Citizen 
(E & E) 10,259 | Govt | .075f 72 
NEW JERSEY BATAVIA (17,448-50,000) 
J News (E) 9,793 | ABC] .04f None 
Sa. (19,500-70,593) ore | anc 
ess (E) 12, -07 71 BEACON (11,921-20,000) 
Shore-Press (S) 7,022 | ABC | .07 71 News (See New|burgh. |Sold only| in combination 
aur TIC CITY (65,748-150,000 sale with Ne|wburg |h News.) 
ress & Union 39,554 14 77 BINGHAMTON (76,601-150,000) 
Press (S) 22,400 | ABC | .12 77 Press (E) 37,359 aoe 12 19 
31,547 4 
BAYONNE (85,739) on aie eceiisied , = 3” 
ews (E 12, ovt | .045 40 BROOKLYN 
Times (E) 12,891 | ABC] .08 None ' (2,396,154-2.812,000) 
Citizen (E & S) 43,107 | Govt] .15 107-128 

BRIDGETON (15,541) Eagle (E & S) 101,042 | ABC | .30£ 99 

News (E) 7,170 | Govt | .05 117 Standard: sy (E) 41,159 aes 25 13 " 
106,7 j . 

BURLINGTON (10,849) 7 - oo. 

Enterprise (E) 5,408 | Govt | .03 18 3UFFALO a 
Courier-Express (M) 125,551 | ABC} .25f 91-39 

CAMDEN (117,172-565,000) Courier- _——— (S) 184,740 | ABC} .30f 91-39 

Courier & Post (M & E) - 68,565 | ABC] .25 151 News ( MN 179,893 | ABC] .35f ae 
&S 113,084 | ABC] .24f 143 

ELIZABETH (114,441-175,000) sianadhseaneien . . 
Journal (E) 30,181 | ABC] .15 46 COHOES (23,201-62,000) 

10,861 | Govt | . 1 

HACKENSACK (24,506-243,732) American (E) 61 OV 10 05 
Bergen Evening Record (E) 18,498 | ABC | .08 147 CORNING (15,648-46,000) 

d E 9,464 | ABC] .06 130 

HOBOKEN (56,532-629,124) sone . 
Jersey Observer (E) 46,398 | ABC] .15 58 CORTLAND (14,989-35,000) 

tandard (E) 5,95 Govt} .04f 1 

JERSEY CITY (316,914-629,124) naiiiadiiaied se lieeateie Teas “ 
Jersey Journal (E) 44,718 | ABC] .15 151 ELMIRA (47,381-300,000) 

Star-Gazette&Adv ertiser(M&E) 34,138 | ABC] .11f 99 

LONG BRANCH (18,500-40,000) Telegram (S) 22,347 | Govt] .08f 99 
Record (E) 5,943 | Govt | .06 64 

tFLUSHING (60,000-175,000) 

MORRISTOWN (15,193) Journal (E) 8,750 | ABC | .06f 40 
Jerseyman (E) 6,686 | Govt | .04f 117 
Record (E) 5,365 | Govt | .42"f 147 FREEPORT (15, 364- 136,935) 

R Ww 15,503 | ABC] .O8f 130 

NEWARK (444,170-1,000,000) coneadantanadeas , 
Call (S 95,556 | ABC] .17 18 GENEVA (16,010-45,000) 

Ledger (M & S) 56,382 | ABC | .25 58 Times (E) 5,695 | ABC] .07-1/7 | 76-114 

J News (E) 154,924 | ABC} .31 122 
Star-Eagle (E) 96,449 | ABC | .28 13 GLENS FALLS (18,527-70,802) 

Post-Star & Times (M & E) 16,340 | ABC | .O7f 17 

NEW BRUNSWICK 

(34,273) GLOVERSVILLE (22,842-50,000) 
Home News (E) 14,994 | Govt | .09 33 & JOHNSTOWN (10,693) 
Times (S) 12,046 | Govt} .09 33 Herald (M) 5,309 | ABC] .06f 150-107 
Leader-Republican (E) 8,278 | ABC | .06f 150-107 
ORANGE (34,958) 
Courier (E) 10,265 | ABC} .10 105 HEMPSTEAD-LYNBROOK 
(12,663-136,935) 

PASSAIC (63,108-165,832) Nassau Star (E) 8,488 | ABC | .O5f 40 

Herald & News (E & E) 28,851 | ABC | .17 105 
HORNELL (16,166) 

PATERSON (138,267-259,174 Tribune-Times (E) 8,266 | ABC] .05 107-128 
Call (M) 23,098 | ABC} .15 46 
News (E) 21,003 | ABC | .10 151 ITHACA (20,560-35,000) 

Journal-News (E) 8,293 | ABC] .05f 99 

PERTH AMBOY (42,953-92,000) 

News (E) 13,582 | ABC | .065 res | t JAMAICA (250,000) 
The Long Island Press (E) 35,797 | ABC | .14£ 130 

PLAINFIELD (34,405-108,629) Queens Evening News (E) 13,201 | Govt] .10 64 
Courier-News (E) 13,526 | ABC | .06f 99 

JAMESTOWN (44,907-100,000) 

TRENTON (122,610-175,000) Journal (E) 11,009 | ABC | .06 105 
State-Gazette & Times (M&E) 61,660 | ABC | .17f 77 Post (M) 12,323 | ABC | .06 9 
Times-Advertiser (S) 32,738 | ABC | .14f 14 

JOHNSTOWN (See Gloversville) 

UNION CITY (58,588-629,124) | 

Hudson Dispatch (M) | 22,611 | ABC | .O7f 150-107 KINGSTON (28,166-74,979) 
| Freeman (E) 8,562 | ABC] .05f 72 

WOODBORY (8,142-20,000) | LOCKPORT (25,370-45,000) 

Times (E) | 5,624 | Govt | .03f None || Union-Sun & Journal (E) 8,389 | ABC] .05f 71 
* For names and addresses see Pages 252-253. { Indicates flat rate newspaper. +t Part of Greater New York Citv. 


SALE § MANAGEMENT 


Department Stores Make Greatest 


Investment in The New York Times 


New YORK department stores invest a greater 
sum in the advertising columns of The New York Times 
than in any other New York newspaper. 


The New York Times is first of all newspapers in 
the world in rotogravure, financial, real estate, educational, 
book and travel and resort advertising, and is first among 
New York newspapers in volume of classified advertising. 
The Times also is first in high standards of acceptability 
of advertising. | 


In five years the gain in The New York Times net 
paid sale has been greater than that of any other standard 
size New York newspaper. An average of 611 new 
purchasers every Sunday and 54 new purchasers every 
weekday have been attracted by the complete, accurate, 
unbiased news of The New York Times. Present net paid 
sale averages 430,000 weekdays; 750,000 Sundays. 


Che Nem York Cimes 


240 


SALES 


MANAGEMEN T 


There are four sound 
reasons why Syracuse 
is a particularly 
desirable market now! 


rf —Diversified induStries insure an unusually 

« stable payroll. Syracuse is not dependent 
on any one big industry for its industrial 
payrolls of over $33,000,000 annually. 


—For the next five years Syracuse will be in 
the midst of the tremendous $30,000,000 
track removal construction project including 
a new railroad terminal. 


2. 


—Syracuse is the center of a rich and pros, 
3 2 perous dairy and general farming area pro 
ducing over $52,000,000 yearly in agricultural 

products. 


—New warehouses and office buildings attest 
the fact that Syracuse is rapidly becoming 
the central sales and distributing point for 
up-state New York. 


4. 


There are many reasons why 
THE POST-STANDARD 
is the logical advertising 
medium to sell it! 


As the oldest newspaper in Syracuse, having 
served this area for 100 years, this newspaper 
through keeping faith with its readers and keep- 
ing step with progress has won the enviable 
reputation of a newspaper that can be depended 
upon for news as well as advertising results! 


THE POSTSTANDARD 


SYRACUSE, N. Y. 


Represented By 
Paut Brock Inc. 


New York Detroit 
Boston Philadelphia 
Chicago San Francisco 


NEWSPAPER CIRCULATIONS 


AND RATES (Continued) 


State, City and Newspaper Total Gross |Representatives 
§ With Populations of Cities Circu- Origin} Rate by key 
and Trading Zones lation Per Line numbers* 
NEW YORK 
(Continued) 
tLONG ISLAND CITY 
(100,000-300,000) 
Star (E) 32,618 | ABC | .20 151 
MALONE (8,647-30,000) 
Franklin Times (M) 5,147 | Govt | .04f 27 
MIDDLETOWN (21,298-65,000) 
Times-Herald (E) 8,969 | ABC |} .O5f 130 
MOUNT VERNON (60,869-80,000) 
Argus (E) 10,980 | ABC | .08 77 
NEWBURGH (31,240-80,000) 
BEACON (11,621-20,000) 
News & Beacon News (E & E) 16,293 | ABC | .09f 99 
NEW ROCHELLE (54,055-60,000) 
Standard-Star (E) 9,410 | ABC | .08 77 
NEW YORK (6,959,195-9,500,000) 
American (M) 230,735 | ABC | .50f 13 
American (S) 1,099,927 | ABC /|1.50f 13 
Graphic (E) 308,278 | ABC | .65 182-152 
Herald-Tribune (M) 303,630 | ABC] .75 {169-154-158 
Herald-Tribune (S) 442,043 | ABC | .80 \ 
Journal (E) 630,368 | ABC }j1.25f 15-33 
Mirror (M) 446,462 | ABC] .70f 161 
News (M) 1,286,175 | ABC |1.65 111-52 
News (S) 1,632,566 | ABC |1.80 111-52 
Post (E) 109,004 | ABC | .50 123-142-34 
Sun (E) 314,410 | ABC} .70 28-85 
Telegram (E) 224,097 | ABC | .45f 143 
Times (M) 437,577 | ABC} .90 123-58-12 
Times (S) 757,028 | ABC |1.20 123-58-12 
World (M) 327,379 | ABC} .65 39 
World (S) $42,522 | ABC | .75 39 
World (E) 293,776 | ABC] .65 39 
BRONX (1,266,506) 
Home News (E & S) 102,769 | ABC] .30 
NIAGARA FALLS (75,306-115,000) 
Gazette (E) 24,299 | ABC} .10 77 
NORTH TONAWANDA 
(19,014-60,000) 
News (E) 5,560 |} ABC} .03f 38 
NYACK (5,389-65,000) 
Journal (EF) 5,140 | ABC | .04€ 64 
OGDENSBURG (16,904-35,000) 
Republican-Journal (M) 6,406 | ABC | .O5f 99 
OLEAN (21,749-100,000) 
Times (E) 9,120 | ABC | .OS5£ 40 
ONEONTA (12,527-47,404) 
Star (M) 9.384 | Govt | .06 64 
OSWEGO (22,624-75 ,000) 
Palladium-Times (E) 10,673 | Govt} .05£ a2 
PLATTSBURG (13,333) 
News (M) 6,975 | Govt | .56"£ 157 
Republican (M) 6,412 | Govt] .56"f 27 
PORT CHESTER (22,412-42,000) 
Item (E) 6,957 | ABC | .07 77 
POUGHKEEPSIE 
(40,122-125,000) 
Eagle News (M) 7,128 | Govt| .05 129 
Star-Enterprise (E) 14,657 | ABC} .10 72 
Sunday Courier (S) 13,364 | Govt] .08 64 
ROCHESTER (325,019-600,000) 
Democrat & Chronicle (M) 82,345 | ABC} .40 99 
Times-Union (E) 80,268 | ABC | .40 99 
Journal (E) 54,136 | ABC} .16 15 33 
American (S) 68,872 | ABC | .20f 15-33 
ROME (32,496-60,000) 
Sentinel (E) 9.202 | Govt | .07 130 
SARATOGA SPRINGS 
(13,159-53,000) 
Saratogian (E) 9,469 | ABC | .06 71 
SCHENECTADY (95,652-110,000) 
Gazette (M) 24,512 | ABC | .O7f 132 
Union-Star (E) 19,180 | ABC | .06f 46 
tSTATEN ISLAND (Richmond 
Borough) (157,253) 
Advance (E) 23,918 | ABC | .07£ None 


* For nares and addresses see Pages 252-253. f Indicates flat rate newspapet. 


¢t Part of Greater New York City. 


§ City populations, and trading zone populations wherever the latter are avail- 


able, follow names of cities. 
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- 
NEWSPAPER CIRCULATIONS AND RATES (Continued) 

State, City and Newspaper Total Gross |Representatives State, City and Newspaper Total _. | Gross | Representatives 
§With Populations of Cities Circu- | Origin} Rate by key §With Populations of Cities Circu- | Origin) Rate by key 

and Trading Zones lation Per Line] numbers* and Trading Zones lation Per Line numbers* 

NEW YORK OHIO 

(Continued) (Continued) 

SYRACUSE (209,277-450,000) ASHTABULA (23,294-70,000) 

Herald (E 53,078 | ABC | .18f 130 Star & Beacon (E) 10,516 | ABC | .045f 38 
Herald (S) 79,638 | ABC | .20£ 130 
Journal (E) 66,433 | ABC} .20f 15-33 ATHENS (8,985-60,000) 
American (S) 97,480 | ABC | .20f 15-33 Messenger (E & S) 10,768 | ABC | .045 160 
Post-Standard (M) 59,311 | ABC | .24 13 
Post-Standard (S) 69,491 | ABC | .24 13 BELLAIRE (13,217-95,000) 

Leader (E) 7,106 | Govt | .04 4-114 

TROY (72,350-130,000) 

Record (M & E) 25,025 | ABC | .07£ 46 BELLEFONTAINE (9,535-30,000) 
Observer & Budget (S) 16,572 | Govt] .05f 80 Examiner (E) 5,564 | ABC} .35"f 38 
Times (E) 18,349 | Govt] .05f 168 

BUCYRUS (9,942-50,000) 

UTICA (102,633-300,000) Telegram-Forum (E) 5,720 | Govt | .03f 38 
Observer-Dispatch (E) 37,425 | ABC] .09f 99 
Observer-Dispatch (S) 27,529 | ABC} .065f 99 CAMBRIDGE (14,577-72,970) 

Press (M) 25,059 | ABC} .09 158 Jeffersonian (E) 12,095 | ABC | .045f 38 

WATERTOWN (32,088-100,000) CANTON (105,524-250,000) 

Times (E) 30,294 | ABC | .12 158 Repository & News (E & S) See Col. 1] ABC} .14 151 
Consolidated July 5, 1930. New 
WHITE PLAINS (34,604-75,000) circulation figures not available. 
Reporter (E) 8,959 | ABC | .05 40 
CHILLICOTHE (18,315-65,000) 

YONKERS (119,497-135,123) Scioto Gazette (E) 7,084 | Govt | .35"f 38 
Herald (E) 15,906 | ABC | .08 151 News-Advertiser (E) 5,405 | Govt | .035" 4-114 
Statesman (E) 13,181 | ABC | .08 77 

aaeeenrl tetece Gf & 3) 67,752 | G 20 32 
ommercial Tribune ( ’ ovt 
NORTH CAROLINA Enquirer (M) 71,804 | ABC} .30 13 

ASHEVILLE (50,167-255,363) Enquirer (S) 183,384 | ABC | .45 13 
Citizen (M & S) 23,135 | ABC} .075f 75 Post (E) 197,021 | ABC} .33 143 
Times (E & S) 21,409 | ABC | .07f 16 Times-Star (E) 158,241 | ABC} .30 124-104 

CHARLOTTE (82,645-650,000) CLEVELAND 
News (E & S) 24,481 | ABC | .09f 18 (901,482-1,525,000) 

Observer (M) 48,042 | ABC} .14 151-66 News (E & S) 172,819 | ABC | .38f 97-48 
Observer (S) 49,197 | ABC | .15 151-66 Plain Dealer (M) 207,874 | ABC | .42£ 169-12 
Plain Dealer (S) 300,436 | ABC} .52f 169-12 

DURHAM (52,026-130,000) Press (E) 217,090 | ABC | .42f 143 
Herald (M) 14,420 ABC | .12 75 
Sun (E) 6,945 | ABC} .12 75 COLUMBUS (289,056-641,694) 

Herald-Sun (S) 14,807 | ABC} .08 75 Citizen (E) 91,917 | ABC | .20f 143 
Dispatch (E & S) 126,588 | Govt} .28 122 

GASTONIA (21,881-60,000) Ohio State Journal (M & S) 56,610 | Govt | .17 151 

Gazette (E) 7,093 | Govt | .04f 56 
COSHOCTON (10,885-30,000) 

GREENSBORO (53,422-275,000) Tribune (E & S) 6,630 | ABC} .03f 38 
News (M & S) 37,388 | ABC} .15 32 
Record (E) 15,015 | ABC} .15 32 DAYTON (200,763-500,000) 

Herald (E) 49,106 | ABC | .10f 151 

HIGH POINT (36,708-50,000) Journal (M) 27,475 | ABC | .08f 151 
Enterprise (E & S) 7,990 | Govt | .05f 56 Herald & Journal (M & E) 76,581 | ABC | .14f 151 

Journal (S) 51,470 | ABC} .10f 151 

RALEIGH (32,507-300,000) Herald & Journal (E & S) 100,576 | ABC | .14f 151 
News & Observer (M & S) 39,931 | ABC | .09f 16 News (E) 59,715 | ABC} .12f 81 
Times (E) 15,202 | ABC | .06 18 News (S) 52,839 | ABC | .10f 81 

ROCKY MOUNT (21,409-225,000) DOVER (9,595-50,000) 

Telegram (E) 5,702 | Govt | .49"f 56 Reporter (E) 7,631 | Govt} .03f 38 

SALISBURY (16,989-144,000) EAST LIVERPOOL 
Post (E & S) 9,054 | ABC | .05f 18 (23,127-63,500) 

Review (E) 12,074 | ABC} .045f 38 

WILMINGTON (32,176-155,000) 

Star (M) 7,851 | ABC | .08f 18 ELYRIA (25,604-100,000) 
Star-News (S) 9,575 | ABC | .08 18 Chronicle-Telegram (E) 9,804 | ABC]! .045f 38 

WINSTON-SALEM FINDLAY (19,329-55,677) 

(75,272-200,000) Courier & Republican (M & E) 11,753 | ABC | .05f 38 
Journal & Twin City Sentinel 
(M & E) 33,573 | ABC | .12f 77 GREENVILLE (7,992-52,000) 
Journal-Sentinel (S) 17,357 | ABC | .06f 77 Advocate (E) 6,087 | Govt | .35"f 38 
; HAMILTON (52,108-87,025) 
NORTH DAKOTA Journal (E) 13,228 | ABC | .045f 160 

BISMARCK (11,080-100,000) News (E) 10,364 | ABC | .045f 18 

Tribune (E) 6,196 | ABC | .045f 147-126 
IRONTON (16,600-50,000) 

FARGO (28,609-132,000) Tribune (E & S) 6,209 | ABC | .04f 38 
Forum (M & E) 28,080 | ABC | .10f 77 
Forum (S) 21,199 | ABC | .08f 77 LANCASTER (18,653-45,000) 

Eagle (E) 5,153 | ABC] .03 38 

GRAND FORKS (17,130-160,848) Gazette (E) 5,610 | Govt} .03f 73 
Herald (M & E) 18,986 | ABC | .08f 130 
Herald (S & E) 21,055 | ABC | .08f 130 LIMA (42,217-150,000) 

News (E & S) 19,181 | ABC| .11 29 

MINOT (16,095-125,000) Star (M) 30,917 | ABC} .11 29 
News & Optic-Reporter (E) 10,039 | Govt | .04 77 

Ane eat) os a ‘ 
ournal (E) 432 q 4 
OHIO Joe id (E) 12,503 | ABC} .04 38 

AKRON (250,352-380,000) 

{Beacon-Journal (E) 69,777 | ABC | .15£ 151 MANSFIELD (33,434-60,000) 

Times-Press (E & S) 57,423 | ABC | .14f 143 News (E) 15,986 | ABC} .055f 38 

ALLIANCE (23,093-60,000) MARIETTA (14,244-41,000) 

eview (E) 11,151 | ABC | .045f 38 Times (E) 8,360 | ABC | .04f 38 

ASHLAND (11,036-24,627) MARION (31,005-150,000) 

Times-Gazette (E) 6,050 | ABC | .025f 38 Star (E) 15,103 | ABC} .05f 38 


able, follow names of cities. 


* For names and addresses see Pages 252-253. f Indicates flat rate newspaper. 
§ City populations, and trading zone populations wherever the latter are avail- 


¥ See Adv. on Page 243. 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Newspaper Total Gross |Representatives State, City and Newspaper Total Gross |Representatives 
§With Populations of Cities Circu- | Origin) Tate by key §With Populations of Cities Circu- | Origin} Rate by key 
and Trading Zones lation Per Line} numbers* and Trading Zones lation Per Line} numbers* 
OHIO OHIO 
(Continued) (Continued) 
MARTINS FERRY TOLEDO (290,787-760,000) 
(14,525-100,000) Blade (E) 134,876 | ABC] .35 13 
Times (E) 9,503 | ABC | .04f 38 News-Bee (E) 91,913 | ABC | .24f 143 
Times (M) 35,623 | Govt} .10 151 
MASSILLON (26,475-45,000) Times (S) 59,327 | Govt} .18 151 
Independent (E) 9,288 | ABC | .05f 38 
WARREN (41,242-90,000) 
MIDDLETOWN (35,006-40,000) Tribune Chronicle (E) 13,975 | ABC | .055 38 
ournal (E) 7,116 | ABC] .035£ 38 
ews-Signal (M) } 6,004 | ABC | .03f 4-114 WOOSTER (10,255-42,000) 
News-Journal (S) 8,001 | ABC] .04 4-114 Record (E) 9,106 | ABC] .035f£ 38 
NEWARK (30,583-60,000) XENIA (10,498-32,000) 
Advocate & American Tribune (E) 15,298 | ABC | .06f 38 Gazette (E) 5,293 | Govt | .03f 38 
NEW PHILADELPHIA YOUNGSTOWN (170,004-300,000) 
_(12,361-45,000) Telegram (E) 36,450 | ABC | .11if 143 
Times (E) 9,940 | Govt | .04 38 Vindicator (E & S) 39,448 | ABC | .tif 77 
PAINESVILLE (10,968-35,000) ZANESVILLE (36,382-130,000) 
Telegraph (E) 5,661 | ABC | .035f 38 Times-Recorder (M & E) 29,100 | ABC | .08f 38 
Times-Signal (S) 10,222 | Govt | .035f 38 
PIQUA (15,997-48,000) Times-Recorder (M) 19,013 | ABC | .08f 38 
Call (E) 6,542 | Govt | .025f 160 
PORTSMOUTH (42,536-80,000) OKLAHOMA 
Times (E) 16,837 | ABC | .07f 38 ARDMORE (15,789-70,000) 
Times (S) 16,272 | ABC! .07f 38 Ardmorite (E & S) 6,548 | ABC | .055f 75 
‘SANDUSKY (24,195-50,000) BLACKWELL (9,365-100,000) 
Register (M & S) 8,734 | ABC | .07£ 38 Tribune & News (M & E) 12,893 | ABC | .08f 75 
Star-Journal (E) 9,426 | ABC | .07f 38 Tribune (S) 8,479 | ABC | .08f 75 
SPRINGFIELD (68,406-140,000) ENID (26,331-65,000) 
News & Sun (M & E) 33,847 | ABC | .10f 81 Eagle & News (M & E) 14,716 | ABC | .09f 75 
News-Sun (S) 23,658 | ABC | .10f 81 News (S) 10,671 | ABC} .09f 75 
STEUBENVILLE (35,288-150,000) GUTHRIE (17,636-55,000) 
Herald-Star (E) 22,379 | ABC | .07f 151 Leader (E & S) 7,555 | Govt | .O5f 55 
TIFFIN (16,351-43,176) MIAMI (8,060-55,000) 
Advertiser (E) 5,007 | ABC | .25f 38 News-Record (E & S) 6,750 | ABC | .04f 38 


* For names and addresses see Pages 252-253. 
{ Indicates flat rate newspaper. . 


§ City populations, and trading zone populations wherever the latter are avail- 


able, follow names of cities. 


CONSIDER: 


Business is Good 
in Youngstown, Ohio 


Youngstown’s monthly pay roll exceeds $7,000,000. 
tured products exceed $450,000,000. 
establishments. It is the third largest steel center in the United States and 18 
third in home ownership. Youngstown ranks fourth in the United States 
spendable income per capita, according to “Sales Management”’ survey. 


THE YOUNGSTOWN VINDICATOR 


IS THE LEADING NEWSPAPER OF THIS GREAT MARKET 


IT IS FIRST IN CIRCULATION . . 
. . . FIRST IN NEWS AND READER CONFIDENCE 


THAT IS WHY IT IS FIRST ON THE LIST OF ADVERTISERS 


The Youngstown Vindicator 


EVENING, SUNDAY and ROTOGRAVURE 


Youngstown has 


. FIRST IN ADVERTISING 


NATIONAL REPRESENTATIVES 


The KELLY-SMITH COMPANY 


NEW YORK . CHICAGO . 


PHILADELPHIA... 


Its annual manufac- 
269 manufacturing 


YOUNGSTOWN, OHIO 


DETROIT .. 


. BOSTON 
. ATLANTA 


atives 
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SALE S§S MANAGEMENT 


BUILDING A NEW AKRON! 


mn 
nn iv 


The four buildings shown above represent investment of $5,000,000 in Akron’s business section. Upper left is the completed Howard st. section of 
the Central Depositors Bank & Bi t Co., which cost $500,000. The Main st. tower section with equipment will cost another $2,500,000. 

Upper right is the $900,000 Y. W. C. A., at High and E. Bowery sts. on which the exterior is finished. Lower left is the new A. Polsky Co. ay 
on S. Main st., costing $2,100, 000, on which the major portion of exterior work is completed. Lower right is the steel skeleton of the new Y. M. C. 
at Bowery and Water sts., which will cost $1,350,000 when finished. Work also has started on the new $!, 500,000 Mayflower hotel and Warner Bros. dans 
announced a new $2,500,000 theater. Union depot, postal and other projects will pass the $10,000,000 mark! 


COVER THIS IMPORTANT CENTER AT ONE COST BY USING THE 
AKRON BEACON JOURNAL 


First In Ohio, Fourth In the Nation In Six Day Linage=—Story, Brooks & Finley, Representatives 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Newspaper Total Gross |Representatives State, City and Newspaper Total Gross _ | Representatives 
§With Populations of Cities Circu- | Origin] Rate by key §With Populations of Cities Circu- | Origin) Rate y key 
and Trading Zones lation Per Line numbers* and Trading Zones lation Per Line numbers* 
OKLAHOMA 
~nevatiors PENNSYLVANIA 
(Continued) 
MUSKOGEE (10,006-150,000) 
Phoenix Times - Democrat COATESVILLE (14,525-35,000) 
(M&E ; 20,102 | ABC | .10f 16 Record (E) 6,979 | Govt | .05 64 
Phoenix ee Times - Democrat 
(E & S) 20,962 | ABC | .10f 16 CONNELLSVILLE (13,145-90,000 
(182,845-728,624) 
Oklahoma News (E) 56,370 | ABC | .12¢ 143 ay he we ekrendiar: ae 
Oklahoman & Times (M & E) 184573 | ABC | _40f os Herald-American (E) 6,320 | Govt | .04f 80 
Oklahoman (S) 114,498 | ABC | .35 75 
Oklahoman & Times (E & S) 204,506 | ABC | .45f 75 “a... 
ntelligencer ( 5, Govt | .05 64 
OKMULGEE (18,014-65,000) _ 
Democrat-Times (M & E) 11,979 | ABC} .07f 7 DU BOIS (17,000-54,000) 
Democrat-Times (S) 9,913 | ABC] .07f 75 Courier & Express (M & E) 10,012 | Govt | .05f 80 
PONCA CITY (15,833-110,000) 
News (E & S) 7.282 | Govt | .0sf 55 EASTON (34,382-175,000) 
, Express (E) 35,454 | ABC | .12f a7 
ag tiny (23, ee 122,000) ERIE ( 
ews (M & 10,511 | Govt} .09f 55 115,875-190,365) 
Star (E) ry Govt | .09f 55 Dispatch Herald (E & S) 37,533 | ABC} .10f 46 
Times (E) 33,415 | ABC} .09f 75 
TULSA (141,281-325,000) 
Tribune (E & S) 65,880 | ABC | .16f 147-126-156 FRANKLIN (10,206-80,000) 
be ‘S) 77,025 | ABC | .17 54-18-41 News-Herald (E) 6,747 | Govt | .05 157 
Jor! ABC | .18f - 
oe asians GETTYSBURG (5,581-25,000) 
Times (E) 5,190 | Govt} .03f 40 
OREGON GREENSBURG (16,387-245 aa 
EUGENE (18,639-42,000) Review & Tribune (M & E 11,899 | ABC | .06f 20-60-126 
Register (M & S) 8,190 | ABC | .04f 131-54-12 
Guard (E) 7,987 | ABC | .04f 131-54-12 HANOVER (11,803-50,000) 
Record Herald (E) 5,020 | Govt | .035f 80 
KLAMATH FALLS Sun (E) 13,608 | Govt | .055f 71 
(16,053-20,000) 
Herald-News (M & E) 6,772 | ABC | .05f 110 HARRISBURG (80,690-244,000) 
News & Patriot (M & E) 83,671 | ABC | .16 77 
PORTLAND (301,311-500,000) Telegraph (E) 51,026 | ABC | .14 151 
News (E) 55,323 | ABC | .14f 58 
Oregonian (M) 109,805 | ABC | .22 158 HAZLETON (39,078-100,000) 
Oregonian (S) 173,218 | ABC | .29 158 Plain Speaker & Standard Senti- 
Oregon-Journal (E) 102,287 | ABC | .22 132 nel (M & E) 21,540 | Govt | .10 64 
Oregon-Journal (S) 131,977 | ABC | .23 132 . 
Telegram (E) 55,931 | ABC | .14f 91 HOMESTEAD (20,156-60,000) 
Messenger (E) 5,067 | Govt} .045 44 
SALEM (26,045-60,000) 
Capital-Journal (E) 10,012 | ABC | .06 110 HUNTINGTON (7,552-40,000) 
Oregon Statesman (M) 6,152 | ABC | .045f 54-152 News (E) 5,340 | Govt} .045f None 
INDIANA (7,043-92,000) 
PENNSYLVANIA Gazette (E) 7,350 | Govt | .045f | 80 
ALLENTOWN (92,052-200,000) JOHNSTOWN (66,866-200,000) 
Call (M & S) 37,930 | ABC | .12£ 151 Democrat (M) 23,333 | Govt | .06f 132 
Chronicle & News and Item (E) 15,709 | ABC | .05f 132 Tribune (E) 32,083 | Govt | .10f 18 
in 
ALTOONA (81,503-125,000) KITTANNING (7,801-75,568) 
Mirror (E) 29,049 | ABC | .09f None Simpson's Leader Times (E) 6,958 | ABC} .05 “1 
Tribune (M) 10,568 | ABC | .06f 9 
LANCASTER (60,596-225,000) 
BEAVER ( 80,000) Intelligencer-Journal & New Era 
Times (E) 6,149 | ABC | .03¢£ 18 (M & E) 51,673 | ABC | .25 13 
BEAVER FALLS (16,002-55,000) LATROBE (10,633-25,000) 
News-Tribune (E) 8,725 | Govt | .04f 18 Bulletin (E) 5,627 | Govt | .04 80 
BETHLEHEM (58,257-110,000) LEBANON (25,362-66,142) 
Globe-Times (E) 16,223 | Govt | .09 71 News & Times (E) 11,023 | Govt | .05f 151 
BLOOMSBURG (9,383) LEWISTOWN (13,277-50,000) 
Press (M) 7,830 | Govt | .055 80 Sentinel (E) 7,657 | ABC | .045f 71 
BRADDOCK (19,301-56,000) McKEESPORT (54,443-125,000) 
News-Herald (E) 5,377 | Govt | .05£ 80 News (E) 17,035 | ABC | .075 80 
BRADFORD (18,875-45,000) MAHANOY CITY (14,801-40,000) 
Era (M) 5,685 | ABC | .04 80 Record-American (E) 6,143 | Govt | .04f 80 
Star & Record (E) 5,673 | Govt | .50 None 
MEADVILLE (16,595-47,500) 
BROWNSVILLE (2,866-100,000) Tribune-Republican (M & E) 8,678 | ABC | .OSf 71 
Telegraph (E) 8,193 | Govt | .05f 80 
MOUNT CARMEL (17,963-41,200) 
BUTLER (23,578-85,000) Item (E) 5,187 | ABC | .04f 80 
Eagle (E) 12,170 |;Govt | .05 None 
NEW CASTLE (44,938-80,000) 
CARBONDALE ( 20,036-40,000) News (E) 18,087 | ABC | .075 80 
Leader (E) 5,571 | Govt | .05 80 
NEW KENSINGTON 
CHAMBERSBURG (14,412-85,000) 
(13,813-50,000) Dispatch (E) 5,225 | Govt | .03f 9 
Franklin Repository (E) 5,021 | Govt] .035 80 
NORRISTOWN (35,837-75,000) 
CHESTER (58,350-150,000) Register (E) 5,874 | Govt | .035f 80 
Times (E) 21,442 | ABC | .10 72 Times Herald (E) 15,085 | ABC} .12 13 
CLEARFIELD (9,201-42,426) OIL CITY (22,048-100,000) 
Progress (E) 5,846 | ABC} .04f 80 Derrick (M) 8,549 | ABC | .05f 72 


* For names and addresses see Pages 252-253. 


¢ First edition, May 1, 1930. 


f Indicates flat rate newspaper. 


§ City populations, and trading zone populations wherever the latter are avail- 
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Market Facts 


Providence is the strategic distributing and 
trading center for southeastern New En- 
gland. The wholesalers of Providence 
serve regularly an area of over 3,000 square 
miles with a population of more than a 
million people. The retailers of Metropol- 
itan Providence alone do an annual busi- 
ness of almost $200,000,000. (U.S. Census 
of Distribution for 1926.) 


This is the rich industrial center of south- 
eastern New England. Rhode Island, al- 
though the smallest state in the union, has 
more industrial workers than 27 of the other 
states. Providence county ranks tenth in 
the United States in number of industrial 
wage earners and twelfth in volume of pay- 
rolls of industrial wage earners. 


Rhode Island is noted for its diversification 
of industry. There are 1497 establishments 
manufacturing jewelry, silverwear, machi- 
~ery, all kinds of tools, rubber goods and 
tires, silk and rayon, woolens and cotton, 
paint, radio tubes, electrical supplies, steel 
wire and many other products. 


Resources of Rhode Island banks for the 
year ending June 30, 1920 increased almost 
twelve and one half million dollars, bringing 
the total resources to $596,846,491.00. 
Savings deposits in all Rhode Island banks 
for the year ending June 30, 1930 amounted 
to $345,430,472.00 while the ratable wealth 
of the state for 1929 was $2,329,252,706.00. 
Rhode Island, the most densely populated 
state in the Union, finds its gravitation 
center in Metropolitan Providence where 
there are more than 4800 retail outlets for 
nationally advertised products. 


towrs in Massachusetts 


and Connecticut. 


EW ENGLANDS SECOND LARGEST MARKET 
PROVIDENCE @}} | 
% New England’s Second Largest Market consists of 
(e) the State of Rhode Island, and nearby cities and 


More 


than 800,000 people live within a sixteen mile 


radius of the Providence City Hall. Approximately 


95% of this population is urban and 5% rural. 


Wholesale Houses—Providence 


Auto Accessories............. 21 
Building Material............ 23 
Sats os iis iesnsnedens 8 
Confectionery. .............: 15 
Dairy and Poultry Products .. 9 
DOO Ee enn once eae 3 


iW COS os ch salen oh wees 
Electrical Appliances......... 
Gasoline and Oil............. 
COCUNG oes ica wt ay eceens 
RRM NORWNNOIR oi acc ce wre cccewawme 
Paint and Varnish........... 


Retail Outlets—Providence 


(Maat Rs kn Sees 89 


Auto Accessories, Garages and 


BH SHGUG 2 cn cs ends 282 
Builders’ Material and 
Lumber Yards............. 45 
Cigar Stores 
ee 34 
Chain..... BGs tna netic aw iii 15 
Men’s Clothing.............. 107 
Women’s Clothing........... 109 
Department Stores........... 6 
Drug Stores 
Independent............... 208 
eee eT re 18 
BG: Gas ockesc eke Helle 150 
Electrical Appliances......... 28 


Furniture and 
House Furnishings......... 


Gasoline and Oil Stations 
eee 
eer ne br peep 

Chain 5c-10c to $1 Stores. .... 


Grocery Stores 
Independemt............... 


POMONOO a casudvaeadetueree 
Musical Instruments 
MANIA occ hen wrnenes 
Plumbing and Heating....... 
Shoe Stores, Men’s and 
Women’s 
Independent............... 
CUMMINS i xt aioe toads 


The Providence Journal and The Evening Bulletin, with a 
combined net paid circulation of 128,158, are read in 
the great majority of English speaking homes in the 
state. They have a greater net paid circulation than 
all other English language dailies in the state combined. 


PROVIDENCE JOURNAL COMPANY 


Chas. H. Eddy Co. 


Boston New York 


Chicago 


PROVIDENCE, R. I. 


Representatives 


San Francisco 


R. J. Bidwell Company 


Los Angeles’ Seattle 
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NEWSPAPER CIRCULATIONS AND RATES (Continued) 


y and News = Total Gross |Representatives State, City and N Total Gross |Representatives 
iwith Po ations of Circu- | Origin) Rate by key $With th Bopulationg of hes Circu- | Origin] Rate by key 
and Trading Zones lation Per Line| numbers* Zones lation Per Line} numbers* 
PENNSYLVANIA RHODE ISLAND 
(Continwed) (Continued) 
PHILADELPHIA PAWTUCKET (77,283-130,000 
(1,961,458-3,000,000) Times (E) 30,962 | ABC | .09 58 
Bulletin (E) 2, ABC | .65f 158 
Inquirer (M) 271,493 | ABC | .SOf 169-47 PROVIDENCE (251,029-810,000) 
lnquiser (S) $18,211 | ABC | .75£ 69-47 Bulletin (E) 84,632 | ABC | .20f 46-12 
Public Ledger (M) 125,522 | ABC | .45f 123-21-142- {Journal (M) 43,526 | ABC} .12f 46-12 
Ledger (E) 202, ABC | .45f 34-12) ournal (S) 86,912 | ABC | .20f 46-12 
News (E) 193,344 | ABC | .035 144-103 News-Tribune (E & S) 33,949 | ABC | .10 147-126 
Public Ledger & wend (M&E)| 328,122 | ABC | .65f 13,225-64 
Public Ledger (S 81,038 | ABC | .75f 152 WESTERLY (10,967-42,996) 
Public Ledger Rt & 8) ‘560 | ABC | .95f 13-22-64 Sun (E & S) 5,438 | ABC | .04f 18 
Public Ledger & Ledger (ZE &S)| 683,638 | ABC | .95f 123-152 
Record (M) 122,958 | ABC | .35 151-48 WOONSOCKET (49,303-100,000) 
Item ( 763 | Sworn| .20 None Call (E) 16,329 | ABC | .06f 58 
PITTSBURGH (669,631-1,800,000) T AROLINA 
pemasenetts (Mt) 239,649 | ABC | .ss 13 SOUTH CARO 
— (E) 197,243 | ABC] .40f 143 ANDERSON (14,130-150,000) 5,275 | ABC | .04f 32 
p rees (5) » @R) 276,298 | ABC | .45f 143 Independent-Tribune (M & S) 
un Telegrap 178,192 | ABC .50 13 
Sun Tel h (S ¢ CHARLESTON (62,123-285 ao) 
ne 352,362 | ABC | .60 13 Post, and News & Courier(M&E) 27,189 | ABC] .10 19 
POTTSTOWN (19,424-40,000) Post, and News & Courier (E&S) 32,097 | ABC] .11 19 
News (M) 9,115 | ABC | .06 64 cqnenems (49,517-395,570) 
ecor ) 15,755 | ABC | .06f 75 
POTTSVILLE (24,276-132,098) State (M & S) 28,224 | ABC | .08f 19-84 
—_ ’ 10,294 | Govt | .06 150-107 
orning Paper & Republican FLORENCE (14,655-200,000) 
(M & E) 15,101 | ABC} .12 64 News (M) 5,075 | Govt | .04 56 
READING (110,289-260,000) GREENVILLE (29,081-250,000) 
Eagle (E ¢ Ss 39,954 | ABC | .14 168 a —— (M & E) 43.480 ABC -12f 18 
i News i R 
sansa sented Inmated ieee thi News & Piedmont (E & S) 42'534 | ABC| 12f | 18 
SAYRE (10,097) SPARTANBURG (28,643-250,000) 
Times (E) 5,325 | Govt] .035f 80 Herald & Journal (M‘& 16,497 | ABC] .08 75 
SCRANTON (143 428-300,000) Herald & Journal (S & E) 20,405 | ABC | .09 75 
epublican 27,244 | ABC] .15 130 
Scrantonian (S) 43,270 ABC | 15. 80 SOUTH DAKOTA 
un ovt]. 132 
: ABERDEEN (16, wry ,000) 
cieneaiieted 47,587 | ABC | .16 $6 American-News (M & E) 12,728 | ABC | .07£ 130 
SHAMOKIN (20,275-55,000) American-News (S) 11,779 | ABC} .07f 130 
News (E) 5,002 | ABC} .035f | 80 HURON (10,774,50,000) 
SHARON (25,863-60,000) Huronite (E) 7,393 | ABC | .OSf 157-119 
Herald (E) 7,875 | ABC} .50"f 80 
€ ‘ MITCHELL (10,919-65,300) 
News-Telegraph (E) 9,133 | ABC | .04 9 Republican () 14,927 | ABC | .o7¢ 126-130 
SHENANDOAH (21,716-75,000) 
SIOUX FALLS (33,342-200,000) 
anaes 6,544 | Govt} 04 | 80 Argus Leader (E & S) 34,526 | ABC] .12¢ | 130 
STROUDSBURG (5,940-30,000) 
WATERTOWN (10,251-78,500) 
cnscecialeeid Te Public Opinion (E) 6,600 | ABC] .o«f | 157 
—_ f T E EE 
aily 7,147 | Govt 80 
Item (E) 6,945 | ABC | .49"f 64 ENNESS 
CHATTANOOGA 
TARENTUM (9,539-45,000) (119,539-450,000) 
Valley News (E) 5,738 | Govt} .035f 80 News (E) 38,609 | ABC} .11f 16 
Times (M & S) 37,953 | ABC] .11f 19 
TOWANDA (4,103-35,000) 
Review (M) §,818 | ABC | .06 64 ony @?. 118) 
Sun (E & 7,810 | Govt] .04 16 
UNIONTOWN (19, etry ,000) 
Herald & Genius (M & E) 19,503 | Govt | .04 None JOHNSON CITY (25,073-130, eee) 
News Standard (E) 5,698 | Govt | .35"f 44 Chronicle & Staff News (M & E) 8,550 | ABC] .O55£ 56 
Chronicle & Staff News (S) 7,882 | ABC |} .OSS£ 56 
WARREN (14,835-40,000) 
Times- Mirror (E) 9,207 | ABC] .O5f£ 80 KNOXVILLE (105,795-425,000) 
Journal (M&S 35,914 | ABC] .10f 16 
WASHINGTON (24,239-189 << News-Sentinel (E & S) 41,996 | ABC} .11f 143 
Observer & Reporter (M & E) 17,329 | ABC | .06f 18 
MEMPHIS (252,049-676,626) 
WEST CHESTER (12,331-40,671) ——— Appeal & Appeal 
Local News (E) 11,484 | ABC] .07 vi (M & 194,927 | ABC} .30f 16 
Poh tee Appeal (S) 143,519 | ABC} .30f 16 
WILKES BARRE (86,507-230,000) Press-Scimitar (E) 99,266 | ABC | .20f 143 
News (E 15,127 | Govt] .06f 80 
Record (M) 27,812 | ABC | .07£ 132 NASHVILLE (153,153-650,000) 
a (S) 18,629 | ABC | .06f 64 Banner (E) 62,176 | ABC | .13f 66-132 
Telegram (S) 14,948 | Govt | .OSf None Banner (S) 68,132 | ABC} .22f 66-132 
Times Leader (E) 27,552 | ABC] .O7f 151 Tennessean (M & E) 93,055 | ABC | .15f 16 
Tennessean (S) 68,547 | ABC} .13f 16 
WILLIAMSPORT (45,695-250,000) Tennessean (S & E) 106,311 | ABC | .15f 16 
Sun, Gazette & Bulletin (M & E) 28,622 | ABC] .10f 99 : 
YORE (55,230-144,521) ” i TEXAS 
ispatc 21,249 vt | .0 132 ABILENE (23,129-60,000) 
Gazette & Daily (M) 20,413 | Govt | .07f 71 Reporter & News (M & E) 16,884 | Govt | .08f 156 
Reporter & News (S) 14,532 | Govt | .08f 156 
RHODE ISLAND AMARILLO (43,094-450,000) 
NEWPORT (27,430) Globe & News (M & E) 33,570 | ABC | .15f 156 
News (E) 6,336 | Govt] .07 105 News-Globe (S) 29,971 | ABC | .15£ 156 


* For names and addresses see Pages 252-253. 


¥ See Adv. on Page 245. 


f Indicates flat rate newspaper. 


§ City populations and trading zone populations, wherever the latter are avail- 


able, follow names of cities, 
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1929 
600,000 AGATE LINES 


19350 
370,671 AGATE LINES 


THERE IS A REASON 


Reynolds, Fitzgerald, Inc. 


National Advertising 
Representatives 


New York, Chicago, Philadelphia, 


San Francisco, Los Angeles 


Joel C. Harris, Jr. 
Southern Representative 


Atlanta 


LEADERSHIP 


The Banner is by all odds the first choice of National 


Advertisers who demand results. 


That’s why in 1929 the Banner led the field in 
National Advertising by over 800,000 agate lines, 
and during the first six months of 1930 by 370,671 


agate lines. 


There is a reason. ‘That reason is results based on 
performance and the Banner’s ability to do a real 


merchandising job. 


Put your problems in the hands of capable and 
intelligent men who know the market. 


(Che 
NASHVILLE 
BANNER 


The South’s Greatest Evening Newspaper 


SALES MANAGEMENT 


NEWSPAPER CIRCULATIONS AND RATES (Continued) 


able, follow names of cities. 


State, City and Newspaper | Total | Gross eninaebanieed State, City Total Gross |Representatives 
§With Populations of Cities Circu- | Origin] Tate by key and Circu- Origin} Rate by key 
and Trading Zones lation Per Line numbers* Newspaper lation Per Line numbers* 
GREENVILLE (12,407) 
TEXAS Banner (E) 7,642 | Govt | .04 156 
(Continued) Herald (M) 7,612 | Govt | .04 56 

AUSTIN (51,435-101,103) ; HOUSTON (290,811-395,000) 

American & Statesman (M & E) 25,474 | ABC] .11f 20-60-126 AChronicle (E) 86,555 | ABC | .18f 16 
American-Statesman (S) 22,392 | ABC | .11f 20-60-126 AChronicle (S) 96,313 | ABC | .20f 16 
Post-Dispatch (M) 72,625 | ABC | .17f 9 

BEAUMONT (57,483-218 ry Post-Dispatch (S) 76,911 | ABC} .17f 9 
Enterprise & ‘om: (M & E) 38,363 | ABC | .13f 9 Press (E) 43,075 | ABC | .13¢ 143 
Enterprise (S) 35,712 | ABC } .43f 9 
Enterprise*& Journal (S & E) 51,375 | ABC | .14f 9 LAREDO (32,661-200,000) 

Times (E & S) 6,031 | Govt | .05f 156 

BROWNSVILLE (21,944-90,000) LUBBOCK ( 

20 612) 
Herald (E & S) 6,538 | Govt | .0Sf 156 —_ & soon (M & E) 11,775 a .06f 156 

CORPUS CHRISTI (27,789-40,000) valanche-J »urnal (S) 9,989 ovt | .06f 156 
Caller-Times (M & S) 5,150 | ABC} .06 156 MARSHALL (16,290-100,000) 

Messenger & News (M & E) 7,758 | Govt | .63"f 156 

DALLAS (260, 397-325 ,000) 

Dispatch (E) 34,829 | ABC} .12 20-126 MEXIA (6,555-80,000) 
{Journal & News (M & E) 134,770 | ABC | .33 9 News (E & S) 5,110 | Govt | .04f 4-114 
Journal (E) 44,885 | ABC ]-.13 9 
News (M) 89,885 | ABC | .23 9 PARIS (15,406) 
News (S) 103,885 | ABC | .27 9 News (M) 6,246 | Govt | .04f 156 
Times-Herald (E) 67,024 | Govt] .17f 9 
PORT Ae (50,067) 

DENISON (13,851-43,000) News (E&S 9,855 | ABC | .06f 20-156 
Herald (E & S) 6,088 | Govt | .04 156 SAN ROO 05200 a r ; 

EL PASO (101,975-399,429) tandard & Times ( 14,157 ovt | .06 156 
Herald & Times (M & E) 34,548 | ABC | .12f 19 Standard Times (S) 12,832 | Govt | .06f 156 
Herald & Times (E & S) 40,068 | ABC |} .12f 19 
Post (E) 24,436 | ABC | .08f 143 SAN ANTONIO (254,562) 

fa in — (M & E) 77,836 nex 22 19 

FORT WORTH (160,892-309,565) xpress (S) 62,428 17 19 
Press (E) 36,608 | ABC | .10f 143 Light (E) 42,096 | ABC} .13 {89-112-156- 
AStar-Telegram & Record-Tele- oan ; . Light (S) 76,482 | ABC | .18 \68-108 

gram (M & E) 143,496 B .29 None 
Record-Telegram & Star-Tele- SHERMAN (15,636-85,000) 
gram & Record bo md! 159,772 | ABC | .39f None Democrat (E & S) 5,643 | ABC | .04f 156 
Star-Telegram & Star-Telegram 
& Record (E & S) 236,528 | ABC | .48f None TEMPLE (15,333-60,449) : 
Star-Telegram & Record (S) 126,402 | ABC | .29f None Telegram (E & S) 8,594 | ABC | .06f 156 

GALVESTON (51,939-85,000) TEXARKANA (16,602-237,261) 

News & Trikes (M (M & E) 19,103 | ABC} .10f 19 Gazette & News (M & E) 14,701 | ABC | .O8f 156 
News & Tribune (E & S) 22,550 | ABC | .11f 19 Gazette (S) 13,488 | ABC | .O8f 156 
* For names and addresses see Pages 252-253. f Indicates flat rate newspaper. { See Adv. on Page 24). 

§ City populations, and trading zone populations wherever the latter are avail- ASee page 59. 


SAN ANTONIO~ 


A GOOD MARKET FOR ADVERTISERS 


$30,000,000.00 project at Randolph Field in the San Antonio suburbs. 


home newspapers without circulation contests. 


it is invaluable to food-products advertising. 


SAN ANTONIO EXPRESS 
SAN ANTONIO EVENING NEWS 


These Newspapers Rank High With Local Advertisers 


THE JOHN BUDD COMPANY, National Advertising Representatives 


CHICAGO 


South and West Texas—for which San Antonio is the trade center—afford excellent oppor- 
tunities for national advertisers. This region is producing bountiful crops, following an | 
early summer of good rains. Building construction is brisk in many lines, both private and 
public—including the Government’s work in the making of the West Point of the Air, the | 


; | 
San Antonio Express and San Antonio Evening News have grown in the confidence and | 
respect of the home. Each of these newspapers has its own distinctive staff and the circula- 
tion is almost non-duplicating. They have gained and held their leadership as this region’s | 
| 


Home Economics and Food Products Department is open throughout the year except during | 
the summer months. This department has aroused great interest among housewives, so that 


ST. LOUIS ATLANTA DALLAS LOS ANGELES SAN FRANCISCO PORTLAND 
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.... Kly High knough 
And It Would Look Like This 


(Minus the Name-Plates) 


ERE is the Dallas market 

area—set down somewhat as 
those who ride the bustling South- 
western airlanes might see it if they 
could have a range of vision of 100 
miles or so. 
It’s one of the greatest unit markets 
in Amerca—a clean, high-class 
American city and a group of 
ptosperous, hustling towns with 
fertile farms between. 
One person out of every 80 in 
America lives and buys in this 
market. One dollar out of every 
80 that’s spent in America for 
merchandise is spent here. 


And one big, influential daily di- 
rects the buying tendencies of the 
whole market—The Dallas Morn- 


ing News. 
Within the borders indicated no 
other metropolitan daily ap- 


proaches The News in circulation. 
The Dallas Journal—The News’ 
popular after- 
noon companion- 
paper—gives 42,- 
000-odd_ addi- 
tional coverage 
of the immediate 
city and suburban 
area. 


Both papers together—at their 
combination (optional) rate—rep- 
resent as good an advertising 
Opportunity as anyone could rea- 
sonably ask for. 

A large-scale copy of the above 
picture, with detailed statistics, 
will be sent you for the asking. 


The Dallas Morning News 
The Dallas Journal 


SALE S§ 


MANAGEMENT 


NEWSPAPER CIRCULATIONS AND RATES (Continued) 


State, City and Ni per Total Gross |Representatives} State, City and Newspaper Total Gross |Representatives 
gWith a of Cities Circu- | Origin] Rate by key §With Populations of Cities Circu- | Origin] Rate by key 
and Trading Zones lation Per Line] numbers* and Trading Zones lation Per Line wambent 
TEXAS WASHINGTON 
(Continued) (Continued) 
WACO (52,825) EVERETT (37, 596-67,498) 
News- ribune & Times Herald . 
z iM i) : 33,177 ABC - —m Herald (E & S) 15,411 | ABC | .os¢ 158 

ews- une (S) 31,303 -12£ 126 HOQUIAM (12,758-60,000) 

WicHIT, A y ALLS i 43,61 4278.01 © oe Washingtonian (M) 6,114 | Govt | .04f 110 

ecord-News ‘imes 37, 15 75 

LONGVIEW (10,491-35,365) 
Times (6) 52,478 | ABC) ist =| 75 News (E) 6,073 | ABC| .ost | 50-158 
— —o wie _ 5,606 | Govt | .ost 50-158 
OGDEN (40,235-60,000) ympian . . 
Standard-Examiner (E & S) 11,474 | ABC | .06f 12-132 Olympian (S) 5,379 | Govt} .0Sf 50-158 
SALT c SEATTLE (362,426-682,713) 

(140,058-240, 000) Post-Intelligencer (M) 104,424 | ABC | .28 57-25- 
Deseret News (E) 39,$33 | ABC | .0of 32-33 aoe (S) 165,298 | ABC | .37 87-8 
Telegram (E) 22.206 | ABC | .osf 12-158 Star (E) 99,063 | ABC | .24f 58 
Telegram (S) 24,346 | ABC | .09f 12-158 Times (E) 101,606 | ABC | .25f 122 
Tribune (S) 71,626 | ABC | .16 9-110 

Ng ene 
e esman-Neview 
VERMONT ot e®, xs : ne 94,888 | ABC| .27f | 110-113 
BARRE (11,211-60,000) e & Spokesman-Review 
E F (E&S 101,513 | ABC | .29f 110-113 
Times (E) 7,542 | ABC | .05 105 Press (E) 33°88 | ABC | ‘o7f 58 
BURLINGTON (24,720-65,000) Times (E) 17,814 | ABC | .07f 113-110 
cami seria ais = bere ey med ety, &E)| 59,417 | ABC] .16¢ 54-131-12 
ger ews- i ribDune ° . ° 
RUTLAND (17,300-107,589) Ledger S) 29,761 | ABC | .10f $4-131-12 
Herald (M) 13,313 | ABC | .05Sf | 105 imes (E) 28,624 | ABC | .08f 58 
WALLA WALLA (15,725-35,000) 
VIRGINIA Bulletin (E & S) 7,357 | ABC| ost | 131-110 
ALEXANDRIA (24,185) 
WENATCHEE (11,620-53,539) 
Gasette (2) 5.279 | Govt} .0sf =| 44 World (E) 9,959 | ABC| .ost | 50-54 
BRISTOL (8,830-135,000) 
Hersla. Courier & News-Bulletin bes “it Ge ‘ne 6,935 | ABC | .04¢ 54-131-50 

(M & B) 12,358 | ABC| .o7f | None — a : 
Herald-Courier & News-Bulletin : —, rey att td re pee 

epubli ° - 

(S & E) 14,367 | ABC | .O7f None Herald & Republic (M & E) 14'523 | ABC | .07f 54-131-50 

DANVILLE (22, 236- 125 ,000) 
Register & Bee (M & E) 16,075 | ABC | .o7f 46-84 WEST VIRGINIA 
Register & Bee (E & S) 22,079 | ABC] .O8f 46-84 
ae Bo wey tM ae) 8,037 | ABC] .05 44 
REDERICKSBURG eigh Regis , J 
(6,826-60,000) Raleigh Register (S) 6,029 | ABC | .05 AG 
ance E 
cies san ee ea Nera) asa ancl on | 1 
SONBURG (7,194-80,000 elegrap unset News , J 
News-Record (M sn ) 8,172 | ABC | .04f rvi Telegraph & Sunset News (Eas) 19,365 | ABC] .08f 75 
LYNCHBURG (40,643-151,159) CHARLESTON (66,411-323,325) 
Advance & News (M & E) 17,420 | ABC | .07 46 ero am) pga oeite 612 
Advance ews (E ) 19,011 | ABC | .07 46 Mail (E & S) 26'352 | Govt | _09f 44 
NEWPORT NEWS (34,285-80,000) 
Press & Times-Herald (M&E) | 15,140 | ABC | .OSf =| 19 "Exponent & Telegrany (M @ 1 )| 28,597] ABC| .12¢ | 44 
Press (S) 10,091 | ABC | .0Sf 19 Exponent-Telegram (S) 27.895 ABC | :12f 44 
NORFOLK (127,808-393,000) 
Ledger Dispatch (E) 47,427 | ABC | .12f 19 pageant OS ee. 
Virginian apetch (M) : ABC | (12 16 Times & West Virginian (M & E) 12,484 | ABC | .065f 44 
Virginian Pilot (S) 47.198 | ABC] .12f 16 Times & West Virginian (E & S) 14,835 | ABC | .075f 44 
WETERSBURG (28, Agt-100 ,000) HUNTINGTON (7S, 725-100,000) 
—— & Herald-Dispatch 
ay ony yt (61,600) oa, (S) 22,973 | ABC | .12f 75 
Star (E & S) 8,766 | Govt | .0Sf 18 MARTINSBURG (14,855-40,000) 
RICHMOND (182,883-300,000) Journal (E) 6,019 | ABC] .035f 29 

ews-Leader (E) 73,212 | ABC | .18f 24-138 

Hee Baeis Sass | ABG|stst [13] Bemium News a | sae | ape) og | 3s 
es-Dispa 5 . Post (E) 7,102 | ABC | .08f 75 
ROANOKE (68,314-158,000) 
Times & World-News (M & E) 35,997 | ABC| .11f | 46-60 PARKERSBURG (29,605-4S,000) 
Times (S) 23'830 | ABC | _o8f 46-60 News (M & S) 8,728 | ABC | .035f 147 
Times & World-News (E & S) 40.687 | ABC | 112f | 46-60 Sentinel (E) 11,321 | ABC} 055 | 29 
WELCH (5,494-75,000) 
STAUNTON (11,912-50, 000) 
Leader & News-Leader (M & S) 7,542 | ABC | .0S 56 News ( 5,651 | Govt} .035 ad 
News-Leader (S) 5,748 | ABC | .05 56 WHEELING (61,752-170,000) 
esata pass| ape] as | 
ews e . 
WASHINGTON News (S) 21,014 | ABC} .13 29 
ABERDEEN (21,707-45,000) Register (M) 10,164 | ABC | .04f 18 
World (E) 7,818 | ABC | .0Sf 54-50 Register (S) 10,228 | ABC] .04Sf | 18 
BELLINGHAM {38 377-90,000) 
Herald (M & E) 18,239 | Govt | .08f 158-50 WISCONSIN 

Herald * Govt | .0Sf 158-50 APPLETON (25,265-70,000) 

Herald (Sat., E & 8) .08f 158-50 Post-Crescent (E) 15,268 | ABC | .06f 147-126 


®@ For names and addresses see Pages 252-253. 


f Indicates flat rate newspaper. 


§ City populations, and trading sone populations wherever the latter are avail- 


able, follow names of cities. 
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SALES 


MANAGEMENT 


NEWSPAPER CIRCULATIONS 
AND RATES (Continued) 


State, City and Newspaper Total Origin Gross |Representatives 
§With Populations of Cities Circu- Rate by key 
and Trading Zones lation Per Line numbers* 
WISCONSIN 
(Continued) 
BELOIT (23,609-50,000) 
é News (E) 10,790 | ABC | .06f 130 
CHIPPEWA FALLS 
(9537-37,000) 
Herald-Telegram (E) 5,056 | ABC | .04f 20 
EAU CLAIRE (26,337-100,000) 
Leader & Telegram (M & E) 14,361 | ABC | .065 80 
Leader & Telegram (E & S) 14,437 | ABC | .065 80 
FOND DU LAC (26,362-80,000) 
Commonwealth Reporter (E) 14,604 | ABC | .06f 147-126 
GREEN BAY (37,327-80,800) 
Press-Gazette (E) 19,069 | ABC | .07f 147-126 
JANESVILLE (21,427-80,000) 
Gazette (E) 14,622 | ABC | .075 80 
KENOSHA (49,844-72,326) 
News (E) 11,791 | ABC | .06f 32 
LA CROSSE (39,300-175,000) 
Tribune & Leader Press (E & S) 14,998 | ABC | .06f 32 
MADISON (57,815-200,000) 
Capital Times (E & S) 28,331 | ABC | .08f 147-126 
Wisconsin State-Journal (E & S) 27,541 | ABC | .08f 32 
MANITOWOC (22,973-75,000) 
Herald-News (E) 7,331 | ABC | .06 2 
MARINETTE  _———e 
Eagle-Star (E) 5,190 | Govt | .04 None 
MARSHFIELD ( 8,774-25,000) 
News-Herald (E) 6,025 | Govt | .05 None 
MILWAUKEE (572,324-1,44,367) 
Journal (E 175,267 | ABC | .34f 122 
Journal ) 228,252 | ABC | .40£ 122 
Leader (E) 49,604 | Govt | .13 55 
Sentinel (M) 68,064 | ABC | .25 13 
Sentinel (S) 175,422 | ABC | .40 13 
Wisconsin News (E) 103,290 | ABC | .22f 15-33 
OSHKOSH (33,200-100,000) 
Northwestern (E) 15,288 | ABC | .07 147-126 
RACINE (67,515-84,946) 
Journal-News (E) 13,739 | ABC | .06f 2 
Times-Call (E) 11,564 | ABC |} .06f 46 
SHEBOYGAN (39,236-209,085) 
Press (E 16,474 | ABC | .075 157 
STEVENS POINT (13,517-50,000) 
Journal (E) 6,635 | Govt} .05 157 
SUPERIOR (36,091-140,000) 
Journal (E) 5,342 | Govt| .0Sf 80 
Telegram (E) 21,148 | ABC | .08f 20-60-126 
WAUSAU (23,609-75,000) 
Record-Herald (E) 9,588 | ABC | .0Sf 130 
WISCONSIN RAPIDS 
(8,671-40,000) 
Tribune (E) 6,125 | Govt | .05 None 
WYOMING 
CASPER (16,764-35,000) 
Herald & Tribune (M & E) 7,941 | ABC | .06f 130 
Tribune-Herald (S) 7,135 | ABC | .06f 130 
CHEYENNE (17,097-51,000 
Wyoming State-Tribune & State 
Leader (E)  ~ 7,666 | ABC | .06f 75 
HAWAII 
HONOLULU (138,600-369,200) 
Advertiser (M &S 11,806 | ABC} O8f 75 
{Star Bulletin 19,921 | ABC | 08f 1-12 


— 


* For names and addresses see Pages 252-253. 


f Indicates flat rate newspaper. 
‘See page 267 


§City populations, and trading zone populations wherever the latter are avail- 


ble, follow names of cities. 


KENOSHA, WISCONSIN 


THE home of 

NASH AUTOMOBILES 

SIMMONS BEDS AND FURNITURE 

ALLENA.HOSIERYANDUNDERWEAR 

COOPER UNDERWEAR 

MACWHYTE WIRE ROPE 

FROST PLUMBERS SUPPLIES 

WELLS MACHINES 

and many other large industrial institutions 

with their thousands of employees 
offers a market that should not be overlooked 
and one which can only be reached efficiently 
and economically through the columns of the 


KENOSHA EVENING NEWS 


(member Audit Bureau of Circulations) 


When a daily newspaper located 50 miles from 
Chicago and 35 miles from Milwaukee can so 
dominate its field that the circulation of the 
Metropolitan dailies in that territory is prac- 
tically negligible, it must be a real newspaper. 
The KENOSHA EVENING NEWS is such a 
paper. It is read in the HOMES by receptive, 
buying people because it is Kenosha’s own and 
only newspaper. 


The importance of using The KENOSHA 
EVENING NEWS is apparent when one con- 
siders the fact that 99% of the circulation of 
THE NEWS is confined to the city of 
Kenosha. National advertisers appreciate 
thethorough coverage of this prosperous com- 


munity offered through The NEWS. 


CONE, ROTHENBURG & NOEE 


‘Publishers’ Representatives 
NEW YORK DETROIT’ KANSAS CITY 


CHICAGO ST.LOUIS ATLANTA 


SALES 


MANAGEMENT 


1. 


4 


10. 


11 


12. 


14. 
15. 


16. 


17. 


18. 


19. 


20. 


Alcorn Co., Franklin P., Inc. 
New York—270 Madison Avenue. 
Chicago—410 N. Michigan Avenue. 
San Francisco—742 Market Street. 
Los Angeles—Times Building. 
Seattle—Stuart Building. 
Allen-Klapp Co. 
Chicago—435 N. Michigan Avenue. 
New York—551 Fifth Avenue. 
St. Louis—312 Victoria Building. 
Detroit—2-254 General Motors Bldg. 


. American Press Association 


New York—225 W. 39th Street. 
Chicago—122 So. Michigan Avenue. 
Detroit—2111 Woodward Avenue. 
Baltimore—1115 Lexington Building. 
Kansas City—Interstate Building. 
Atlanta—906 Walton Building. 
Anderson, C. J., Special Agency 
Chicago—35 East Wacker Drive. 
New York—See Ralph R. Mulligan. 
Anderson, V. S. 
New York—1819 Broadway. 


. Arkansas Dailies 


Chicago—75 East Wacker Drive. 
New York—420 Lexington Avenue. 
Detroit—General Motors Building. 
Dallas—Mercantile Bank Building. 
Kansas City—Coca-Cola Building. 
St. Louis—Star Building. et 
Oklahoma City—Petroleum Building. 


Little Rock, Arkansas—1111 Boyle Building. 
. Arthur, Wilbur L. 


New York—1834 Broadway. 


. Bartlett, A. R 


Detroit 3-129 General Motors Bldg. 


. Beckwith, The Special Agency, Inc. 


New York—230 Park Avenue. 
Chicago—8 So. Michigan Avenue. 
Philadelphia—1135 North 65th. 
Detroit—4-139 General Motors Bldg. 
Kansas City—307 Interstate Building. 
St. Louis—1411 Syndicate Trust Bldg. 
Atlanta—1010 Glenn Building. 
San Francisco—1213 New Russ Bldg. 
Bellisle Co., A. P. 
San Francisco—681 Market Street. 
Bertolet, Hanson & Lemon 
New York-—366 Fifth Avenue. 
Chicago—30 North Dearborn Street. 
Kansas City—See Davies & Dillon. 
Pacific Coast—See R. J. Bidwell Company. 
Bidwell Co., R. J. 
San Francisco—742 Market Street. 
Los Angeles—Times Building. 
Seattle —3322 Stuart Building 
Block, Paul, Inc. 
New York—247 Park Avenue. 
Chicago—919 No. Michigan Avenue. 
Detroit—General Motors Building. 
Boston—Little Building. 
Philadelphia—1420 Walnut Street. 
San Francisco—839 Russ Building. 
Boardman, Harry B. : 
Chicago—123 West Madison Street. 
Boone, Rodney E. Organization 
New York—57th St. and 8th Ave. 
Chicago—932 Hearst Building. 
Boston—203-5 Winthrop Square. 
Detroit—12-230 General Motors Bldg. 
Rochester—14 Franklin Street. 
Philadelphia—123 South Broad Street. 
Branham Co., John M. 
Chicago—360 No. Michigan Ave. 
New York—420 Lexington Ave. 
Nashville—400 Union Street. 
Memphis—730 Dermon Building. 
Atlanta—123 Peachtree Street. 
Detroit—3-236 General Motors Bldg. 
St. Louis—721 Olive Street. 


Kansas City—500 National Fidelity Life Bldg. 


San Francisco—Kohl Building. 
Los Angeles—New Orpheum Building. 
Bryan Murphy & Co. 
Kansas City—lInterstate Building. 
Bryant, Griffith & Brunson, Inc. 
New York—9 East 41st St. 
Chicago—230 No. Michigan Avenue. 
Bosto 1—201 Devonshire St. 
Atlanta—Walton Building. 
Budd Co., The John 
New York—9 East 37th St. 
Chicago—435 No. Michigan Avenue. 
St. Louis—Chemical Building. 
Atlanta—Healey Building. 
San Francisco—55 New Montgomery St. 
Los Angeles—Western Pacific Building. 
Portland—Security Building. 
Dallas—Republic Bank Bldg. 
Burke, Kuipers, Mahoney & Payne, Inc. 
New York—420 Lexington Avenue. 
Chicago—203 No. Wabash Ave. 


21. 
22. 
23. 


24. 


25. 


26. 


27. 


28. 
29. 


30. 


31 


32. 


33. 
34. 
35. 


36 


. 


37 


38. 


39. 


40. 


41. 
42. 
43. 


44. 


45. 
46. 


47. 
48. 


49. 
50. 
51 


Atlanta—711-12 Glenn Bldg. 
Los Angeles—Chamber of Commerce Bldg. 
San Francisco—235 Montgomery Street. 
Seattle—Leary Building. 
Burke, Hugh 
New York—60 E. 42nd St. 
Callender & Lynch, Inc. 
New York—24 North William Street. 
Capper Publications 
New York—420 Lexington Avenue. 
Chicago—203 North Wabash Avenue. 
Cleveland—1013 Rockwell Avenue. 
Detroit—1632 W. Lafayette Boulevard. 
Kansas City—1407 Waldheim Building. 
Omaha—Theodore Terrace. . 
Philadelphia—1201 Chestnut Street. 
St. Louis—2206 Pine Street. 
San Francisco—Sharon Bldg. 
Carroll, Dan. A. 
New York—110 E. 42nd Street. 
Chew, W. W. 
New York—285 Madison Avenue. 
Clark, Pincus & Walker, Inc. 
New York—205 East 42nd Street. 
Chicago—64 E. Lake Street. 
Dallas—2707 Hood Street. 
Clark, Thomas F., Co., Inc. 
New York—205-217 East 42nd Street. 
Chicago—64 East Lake Street. 
Clark, H. K. 
Chicago—180 No. Michigan Avenue. 
Clayden, A. E., Inc. 
New York—369 Lexington Avenue. 
Chicago—360 N. Michigan Avenue. 
Close, George D. 
Los Angeles—Chamber of Commerce Bldg. 
San Francisco—Montgomery Street. 
Collegiate Special Advertising Agency, Inc. 
Chicago—612 No. Michigan Avenue. 
New York—18 East 41st Street. 
Cone, Rothenburg & Noee, Inc. 
New York—10 East 40th Street. 
Chicago—360 No. Michigan Boulevard. 
Detroit—3-124 General Motors Building. 
Atlanta—Glenn Building. 
Kansas City—305 Coca-Cola Building. 
St. Louis—312 Victoria Building. 
Des Moines—521 Insurance Exchange Bldg. 
Conger, H. H. Co. 
San Francisco—Hearst Bldg. 
Cour, C. A. 
St. Louis—404 Globe Democrat Building. 
Crall Co,., L.. Hi. 
New York—225 Fifth Avenue. 
Chicago—7 South Dearborn Street. 
Creel, Allan W. 
New York—15 East 40th Street. 
Cremmen, J. J. 
Boston—554 New England Press Building. 
Cullen Co., John W. 
Chicago—8 So. Michigan Ave. 
New York—501 Fifth Avenue. 
Detroit—General Motors Building. 
Cupit & Birch 
San Francisco—Kohl Building. 
Los Angeles—New Orpheum Building. 
David Co., George B. 
New York—110 East 42nd Street. 
Chicago—400 No. Michigan Boulevard. 
Davies and Dillon 
Kansas City—500 National Fidelity Life Bldg. 
Davis, R. H. 
Chicago—400 No. Michigan Avenue. 
DeClerque, Henry, Inc. 
Chicago—435 No. Michigan Avenue. 
New York—12 East 41st Street. 
San Francisco—Hearst Building. 
Los Angeles—117 West Ninth Street. 
Seattle—507 Leary Building. 


_Devine-Tenney Corp. 


New York—Chrysler Building. 

Chicago—307 N. Michigan Avenue. 

Des Moines—Insurance Exchange Building. 
Druehl, Fred H. 

Rochester, N. Y.—14 Franklin Street. 
Eddy Co., Chas. H. 

New York—247 Park Avenue. 

Chicago—410 No. Michigan Avenue. 

Boston—294 Washington Street. 
Emory, Thomas 

San Francisco—1213 Russ Building. 
Farley, Robert S. (Financial & Steamship ad- 

vertising exclusively) 

New York—25 Beaver Street. 
Fawcett, Harwood Hoyt 

San Diego—612-13-14 Spreckles Theatre Bldg. 
Ferriss, H. R. 

Seattle—White-Henry Stuart Building. 
Fisher, Harry R. Co. 

Chicago—5 South Wahash Avenue. 


ADVERTISING REPRESENTATIVES OF NEWSPAPERS 


The Publishers’ Representatives listed below have on file 
and are glad to furnish market data, advertising rates, latest 
circulation figures and other information about newspapers 
which they represent. The last column in the list of News- 


52. 


53. 


54. 


55. 


56. 


57. 


58. 


73. 


74. 


75. 


76. 
77 


78. 


79. 


paper Circulation and Rates, Pages 226 to 251, shows repre- 
sentatives by key number, of individual newspapers. 
representatives’ names and addresses can be ascertained by 
referring to the list below. 


Fitzpatrick, Keene 
San Francisco—820 Kohl Building. 

Fletcher, R. A. 

New York—Rm. 2204, 521 Fifth Avenue, 

Ford-Parsons-Stecher, Inc. 

Chicago—360 No. Michigan Avenue. 
New York—271 Madison Avenue. 

San Francisco—Sharon Bldg. 

Los Angeles—Western Pacific Building. 
Portland Security Bldg. 

Fralick, Bates & Alward, Inc. 

New York—270 Madison Avenue. 
Chicago—605 No. Michigan Avenue. 
San Francisco—Hearst Bldg. 

Frost, Landis & Kohn 

Chicago—35 East Wacker Drive. 

New York—250 Park Ave. 

Detroit—2-113 General Motors Building. 

Atlanta—Walton Bldg. 

Dallas—1813 Main Street. 

St. Louis—Security Building. 

Baltimore—1115 Lexington Building. 

Jacksonville, Fla.—2766 Park Street. 

Charlotte—Selwyn Hotel Building—4770. 

Pacific Coast—See Fred L. Hall Company, Inc. 
Galbraith, J. D. 

Chicago—612 Hearst Bldg. 

Gilman, Nicoll & Ruthman 
Chicago—410 No. Michigan Avenue. 
New York—19 West 44th Street. 
Detroit—2-226 General Motors Bldg. 
Boston—18 Tremont Street. 

San Franciso—507 Montgomery St. 

Gladding, Geo. M. 

Detroit—8-230 General Motors Bldg. 


. Grant, A. D., Mrs. 


Atlanta—711-12 Glenn Building. 


- Gravure Service Corp. 


New York—Graybar Bldg. 
Chicago—400 No. Michigan Avenue. 


- Groom, J. K. 


Aurora, Ill.—Beacon News Building. 


Gross, Henry 
Chicago—330 South Wells Street. 


. Hamilton-DeLisser, Inc. 


New York—285 Madison Avenue. 
Chicago—612 No. Michigan Avenue. 


. Hanson, Harris V. 


New York—366 Fifth Avenue. 


. Harris, J..C., Je. 


J 
Atlanta—617 Glenn Building. 


- Henriquez, P. L 


Chicago—435 No. Michigan Avenue. 


. Hill, A. J. Norris Co. 


San Francisco—5 Third Street. 
Los Angeles—412 West Sixth Street. 
Seattle—Leary Building. 

Holland, John A., Agency 
Boston—68 Devonshire Street. 


. Holman & Connell 


San Francisco—241 Monadnock Bldg. 
Howland & Howland, Inc. 

New York—393 Seventh Avenue. 

Chicago—360 No. Michigan Avenue. 


. Ingraham-Powers, Inc. 


New York—350 Madison Avenue. 

Chicago—180 No. Michigan Avenue. 

Detroit—2-113 General Motors Bldg. 

Kansas City—Interstate Building. 

Atlanta—904 Walton Building. 
Inland Newspapers, Inc. 

New York—512 Fifth Avenue. 

Chicago—400 No. Michigan Avenue. 
Johnstone, Roger 

Los Angeles—117 West Ninth St. 

San Francisco—155 Montgomery St. 


Katz, E., Special Advertising Agency 
New York—58 West 40th Street. 
Chicago—307 No. Michigan Avenue. 
Atlanta—806 Citizen and Southern Bank Bldg. 
Dallas—Republic Bank Building. 
Detroit—4-234 General Motors Bldg. 
Kansas City—Waldheim Building. 
San Francisco—Monadnock Building. 


Keator, A. R. 
Chicago—8 So. Dearborn Street. 


Kelly-Smith Co. 
New York—Graybar Bldg. 
Chicago—211 W. Wacker Drive. 
Detroit—General Motors Building. 
Boston—Waterman Building. 
Philadelphia—260 Broad Street. 
Atlanta—617 Glenn Building. 


Keough, J. B. 
Atlanta—Candler Building. 


Kimball, Fred, Inc., also 


The 
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ADVERTISING REPRESENTATIVES OF NEWSPAPERS (Continued) 


80. Kimball, Frederic A. Co., Inc. 
New York—67 W. 44th Street. 
Chicago—1514 Tribune Tower. 
Detroit—2-113 General Motors Bldg. 


Philadelphia—1234 Real Estate Trust Bldg. 
Pittsburg—604 Chamber of Commerce Bldg. 


Milwaukee—Commercial Bldg. 
81. Klein, I. A., Inc. 
New York—S50 E. 42nd St. 
Chicago—230 No. Michigan Avenue. 
St. Louis—502 Star Building. 
Kansas City—306 Coca-Cola Building. 
82. Klein, Joseph A. (Financial advertising 
clusively) 
New York—42 Broadway. 
83. Koehler, H. A. 
Chicago—326 W. Madison Street. 
84. Kohn, George M., Inc. 
Atlanta—908-9 Walton Building. 


85. Krogness, C. George 


San Francisco—303 Crocker First National 


Bank Building. 
Los Angeles—117 West 9th Street. 
86. La Coste & Maxwell 
New York—45 West 34th Street. 
Chicago—140 So. Dearborn Street. 
87. La Due, S. P. 
San Francisco—625 Hearst Building. 
88. Larson, C. A., and Associates 
New York—254 W. 31st Street. 
89. Lederer, John H. 
Chicago—326 West Madison Street. 
90. Littell-Murray-Barnhill, Inc. 
New York—40 East 34th Street. 
Chicago—400 No. Michigan Avenue. 
Cambridge—1400 Massachusetts Avenue. 
Lorenzen & Thompson, Inc. 
Chicago—122 So. Michigan Avenue. 
New York—19 West 44th Street. 
Kansas City—306 Coca-Cola Bldg. 
San Francisco—318 Kohn Building. 
Los Angeles—846 Broadway. 
Atlanta—904 Walton Building. 
92. Lorentz, J. D. 
New York—154 Nassau Street. 
93. Lundgren, Julius W. 
Chicago—8 South Dearborn Street. 
04. Lutz, John E. 
Chicago—180 No. Michigan Avenue. 
95. McClure, L. F. 
Chicago—737 No. Michigan Avenue. 
Kansas City—Land Bank Building. 
Detroit—1206 Bethane Street, W. 
96. McCollum, J. A. 
St. Louis—915 Olive Street. 
97. McDevitt, George A. Co. 
New York—250 Park Avenue. 
Chicago—919 N. Michigan Avenue. 
Detroit—General Motors Building. 
Philadelphia—Public Ledger Bldg. 
98. McGinn, Neil D. 7 
Detroit—12-231General Motors Building. 
99. McKinney, J. P. & Son 
New York—19 W. 44th St. 
Chicago—400 No. Michigan Avenue. 
San Francisco—557 Market Street. 
100. McKittrick, C. E. 
New York—220 E. 42nd Street. 
101. MacMillan, F. W. 
San Francisco—625 Hearst Building 
102. McMahon, J. E. 
Chicago—326 W. Madison Street. 
Macfadden Publications 
New York—2716 Graybar Building 
Chicago—333 N. Michigan Avenue. 
Boston—Little Building. 
Detroit—427 Fisher Building. 
Marsh, Martin L. 
New York—60 East 42nd Street. 
Mathews, Julius, Special Agency, The 
Boston—1 Beacon Street. 
New York—15 East 40th St. 
Detroit—2457 Woodward Avenue. 
Chicago—64 E. Lake Street. 
Middleton-Kimball Co. 
Chicago—435 No. Michigan Avenue. 
New York—67 W. 44th Street. 
Phila.—Real Estate Trust Bldg. 
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Pittsburgh—604 Chamber of Com. Bldg. 
107. Miller, Charles E. Publishers’ Representa- 


tive, Inc. 
New York—Times Building. 
Chicago—See W. H. Stockwell. 
Miller, Ray M. 
Detroit—5-117 General Motors Bldg. 
109. Mitchell, Ralph W. 
Kansas City—306 Coca-Cola Building 
110. Mogensen, M. C. & Co., Inc. 
Chicago—360 No. Michigan Avenue. 
New York—122 East 42nd Street. 
Detroit—3044 West Grand Blvd. 
Portland—69 Broadway. 
San Francisco—564 Market Street. 
Los Angeles—433 S. Spring Street 
Seattle—603 Stewart Street. 


108, 


ex- 


111. 
112. 
113. 


114, 


115. 
116. 
117. 


118. 
119. 
120. 


121. 


122. 


123. 


124. 
125. 
126. 


127. 
128. 
129. 


130. 


131. 


132. 


133. 
134. 
135. 
136. 
137. 
138. 
139. 


140. 
141. 
142. 


143. 


144. 
145. 


Mohr, Lee J. 

Chicago—435 No. Michigan Avenue. 

Moloney, Herbert W. 

New York—342 Madison Avenue. 

Morton Co., Wm. Ps 
New York—200 Fifth Avenue. 
Chicago—410 No. Michigan Avenue. 

Mulligan, Ralph R. 

New York—415 Lexington Avenue. 
Chicago—See C. J. Anderson Special Agency. 

Murfey, E. T. R. 

Chicago—326 W. Madison Street. 

Neitz, Arthur G. 

Seattle—Leary Building. 

New Jersey Newspapers, Inc. 
Chicago—123 West Madison Street. 
New York—25 East 26th Street. 
Boston—10 High Street. 

Newark, N. J.—487 Orange St. 

Philadelphia—1524 Chestnut St. 
Northrup, Frank R. 

See Ingraham-Powers, Inc. 

Northwest Daily Press Association 
Minneapolis—Palace Building. 

O’Flaherty’s New York Suburban List Inc. 
New York—228 East 45th Street. 

Oklahoma Dailies 
Chicago—75 East Wacker Drive. 
New York—420 Lexington Ave. 
Dallas—Mercantile Bank Building. 
Kansas City—Coca-Cola Building. 
Detroit—General Motors Building. 
Little Rock—1i111 Boyle Building. 
Oklahoma City—Petroleum Building. 
St. Louis—Star Building. 

O'Mara & Ormsbee, Inc. 

New York—280 Madison Avenue. 
Chicago—122 So. Michigan Avenue. 
Los Angeles—Western Pacific Bldg. 
San Francisco—Monadnock Bldg. 
Detroit—General Motors Building. 

Osborn, Guy S., Inc. 

Chicago—360 No. Michigan Avenue. 
Detroit—See Jos. R. Scolaro. 
St. Louis—403 Globe-Democrat Bldg. 

Patterson, Kellogg M. 

Chicago—333 N. Michigan Ave. 

Payne, Franklin S. 

Detroit—12-230 General Motors Bldg. 

Payne-Hall, Inc. 

San Francisco—235 Montgomery St. 
Los Angeles—Chamber of Com. Bldg. 
Seattle—Leary Building 

Powell, Robert E. 

New York—29 West 34th Street. 

Powers, E. J. 

Chicago—180 N. Michigan Avenue. 

Powers & Stone, Inc. 

New York—369 Lexington Avenue. 
Chicago—38 So. Dearborn Street. 

Prudden, King & Prudden, Inc. 

New York—270 Madison Avenue. 
Chicago—180 N. Michigan Ave. 

Los Angeles—Chamber of Commerce Bldg. 
San Francisco—235 Montgomery Street. 
Seattle—Leary Building. 

Randall, D. J. & Co. 

New York—347 Fifth Avenue. 

Reynolds-Fitzgerald, Inc. 

New York—2 West 45th Street. 
Chicago—203 N. Wabash Avenue. 
Philadelphia—1524 Chestnut St. 
Los Angeles—117 West 9th Street. 
San Francisco—58 Sutter Street. 

Richards, F. St. J. 

New York—41 Park Row. 

Riegel, Jno. K. 

New York—110 East 42nd Street. 

Rockwood, Ralph K. 

Chicago—180 North Michigan Ave. 

Roe-Stevens-Merritt Co., Inc. 

New York—11 West 42nd Street. 

Samuelson, Earnest A. 

Kansas City—300 Coca-Cola Building. 

Sawyer-Ferguson Co. 
Chicago—Palmolive Building. 

Scheerer, Inc. 

, Chicago—35 East Wacker Drive. 
New York—415 Lexington Avenue. 

Schmitt, William J. 

Detroit—7-225 General Motors Building. 

Schulenburg, Carl A. 

St. Louis—509 Security Building. 

Scolaro, Jos. R. 

Detroit—3-—242 General Motors Bldg. 
Chicago—See Guy S. Osborn Inc. 
Scripps-Howard Newspapers—Nat’l Adver- 
tising Dept. 
Chicago—919 N. Michigan Avenue. 
New York—230 Park Avenue. 
Atlanta—101 Marietta Street. 
Buffalo—195 Main Street. 
Detroit—General Motors Building. 
Philadelphia—260 S. Broad Street. 
Los Angeles—1031 S. Broadway 
San Francisco—Monadnick Building. 

Shattuck, C. H. 

Chicago—333 N. Michigan Avenue. 

Shirk, David M. 

New York—285 Madison Avenue. 


146. 
147, 


148. 


149. 
150. 


151. 


152. 


153. 
154. 
155. 
156. 


157. 


158. 


159. 
160. 
161. 
162. 
163. 
164. 


165. 
166. 
167. 
168. 


169. 


170. 


171. 
172. 
173. 
174. 
175. 
176. 
177. 
178. 
179. 
180. 
181. 
182. 


Shull, Karl J. 

Los Angeles—Transportation Bldg. 

Small, Spencer & Levings, Inc. 
Chicago—6 North Michigan Avenue. 
New York—247 Park Avenue. 
Boston—80 Boylston Street. 

Smith, A. F., Special Agency 
Philadelphia—1001 Chestnut Street. 
Chicago—1411 Hartford Building. 

Speer, S. C. 

New York—285 Madison Avenue. 

Stockwell, W. H. 

Chicago—1i22 S. Michigan Avenue. 
New York—See Charles E. Miller. 

Story, Brooks & Finley, Inc. 

New York—New York Central Bldg. 
Chicago—76 East Wacker Drive. 
Philadelphia—2202 Fidelity Trust Building. 
San Francisco—See H. H.'Conger Company. 

Stypes, Arthur W., Inc. 

San Francisco—Sharon Building. 
Los Angeles—Western Pacific Bldg. 
Portland—Security Building. 

Suburban Advertisers Service 
New York—25 East 26th Street. 

Swan, Carroll J. 

Boston—931 Park Square Bldg. 

Sweeney & McDonald 
Boston—77 Summer Street. 

Texas Daily Press League 
Chicago—180 N. Michigan Avenue. 
New York—369 Lexington Avenue. 
Dallas—510 Mercantile Bank Building. 
Kansas City, Mo.—306 Coca-Cola Building. 
St. Louis—505 Star Building. 

Los Angeles—1015 New Orpheum Building. 
San Francisco—318 Kohn Building. 

Theis & Simpson Co., Inc. 

New York—420 Lexington Avenue. 
Chicago—75 East Wacker Drive. 
Detroit—General Motors Building. 
Kansas City—305 Coca-Cola Building. 
St. Louis—Star Building. 

Verree & Conklin, Inc. 

New York—285 Madison Avenue. 
Chicago—333 North Michigan Avenue. 
Detroit—321 Lafayette Boulevard. 
San Francisco—681 Market Street. 

Wales, Franklin, E. & Co. 
Chicago—140 S. Dearborn Street. 

Wallis, I. S. & Son 
Chicago—38 S. Dearborn Street. 

Walty, F. A. 

Chicago—919 N. Michigan Avenue. 

Ward, James H. 

Detroit—12-230 General Motors Bldg. 

Ward, W. D. 

New York—254 W. 3ist Street. 

Weaver-Stewart Co., Inc. 

New York—67 West 44th Street. 
Chicago—435 No. Michigan Avenue. 
Detroit—2-113 General Motors Bldg. 
Philadelphia—1234 Real Estate Trust Bldg. 
Pittsburgh—604 Chamber of Com. Bldg. 
Milwaukee—Commerce Building. 

Weishar, L. I. 

Chicago—1418 Century Building. 

Wheeler, H. R. 

Boston—10 High Street. 

Whiting, D. N. 

Philadelphia—123 S. Broad Street. 

Williams, Lawrence & Cresmer Co. 
New York—285 Madison Avenue. 
Chicago—360 North Michigan Avenue. 
San Francisco—206 Chronicle Bldg. 
Los Angeles—433 South Spring Street. 

Woodward, John B., Inc. 

New York—110 E. 42nd Street. 
Chicago—360 North Michigan Avenue. 
Detroit—408 Fine Arts Building. 

Woodward & Kelly 
Chicago—360 N. Michigan Avenue. 
Cincinnati—Edwards Bldg. 
Detroit—408 Fine Arts Building. 
Kansas City—306 Coca-Cola Building. 

Feldstein, L. & Co. 

Chicago—8 So. Dearborn Street. 

Blend, W. R. 

Chicago-Tribune Square. 

Blohm, George C. 
Atlanta—1335 Hurt Bldg. 

Weyl, P. N. 

Boston—Chamber of Commerce Bldg. 

Paulsen, Eric F. 

New York—1884 Broadway. 

Blish, A. R. 

Chicago—Tribune Tower. 

Bell, Tilton S. 

Boston—Old South Building. 

Cour, C. A. 

St. Louis Mo. 

Boyd, Wm. B. 

New York—18 E. 41st Street. 

Provine, George 
Dallas, Tex. 

Philadelphia Bulletin 
New York—247 Park Avenue. 

Grassick, G. M. 

Chicago—333 N. Michigan Avenue. 
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CIRCULATIONS AND RATES 


ROTOGRAVURE SECTIONS OF NEWSPAPERS— 


State, City Total Gross |Representatives State, City Total Gross |Representatives 
an Circu- | Origin] Rate y key and Circu- | Origin} Rate y key 
Newspaper lation Per Line numbers* Newspaper lation Per Line numbers* 
ALABAMA MASSACHUSETTS 
BIRMINGHAM (257,657-600,000) BOSTON (775,729-2,574,115) 
News & Age-Herald (S) 126,829 | ABC] .55f 77 Herald (S) 147,588 | ABC] .65 97 
CALIFORNIA NEW BEDFORD (112,804-160,000) 
FRESNO (52,558-125,000) Standard & Mercury (S) 25,463 | ABC] .20f 46 
Bee (S) 29,540 | ABC .16f =| 122 SPRINGFIELD (149,639-450,000) 
LONG BEACH (141,390-250,000) Union & Republican (S) 70,404 | ABC | .28 77-154-66-39 
Press-Telegram (S) 47,830 | ABC] .20f 168 MICHIG AN 
LOS ANGELES (1,231,730- DETROIT (1,564,397-1,830,000) 
2,500,000) Free Press (S) 318,899 | ABC] .85f 158 
Times (S) 262,904 | ABC /1.02 12-168 News (S) 411,556 | ABC |1.00f 81-94 
SAN FRANCISCO LANSING (78,421-175,000) 
(625,974-1,500,000) State-Journal (M) 44,097 | ABC] .17 2 
Chronical (S) 162,422 | ABC] .70 12-168 M SOT 
INNE A 
COLORADO MINNEAPOLIS (462,611-530,000) 
og ele sig nao se sage Journal (S) 163,315 | ABC] .S50f be os 
ocky Mountain News y P . -169-142- 
CONNECTICUT WN plagnack & Plonser Prose (8) 144,350 | ABC | .65 22 
ispatc ioneer Press . ‘ 1 
HARTFORD (162,372-375,000) News (S) 62,039 | ABC | .25f 11-41-12 
Courant (S) 63,923 | ABC] .27f 58 MISSISSIPPI 
WATERBURY (101,025-160,000) JACKSON (48,298-320,000) 
Republican (S) 19,052 | ABC] .15 58 News (S) 22,145 | ABC] .18f 9 
DELAWARE MISSOURI 
WILMINGTON (105,191-255,000) KANSAS CITY (392,640-825 000) 
Star (S) 13,718 | ABC] .15f 71 Journal-Post (S) 102,813 | ABC] .50 91-39 
Star (S) , 312,178 | ABC | .90f 165-36-152-61 
DIST. OF pr Aprearoryen ST. LOUIS (817,334-1,300,000) 
Post (S) ' : 83,449 | ABC | .40f 13 Globe Democrat (S) 247,353 | ABC | .75f ‘=e 
Star (S) 114,867 | ABC] .45£ 24-947 Post-Dispatch (S) 331,789 | ABC |1.10 67-53-110 
FLORIDA NEBRASKA 
MIAMI (110,025-195,000) OMAHA (214,184-350,000) 
News (S) 35,009 | ABC | .25f 66-81 World-Herald (S) 124,332 | ABC | .sof 122 
cei 276) NEW JERSEY 
A 66,559-1,215, NEWARK (444,170-1,000,000) 
Constitution (S) 131,203 | ABC} .40 12-77 : 556 | ABC] . 
Journal (S) 137.185 | ABC | .40 16** Call (S) = ” 18 
NEW YORK 
ILLINOIS 
CHICAGO (3,373,753-3,835,000) ALBANY (127,358-500,000) on oe 
’ . “Oe ’ i et 
News (Wednesday) 458,223 | ABC| .90 169-142-85- Knickerbocker Press (S) 30 16 
News (Saturday) 458,223 | ABC |1.50 60 730173 BUFFALO (572,913-825,000) 
Tribune (S) 1,184,261 | ABC |3.75 100,172-173- 1 Courier Express 184,740 | ABC| cof | 91-3988 
Times (S) 210,818 | ABC] .45f 143 
ee ee - 
ournal-Transcript ’ . NEW YORK (6,955,363-9,500,000) 
tar (S) 33,327 | ABC_| .15£ 55** Graphic (S 308.278 ABC 85 144 
Herald- une A 1.55 169-154-158 
SPRINGFIELD (71,857-350,000) , News (S) 1,632,566 | ABC |3.00 111-52" 
Illinois State Register (S) 31,809 | ABCj] .15f 158 Post (Saturday) 109,004 | ABC] .80 123-142-34 
Times (S) 757,028 | ABC |2.25 123-58-12 
INDIANA World (S) 542,322 | ABC |2.00 39 
FORT WAYNE (115,121-300,000) 
i ROCHESTER (325,019-600,000) 
News & Sentinel (Saturday) 49,880 | ABC | .20f 2 Demossat & Claenicte (8) 93,854 | ABC| .40f oon 
INDIANAPOLIS (362,527-900,000) 
4 Po SYRACUSE (209,277-450,000) 
Star (S) 154,248 | ABC] .70f =| 77 eared 79,638 | ABC | .35f 130 
SOUTH BEND (103,694-300,000) on on, oe seal Post-Standard 69,491 | ABC} .28f 13*% 
ews-Times . . I 
OHIO 
TERRE HAUTE (62,543-190,000) 
i & CINCINNATI (449,331-888,000) 
IOWA CLEVELAND 
DES MOINES (142,468-890,858) 981-123-142 nN (901,482-1,525,000) 200.318 | ABC | .2s “ 
. bad ms ia ews ’ . 
Register (S) 199,310 | ABC | .70f { 34-12 Plain Dealer 300,436 | ABC |1.00f 169-12 
—_— ten, COLUMBUS (289,056-641,695) on. “ 
Eagle (S) ' D 68,497 | ABC | .30f 9 Ohio State Journal (S) 56,610 ovt| .25f 151 
TOLEDO (290,787-760,000) 
KENTUCKY Times (S) 59,327 | Govt} .30 151 
LOUISVILLE (307,808-668,948) 
Courier-Journal (S 160,700 | ABC] 6st | 9** YOUNGSTOWN (170,004-300,000) 
te Bors) ) 55,698 | ABC | .30f 77-12 Vindicator (S) 37,544 | ABC | .18f 77** 
LOUISIANA PENNSYLVANIA 
NEW ORLEANS (451,643-751,815) HARRISBURG (80,690-244,000 
Times-Picayune (S) 141,254 | ABC] .50f 32-12 News ausoae ) 64,210 | ABC | .2s¢ 17 
MARYLAND PHILADELPHIA 
BALTIMORE (789,921-917,000) P (1,961 ,458-3,000,000) 
comm oon | = se Ae | ea 
a -169- - ic Ledger (S) ,0: 45 23-12-21- 
Sun (S) 197,625 | ABC | .85 \ 60-34-85 Semis (S) 117.113 |] ABC | .50 151-48-** 


*Por names and addresses see Pages 252-253. 
** Represented by Gravure Service Corp., New York and Chicago. 


f Indicates flat rate newspaper. 
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IN THE UNITED STATES—CIRCULATIONS AND RATES 


FOREIGN LANGUAGE NEWSPAPERS AND MAGAZINES PUBLISHED 


State, City Total Gross State, City Total Gross 
and Language Circu- Origin Rate and Language Cireu- Origin Rate 
Newspaper lation Per Line Newspaper lation Per Line 
CALIFORNIA OHIO 
LOS ANGELES CLEVELAND 
La Opinion(M) Spanish 14,337 | ABC -06 Monitor Clevelandzki (E) Polish 20,107 | Govt .09 
La Opinion (S) Spanish 16,087 | ABC .07 Wiadomosci Codzienne (E) Polish 21,416 | Govt .08 
ILLINOIS PENNSYLVANIA 
CHICAGO PHILADELPHIA 

Abendpost (E) } German 46,739 | ABC 25 Gazette-Democrat (M&S) | German 52,910 | Govt .25 

Sonmtagces (S) German 38,104 | ABC Py Jewish World (M & S) Hebrew 25,316 | Govt 18 

Denni Hlasatel (M) Bohemian 47,321 | Govt -10f Tageblatt (M & S) German 2,960 | ABC a 

Denni Hlasatel (S) Bohemian 47,321 | Govt 12f 

Dziennik Chicagoski (E) Polish 29,218 | Govt «aa SCRANTON 

Dziennik Zwiazkowy (E) Polish 34,702 | ABC 16f Obrana (Semi-Weekly) Slovak 16,398 | ABC 10 

pric Nitional Cireciation | Polish 133,522 | ABC 35f 
y) National Circulation olis y ‘ 

Hlasatel (Semi-Weekly) Bohemian ¥ Sworn 12f RHODE ISLAND 

joa Demy Sarees WOONSOCKET 

cago ition oO ew : 
York Daily Forward) Hebrew 38,898 | ABC -16f i bs Weekly) Aa By tell = 

Svenke al cs : - 

eekly ationa ircu- 
lation Swedish 69,288 | ABC 18f TEXAS 

—. hie See EL PASO 
ee 59,567 | ABC i El Continental (M & S) Spanish 11,013 | ABC 07 

Svornost (E) Bohemian 47,793 | Govt -10f 

F SAN ANTONIO 
Svornost (S) Bohemian 47,793 | Govt -12f La Prensa (M) (Cations! Spanish 16,834 | ABC .09 
1OW A La Prensa (S) \|Circulation| Spanish 26,489 | ABC 11 
La Prensa (Weekly) 
DECORAH National Circulation Spanish 7,415 | ABC -05 
oa ; ae v0 : -_ 
eekly) Nationa istri- WI 
bution Norwegian 41,984 | ABC .14f SCONSIN 
ge eng) ae 
ausfrau (Monthly) German 63,840 | Sworn .50f 
MASSACHUSETTS Herald & Sonntagspost 
WORCESTER (E & S) German 27,606 | Govt .12f 
L’Opinion Publique (E) French 6,818 | Govt .08 
SUPERIOR 
MICHIGAN Tyomies (Daily) Finnish 13,750 |Govt .08 
DETROIT 
Rekord Codzienny (E) Polish 20,557 | ABC 12 R Oo T Oo G R AV U R E S E C T I Oo N S O F 
MINNESOTA 
MINNEAPOLIS NEWSPAPERS—CIRCULATIONS 
Minneapolis Tidende - 15,789 | Sworn .10f 
eekly) anis ° 
AND RATES (Continued) 
ST. PAUL 

Deutsche Farmer, Der 
(Semi-Monthly) German 34,842 | Sworn Bi | 

Minnehaha (Semi-Weekly) | German 24,544 | Sworn .07f State, City Total Gross |Representatives 

Volkszeitung (E) German 18,224 | Govt .07 and | Circu- | Origin} Rate by key 

Newspaper ; lation Per Line numbers* 
WINONA ~—- =} i 

America-Herold & Lincoln 
Freie Presse (Weekly) German 100,174 | Guaranteed | .60f PENNSYLV ANIA 

National Farmer & Hausund 
Bauernfreund (Weekly) German 100,115 | Guaranteed | .60f PITTSBURGH (644,795-1,800,000 | 

Press (S) 276,298 | ABC |1.00f 143** 
NEW HAMPSHIRE Sun-Telegraph (S) 352,362 | ABC |1.00f 13 
MANCHESTER SCRANTON (143,428-300,000) 
L'Avenir National (E) French 3,574 | ABC .08 Scrantonian (S) | 43,270 | ABC | .25f 64** 
NEW YORK RHODE ISLAND | 
BROOKLYN PROVIDENCE (251,029-810,000' 
Nordisk Tidende (Weekly) | Norwegian 15,061 | ABC .12f Journal (S) 86,912 | ABC | .28f 46-12 
BUFFALO 
Dziennik Dla Wszystkich Polish 30,522 | Govt 15 TENNESSEE 
MEMPHIS (252,049-676,626) 
NEW YORK Commercial Appeal (S) 143,519 | ABC | .60f .16** 

Bolletino Della Sera (E & S)| Italian 57,865 | Govt 222 

Corriere d*’America (M &S) | Italian 53,254 | ABC .25 NASHVILLE (153,153-650,000) 

Jewish American Family Banner (S) 68,132 | ABC | .25f 132-66** 
Magazine & Gazette Tennessean (S) 68,547 | ABC | .25f 16 
(Weekly) Hebrew 78,912 | ABC .20f 

Jewish Daily Forward (E&S)| Hebrew 133,126 | ABC .34f TEXAS 

Jewish Day (E & S) Hebrew 84,235 | ABC .27 

Jewish Morning Journal & HOUSTON (290,81 1-395,000) 

Jewish Daily News (M&S)}| Hebrew 94,901 | ABC .30 Chronicle (S) 96,313 | ABC | .40 io 

- igs hooey Vets Spanish 14,111 | ABC 14 
ew Yorker Volkszeitun: V I R 
( . German 22,620 | Govt .20 GINIA 

Nowy Swiat (M&S Polish 15,475 | ABC -12f RICHMOND (182,883-300,000) 

Nuovo Mondo, Il (M & S) | Italian 23,600 | Govt 5 Times Dispatch (S) 69,459 | ABC} .35 169 

proerenee, crc, — Pte a = 
ussky Golos ussian ° ovt 4 

Staats - Zeitung & Herold WASHINGTON 
(M & E) German 91,039 | ABC .30f SEATTLE (362,426-682,713) 

Staats-Zeitung-Herold (S) German 109,476 | ABC .35f Times (S) 139,320 | ABC | .SO 122 

NORTH DAKOTA WISCONSIN 

BISMARCK MILWAUKEE (568,962-1,044,367) : 
Der Staats-Anzeiger German 12,870 | Sworn .045 Journal (S) 228,252 | ABC | .75£ 122 


{ Indicates flat rate newspa: 
**Represented by Gravure 


rvice Corp., New York and Chicago. 


*For names and addresses see Pages 252-253. 
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These figures take into 


Country Newspapers.” 
a week for three months) campaign. 


COUNTRY NEWSPAPER CIRCULATIONS AND RATES 


The information given below is designed to assist adver- 
tisers in planning merchandising or advertising campaigns 
in rural or “country” districts. 


This is based on a 13-insertion (once 


account only papers which are members of the American ol Paseo fend — 
Press Association. For more detailed information the A. P. A. ai 
Directory of Country Newspaper Rates must be consulted. $ 1,000 Shh ee”... 56 84,000 
In quoting “display rate per inch,” the maximum rate is $ 3,000 4-& 5 INCHES.......:ces6000 168 252,000 
used for daily papers which have a sliding scale. As a $ 5,000 4,5 & 8 inches............ 214 321,000 
result, a reduction in rate per inch will occur according to $10,000 5, 10 &: 15: inches........:. 256 384,000 
the amount of space used in these dailies. $15,000 10, 15 & 20 inches........ 256 384,000 
$20,000 5, 10, 15, & 20 inches 434 651,000 
; " ; $30,000 5, 10, 15 & 20 inches 652 978,000 
Of further assistance in planning campaigns, is the ap- $40,000 10, 15 & 20 inches........ 127 1,090,500 
pended chart showing “How an Appropriation Spreads in $50,000 5, 10, 15 & 20 inches 1,162 1,743,000 
DAILIES WEEKLIES TOTALS 
STATES Number Display Rate | Number Display Rate Total Total Total 
of Circulation Per Inch of Circulation Per Inch Number Circulation | Display Rate 
Papers Papers of Papers Per Inch 
PRS Sos intr: ccedsaienaengi dd vate schetnanete seine Meter ee eee Laaclonee ie see 79 135,494 $27.41 79 135,494 $27.41 
SSE ee eS 2 1,500 $0.85 4 3,250 1.51 6 4,750 2.36 
PI 55 hoses oxen ews 1 1,956 42 13 19,196 4.45 14 21,152 4.87 
Re NG i dsc nwarsidenies 5 13,420 1.89 111 145,609 32.91 116 159,029 34.80 
GeUOTAIB ico dasicsscc sans « 5 7,152 1.72 186 223,360 60.53 191 230,512 62.25 
Solna wccasadueweee es 1 905 .25 118 108,796 34.12% 119 109,701 34.37% 
I oS wane wiéetshsou-a-ke-<ok CESS Ss S86 ale WO SAEs ee Sek 24 51,650 8.86 24 51,650 8.86 
BUR RER Sys, Ode Se we cA Nake A enGas eS ete 10 23,275 3.44 10 23,275 3.44 
PAN ata ic dese wh nd hws snc wale hamden eee eu nn kau Ohas seaee 88 135,700 31.63 88 135,700 31.63 
NARI bts uses wicca easel ater acsveteences Stn le SaaS ORCI oe aoe 139 234,362 43.19 139 234,362 43.19 
ERBH Di bcc does ewse cater 1 1,215 .30 58 53,597 16.42 59 54,812 16.72 
BENE iors s dotorsietta nse obs 3 3,400 a5 330 454,897 94.73 333 458,297 95.48 
PRIN ek cides ocwewes 5 10,207 1.56 221 319,837 60.2534 226 330,044 61.81% 
ee, EE. ne yD |e ee eer 279 382,682 77.14 279 382,682 77.14 
CO eee ee 2 3,446 67 262 298,974 72.47 264 302,420 73.14 
Rienticky 6.0005 s000000i 1 1,668 .20 113 218,857 35.6214 114 220,525 35.82% 
Louisiana..... 1 576 .25 72 116,678 23.84 73 117,254 24.09 
DNR oS tees ait edn sil Saat hale te ets SAREE oxsanetnmnmone 17 32,899 4.75 17 32,899 4.75 
DU ARAN Chico obec Ral Nic Ha drode Mae owoies HARES eee 47 91,130 15.66 47 91,130 15.66 
et ne: ae eee nn oe (ie meee Emenee 101 147,344 37.79 101 147,344 37.79 
ee ee, re: | Sane Trae | een ene eer 186 210,227 50.17 186 210,227 50.17 
PNP oi cis as.e es erareote-ol an wise eb es Sea ARG eee hiats uae 325 390,772 94.4514 325 390,772 94.4514 
SEEMMD CAA kusionaswse dell ovcnisaicinal Pwesseek yr aRee el wan neeenawre 71 129,931 24.11 71 129,931 24.11 
PRIORI 656 Sioa eha wean 6 6,163 1.19 267 385,956 78.61'/,, 273 392,119 79.80/ 9 
PENNS A cxicshicnccne eA catnanateloasan Oweneeee etinst a teen 87 108,721 27.77% 87 108,721 27.77% 
UNI 8 rsh cg hptete SS oN a's wine gare a Rb wo aOR OTA ee iomebbke renee 259 262,329 68.11 259 262,329 68.11 
MURR git dasinwinnlew'erciec 1 525 15 12 9,151 3.42% 13 9,676 3.57% 
ee ee eRe tee ss ree eee ee 29 34,084 785 29 34,084 7.55 
New Jersey ..........0000% 2 5,000 92 126 244,679 48.87 128 249,679 49.79 | 
Pi MMIII oss 5, Sisiais oes CRN chia cewc RRR CRTs CRN Sc Os 31 35,057 8.92 31 35,057 8.92 
oe a ee 1 2,176 25 387 742,600 142.49 388 744,776 142.74 
PIR MIATONGR oo iadss cis cihrdvssenesc cobb ook oeetslan sau Seadenttutame 109 197,411 37.1634 109 197,411 37.164 
Peet MRAP sink ccs sch chas's che win ved Row se Sem wes rare ais eee: adeno 114 119,026 31.6434 114 119,026 31.64% 
RON oi ins ansiversa dee 2 5,251 75 216 381,277 66.3014 218 386,528 67.054 
RNG ais 6. dss0denicns 3 8,162 1.51 220 276,310 68.784 223 284,472 70.294 
Ce eee ETON NRE (CMO hat | Memes eae ce 82 81,100 23.72 82 81,100 23.72 
Pennsylvania............. 1 1,456 25 241 434,058 78.6734 242 435,514 78.924 
Rhode Island............. 1 3,287 .75 5 7,700 2.20 6 10,987 2.95 
OER OS ee: Ce) ene eater ses | Greenport ee eeeee re 54 93,514 17.38 54 93,514 17.38 } 
SE Oe On | CRE (ee ee 3 (iN a 151 153,996 42.18% 151 153,996 42.18% , 
St 1 1,053 .30 98 164,145 31.61 99 165,198 31.91 
PREBR Sox edit eihies data 4 4,661 1.10 307 429,632 96.15 311 434,293 97.25 
BER ecco sree ec tats ice IE Swine ee aie A ec eee 28 30,559 8.60 28 30,559 8.60 ' 
ARN 5. ss nic acd Sats A ices Se aie OS wie OSES SHR ni cae 16 18,550 3.88 16 18,550 3.88 
0 ee, ae Cee reas 8 (eee ee Ae. 72 131,312 24.01 72 131,312 24.01 
0 EN Et EE TERRE A! | See a ETS. (ee, A 123 136,984 39.8734 123 136,984 39.8734 4 
ie MIR S56) oiciosiscisestal Sow ce stews iraikn dee eee eRe a eee oe es 84 162,721 26.80 84 162,721 26.80 
SEES RS TS TET TS SEE Me, AR ORE tn 192 254,323 55.694 192 254,323 55.6934 
DRM SMMN Ea ics Gis: cece col etx inemae Ceres RECT Dany er irene ss 36 34,555 10.95 36 34,555 10.95 
eee ees 8,858,267 $1;906:78 6,249 8,941,446 $1,922.81 
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Circulation and White Farm Owners 


PER CENT 


COVERAGE VA. WVA. N.C. S.C. GA. FLA. KY, TENN.ALA. MISS. ARK. LA. OKLA. TEX. 


a) 
wa ie A 184 
uz +75 : Pe 
‘ 
Ke , 165) \ 
we, [ED ISS, ‘$2. / 
Ve If V ° 
zu {9k 127 
“= dowd 7227 
BO ‘ : 
3 iT .¥.\ : N06 : Wn 109 
Ww TOG 95 
S / ra \ / of |\P \ 
WwW ¢ Z 
S ~ ra \ a 
62 74 72 
°o 6/ vd \ \ es XA 62 
a SOlu6 a saN7 
38 \ 45 
2 32 J 35 a 45, 
3l 
hea 26 26 
= — PROGRESSIVE FARMER AND SO. RURALIST 
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i l l l l l i lL l 
Les 
Circulation in Excess of 
White Farm Owners 
No. White Pro. Farmer Per cent Southern Per cent Pro. Farmer Southern 
Farm and So. Cover- Agricul- Cover- and Southern Agri- 
Owners Ruralist age turist age Ruralist culturist 
WRENS oe8 Rel sees 101602 47565 46 32981  ) 
West VisoHnd ...0 65 cud ds 69699 26467 38 21854 a0 @8€=— ares 
North Caroling... <4... 117285 143640 122 71406 61 26355 
south Carolitia... 6.265% 37925 58776 155 32877 87 20851 
ORCC EEN a/<5-5 50/5) desnalicr al 0 71076 107699 152 67792 95 36623 
1,12 ee eee 37339 39607 106 13849 35 2268 
WGRtHEKY 6.565 6% 5 005.5: Sere 151195 79153 52 68376 45 
MOMMOSSOO iokcs die bcs wen 121219 79161 65 82608 68 em 
1 Oe 68329 112538 165 59490 87 44209 aaah 
errr - 57470 105975 184 61230 107 48505 3760 
PRANSAS oc oc ice cece ci 72045 64282 89 53391 74 ree ee 
LOWSIONa. ...6665..06070 6% 39419 49968 127 28266 72 10549 
Oklahoma <........60.6.. 53152 22942 43 13967 / eS te: 
AB REN ek fe grt acat wly oe 139909 152341 109 86497 62 12432 
201792 3760 


The above chart in three colors was prepared in response to a request from one of the large advertising agencies for information as to 
Southern Agriculturist’s circulation plans for 1930-31. Copy will be sent you on request. 


Effective and desirable circulation in the South or one-half of one per cent are in the zone of 
must always be based on White Farm Owners. circulation in excess of White Farm Owners. 

The shaded section of the chart shows circula- With the change to a monthly, and with its 
tion in excess of 100 per cent of the number of many editorial and mechanical improvements, 
White Farm Owners. Out of a total of 702,587 Southern Agriculturist becomes even more 
Southern Agriculturist subscribers only 3,760 important to the advertiser than ever before. 


SOUTHERN AGRICULTURIST | ®. kirk Rankny, Publisher Nashville, Tenn. 


RIDDLE & YOUNG COMPANY, Special Representative, Chicago, New York, Kansas City 
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AGRICULTURAL PUBLICATION CIRCULATIONS AND RATES 


East North Central. -Ohio, Indiana, Illinois, Michigan, Wiscon- 


Agricultural Publications which carry the greatest volume of 
advertising in their respective fields are listed here. The rates 
quoted are the maximum line rates. 
A. B. C. figures for the six months ended December 31st, 1929, 


Circulations are average 


unless otherwise indicated. Territorial Distribution by A. 


Districts is shown. The states comprising each district areasfollows: 


New England....... Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island, Connecticut. 

Middle Atlantic..... New York, New Jersey, 

South Atlantic...... Delaware, "Maryland, 


Pennsylvania. 
istrict of Columbia, 
Virginia, West Virginia, North Carolina, 


South Carolina, Georgia, Florida. 


sin 


East South Central .. Kentucky, Tennessee, Alabama, Mississippi. 

West North Central. Minnesota, Iowa, Missouri, North Dakota, 
South Dakota, Nebraska, Kansas. 

West South Central. Arkansas, Louisiana, Oklahoma, Texas. 

Mountain States. ... Montana, Idaho, Wyoming; Colorado, New 


Mexico, Arizona, Utah, 


Nevada. 


Pacific States.......Washington, Oregon, California. 


Miscellaneous....... Unclassified, Canada, United States Posses- 
sions and Foreign. 


ca sl Maximum A. B.C. TERRITORIAL DISTRIBUTION (Given for A. B. C. Members Only) 
ublication ssu ine ircu- 4 East East West West 
Rate lation New Middle | South Moun- : Miscel- 
England] Atlantic | Atlantic F steowsad —_ —, Fen sa tain Pacific laneous 

Amer. Agriculturist, coe Som. Ww -90 156,235} 14,338] 142,279 WN 6:60 s Ve FioKe ss ase sGnr ees oinscconeelesesbeweieaoesue 1,225 
Amer. Farming, Chi —_ ° M 5.00 st PPR ire me REE SO Ae | SOCIO? Seen Steen Sa anelrae 
Amer, Fruit Davee, hicago .. M 2.25 235,654) 31,530) 53,647} 20,011) 58,121! 10,095] 28,656] 17,091 LES) ie oe | 
Amer. Poultry Lagann | Chicago. M 2.50 267,953 11,423} 30,710) 38,547 75,461| 38,849) 43,863) 20,270} 10,805 12,065 841 
Calif. Cultivator, Los Angeles.. WwW .36 MOINES cco sen oil praisienvsiatello siavars.a'e a eamwieie os rolareis eaters re ttarsls eset iecaaes hee 1,722} 46,100 502 
1Capper's Farmer, Topeka, Kans..| M 5.00 902,257 2,559 13,413 15,958] 146,778 9,723) 458,619} 191,981 62,746 3 | ee 
2Capper’s Weekly, Topeka, Kans..| W 1.25 1) Ran (Roseman | eee etree 5,432 89] 274,908] 47,461) 21,302 3,191 1,241 
SCoavedieal Amer. Review, 8. Paul. M 1.50} p50 si mie call sage e(nis call ob ba osc eaal UB biansiavs ogee aiein 4: sap Ic hiac acme oo ois IMIS 0 86 etRetE Sr OlkLe Se EED 6.0.66) ain.+ 
Comfort, Augusta, Me M 5.00 1,035,176} 19,971) 82,209] 205,879] 180,015] 157,972] 153,503] 172,854] 43,393} 42,748 1,503 
Commercial ppeal, Memphis... WwW e 2. i er ane i ie 610 AR te) Aina mas 353 

¢Corn Belt Farm Dailies, Chicago.} D 35 to il RSSEEOe! GROTON ERECT SAE Mere CA CORN NO ater aoe 
ara Gentleman, Philadelphia} M 8.00 1,608,810} 109,716} 251,793] 124,936] 334,672 62,188] 306,218} 98,470] 83,831) 140,594)........ 
Daily Drovers Journal, ——- D 15 a.) SSS eS eee Rana ee | Pemreh. Serer aR. “mnie Metmmne # 
a -Stockman, Omaha.. D .09 *23,948 

ive Stock Reporter, St. Louis. . D .06 *9,903 

3Dairymen's League News, N. Y..| W .50 16) OE) ELC) CANCE TER (Sree) aM Mee Gc PME Deco SeRERORRIEE| (Corman | Sie! er 
Dakota Farmer, Aberdeen, S. D..} S-M 75 7 Cree Bisex nist sletanclosseclsat | MOMIOBS Precise che 7 | ee 1,802 
Everybody's Poultry Magazine, 

Hanover, Pa.. M 1.00 96,458 4,650 415,575 8,064) 46,950 8,782 15,632 3,804 2,098 S| Sea 
Farm & Live Stock "Record, Jack- 

sonville. . M 15 27,556 151 846 8,070 3,514 2,968 3,375 6,879 312 BE ca CX ois% 
Farm and Ranch, Dallas, Tex.. WwW 1.00 146,625 b 27 152 123 360 226| 144,230 2,383 ee 

4Farmer & Farm, Stock & one: 

t. Paul, Minn.. WwW 1.60 q OE IO ETT | EERE. ER | es fee 0 | Dee 3,170 
PR ta s Wife, St. Paul, Minn .. M 5.25 912,998 29,952] 190,768 66,595} 279,371 26,664) 294,072 25,619 15,473 CU ee 
Farm Journal, Philadelphia.. M 7.50 1,492,193] 103,435} 239,265 88,537] 436,866 49,576} 376,165| 100,708} 51,122 8 | | ee 
Farm echanics, Chicago, Iil.. M 1.75 | | a Or ees, Semone! eet ete (umd ews, Abeer Te! Ren wier eer) eumnenne| & 
Hoard’s amend — Atkin- 

son, S-M 1.50 164,143 3,587 16,762 5,297 88,179 5,172 35,107 4,911 6,013 a | Ee ae 
Idaho Farmer, Spokane, Wash.. Ww 27 <5.) Oe, Canc e "| er 152 c.ccal, SUS 1,332 502 
Illinois Farmer, Chicago --| S-M 1.00 J 03 Ss eens Seemerierer (ie 0 | AeA ere can crtereerec) Nin neers Pe oy 2,033 
Ind. Farmers Guide, antington.. W 1.00 MG RIRBON os cso bilicicn draped excl COSees MN eed ccscarniaiida Po 4 eiale esate meas 482 
Kansas City Star, Kans, City, Mo.] W 1.25 475,394 136 417 583 1,845 592] 318,495} 148,081 16,032 Dt Olwiecvcaxa 
Kansas Farmer —" & ween 

Topeka, Kans.. 56 WwW .90 oS | Ar ae ne |, aera aera Sl ic ccc AOR ZOE 735| 14,219 144 457 
Michigan Farmer, Detroit. . WwW 1.00 JR EROS Ones (ARSRUMeees oo SR, Ne ec COC) arene 890 
Missouri Farmer, Columbia, Mo.| S-M 50 23,458 2 5 11 40 3} 22,461 24 10 ree 
Missouri Ruralist, St. Louis. . -| S-M 1.00 151,556 ay ere 14,932]........| 128,487 7,648 | ee 581 
Montana Farmer, Great Falls. .... S-M -26 1 a See Mee A rie, (mei man): erent. | ee ee <a 753 
National Farm News, Washington} M 1.00 PARI 5555. cos cain ch lo sexes saises ees cee eect 
Nebraska Farmer, Lincoln, Nebr.| W 85 MASS OS Ys oie: ose o 0a saradial Creal sismreacse |e soe atemal ROOMS aa.ne lee) SEE E Mo rede neape ae seraare 
New Breeder's Gazette, Chicago..] M 1.00 127,900] 2,136] 6,637} 8,609] 40,982} 8,261] 37,781] 7,077} 8,351] 4,004 157 
New England Homestead, syed 

field, Mass.. WwW sae | A) PES, SENS, SRPPRO TCLS SOSMeOeRrEAT, ON TR APSR ee | anrars 1,892 
Ohio Farmer, Cleveland, Ohio. Ww 1.10 72086); 2.060054 S732 1,062] 153,694 oe | ere " 929 
Oklahoma — - - Stockman, 

Oklahoma City.. S-M 2.25 191,435 4 47 95 256 257 4,397} 186,350 1,140 cre 
Oregon Farmer, Spokane, Wash..| W .30 33,620 ‘ Se 258] 33,109 368 
Pacific Rural Press, San Francisco.} W .37 50,936 SS eee ane t 611] 50,877 579 
Pennsylvania Farmer, Pittsburgh.| W 1.00 BG SE ss 5.65cesn kl ORCL SRM TE IES oicicccah ob create oe easly bisa SaLed wivceem ei calecwee 920 
Poultry Tribune, Mt. anaes, a M 2.50 262,323} 13,579} 34,618] 16,413] 74,389] 10,126] 49,351] 35,452 9,412] 16,338] 15,107 
Prairie Farmer, Chicago....... Ww 1.60 DOS AIIONs c0:0: 4:0 65-0 sias onis.colo-sls-wnse-stol SEO ME Ma IRTe eS se:lcort DC ee RSE! SANA. 5,138 

5Progressive Farmer & eage hited 

man, Birmingham, ere co 5.00 BIO PAT aos ccs ehs.scrseiceis) ROEM Eesscscecl BOGGS sec se eT pies A | ee 
Rural New Yorker, meg York. WwW 1.25 235,371 45,313} 166,609 14,161 18,644 649 1,374 504 1,029 397 
Semi-Weekly Farm News, Dallas. S-W .90 bo | Taare es Wetter eer ee: eee eee me 129, 901 Ei ) Se 1,12 

— ROE, sapiens 
; M 3.50 eS ee, Pnreer j  e lo 2,881) 278,979 2,241) 169,035]........ 1,07 
ant oe a S-M 60 q a hala ate sofa Cas 26: sel Sroisiln ecotalerd reels eevee AGH Rape Sie cbraL OM boie vert: a oO eGlaG eee 
Southern Planter, Richmond, Va.| S-M 1.25 co ee) Peeneeirege le i e-o |\c) DAR | ie ec | AAR a earn | Sera 2,400 
Southern Ruralist, Atlanta, Ga... S-M a Fe ees EF eee Fee 130,297]. ..... 6,186 
Standard Farm Field, ROO 66.514 BE ARO DIOD WRG AS ED o0'55 ccc os avreoic fens corel wo eiewiarcalesecre ana be eo ots ee leseccorea | cence nee 
os or Inserts) 
$Stan oy thes — Chicago... M 12,000.00 2,625,422 17,925} 306,511] 240,950} 868,478] 203,491] 722,979] 207,889] 35,078] 56,725} 25,653 
-Color Inse: 
Standard Farm egell _ eee 
Francisco, Cal.. M 13.85 1,923,217 20,061} 165,678] 224,327) 427,260] 211,090) 654,753] 214,231 28,599 9,708} 20,935 
Standard Poultry Journal, rineaerd 
ant Hill, Mo... M 1.30 161,704 2,630 8,684; 11,592} 36,324) 15,915} 65,658) 29,544 7,780 2,667 
Successful Farming, Des Moines.. M 6.00 1,089,196} 26,863 7,040} 42,417] 405,218] 33,344) 435,460) 49,645) 33,446) 31,561|......-- 
The Country Home, New York...| M 7.00 | 1,419,666] 67,295] 203,795] 90,352] 363,799] 55,809] 391,410] 97,914] 81,793 a05. nae Bre axaavbieas 
Utah Farmer, Salt Lake City. . S-M .20 2 REN, (RRR aes, (MPR aT| CERI Hearn) :| NR! OTN Me | Se 179 
Wallace's Farmer and Iowa Home- 
stead, Des Moines, Ia.. WwW 1.75 251,678]... Bere ener: ee | Rees ee | ae, |e eS) Rca 5,546 
Washington Farmer, Spokane.. Ww .40 CE) oC Peers) Mee] ReRreteences Cmca Laine Ais] DCCC 537] 51,290 641 
Western Farm Life, Denver, Col. .| S-M 75 EI ai sicvepibaw cic scl niehcentas hoy | ee 83,980]........ 543 
Wisconsin ees & Farmer, 

Racine, Wis......... Ww 1.25 ARAB oscar uid isiaabeseasis VA) C] ere 2,003). . suiboieinlelsuelPaatevetecous 1,100 
*Not A. B. C. {Consolidated recently. Circulation figures not ro yet. 1See od 259. 2See Page 259. 
tCombination. Page Rate. §Rate for Insert. 3See Page 284. 4See Page 285. 

5See Seaee 260-261. See Page 257. 
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FACTS THAT STICK 


NOTE: In the course of a year scores of market and media 
studies pass over my desk. All are concerned with non-urban 
markets, the people who make them and the papers which serve 
them. This advertisement is merely the jotting down of some 
of the facts that stick in my memory.—C. E. S. 


INETY per cent of small towns have electric service . . . Small 
town people are now more interested in electric conveniences and 
buy more of certain classes than city people . . . Most coffee sold 
to farmers is of the better grades in small cans . . . Small town 
druggists do a big business on the better grades of cosmetics 
Wholesale grocers report a big and increasing sale of soap chips to small 
town dealers . . . About 90% of midwestern towns over 1,000 have 
golf courses . . . Remodeled houses mean an amazing quantity and 
variety of new equipment . . . A study of 178 towns of 2,000 to 
10,000 population reveals a tremendous amount of vacation travel 
to California, Rocky Mountain parks, Canada, Florida, Europe 
Fresh yeast sold in nearly every hamlet . . . Trading radius of 
towns doubled in five years . . . Oranges big sellers in small towns 
A study showing that 90% of readers had read a certain adver- 
tisement in a farm paper . . . Growth of small towns 
Gelatin desserts and salads common in small town homes . .. A 
new toilet soap taking first place in the small town market. 


Outside the Metropolitan Markets, Buy “A Capper Publication” 


The Household Magazine . . Capper’s Farmer . . Kansas Farmer . . Missouri Ruralist . . Penn- 
sylvania Farmer . . Ohio Farmer . . Michigan Farmer . . Capper’s Weekly . . Topeka Daily 
Capital . . Kansas City Kansan . . Capper’s - Radio Station WI BW 
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tee ee VASE primary market 


The Progressive Farmer and Southern 

Ruralist are now produced as one pub- 

lication known as THE PROGRESSIVE 
FARMER and Southern Ruralist! 


“The next half century belongs to the South’ 


"THE PROGRESSIVE FARMER anp 


SOUTHERN RURALIST, which is issued semi- 
monthly and in five separate editions, is the only 
publication offering a// these advantages: 


] Dominant and economical coverage of a pri- 
mary market. 


> Highly localized editorial service —with resul- 
Z, tant reader influence —by the largest staff of 
full time editors of any farm publication. 


Advertising rate of one-half cent a line per 
«J thousand subscribers. 


One Million net paid circulation guaranteed. Ad- 
vertising rate of $5.00 per line, equivalent to a 
page rate of $3.64 per thousand subscribers. 


1,000,000 Circulation 
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dominantly and economically 
covered by this one publication! 


The agricultural South, with its 
magnificent resources, its tre- 
mendous buying power, its sound 
prosperity, represents one of the na- 
tion’s important primary markets. 


And now—with the merger of 
THE PROGRESSIVE FARMER 
and Southern Ruralist which was 
effective September first—adver- 
tisers are offered dominant and 


sive market with ove publication! 


“The next half century belongs 


to the South!” Advertisers in 


,tapidly increasing numbers are 


recognizing this fact—and will 
be quick to take advantage of 
this opportunity to reach the 
great majority of the South’s 
leading farm families through a 
single medium which enjoys 


economical coverage of this respon- their utmost confidence. 


AUTOMOBILE OWNERSHIP— indisputable measuring stick of buying power, aptly illustrates the 
prosperity of the agricultural Southland. 

Southern farmers are driving 32.4% of all farm owned automobiles, and 54% of the increase in this 
classification during the last year was in this area. Further, this increase of 97,500 was more than the 
number of cars (83,200) sold to farmers in all states outside the South! 


CONCERNING CROP VALUES: The agricultural South consistently produces one-third of the entire 
crop wealth of the United States (36% 4 — $3,117,089, 000 in 1929) — proof indeed of the purchasing 
ability of Southern farmers. Note this fact, also— Southern farmers own 32.4% of all automobiles on 
American Farms! 


A RECENT SURVEY— impartial and unbiased, conducted by a member of a large Mid-Western agency, 
asked the following question: «*Which of the three Southern farm papers is most closely read, most used by 
the farmers you work with?’’ (The three Southwide farm papers were specified.) Progressive ?armer was 
predominantly first, Southern Ruralist second. The combined total preference, in terms of percentages, follows: 


County Agricultural Agents - - 89% Agricultural Extension Workers - - - - - - 89% 
Home Demonstration Agents - - 94% Professors in Agricultural Schools and Colleges 81% 
Officers of County Farm Bureaus 88% AVERAGE OF ALL GROUPS .-.- - - 88% 


The foregoing represents 1351 returns — 46.8% of entire mailing — Positive proof of dominant influence! 
Write for copy of this survey. 


Drogressive farmer 


Southern Ruralist 
BIRMINGHAM ATLANTA 
Raleigh Memphis Dallas Louisville 


Pacific Coast Representative Eastern Representatives 


Edward S. Townsend Wallace C. Richardson, Inc. 
917 Hearst Bldg., San Francisco, Cal. 250 Park Ave., New York, N. Y. 


Western Representatives 


Standard Farm Papers, Inc 
Daily News Bldg., Chicago, Tu. 


Guaranteed 


rae res = + 
Deiges eeL * 
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Sales Managers: 
Facts regarding Liberty Magazine 


NATION-WIDE, independ- 

ent investigation by Daniel 

Starch, Ph.D., has _ established* 

these factors about Liberty read- 

ing families which are vitally in- 

teresting to sales managers and 
space investors. 


Here are a few high-lights of 
the Starch investigation: 
Size: 
The Liberty audience is vast. More 
than 2,400,000 modern, metropolitan 
families. Each copy read by an aver- 
age of 2.4 persons. That means a 
weekly reader audience of 5,764,138. 
Of these 2,749,946 are men... 
3,009,389 are women. 


Buying Power—Income: 
The Liberty audience is prosperous. 


80%* of the 2,400,000 families to 
whom Liberty circulates have a spend- 
able surplus with incomes of $2,000 
and over. 
*Not exceeded by any other mass 
magazine. 


Car-Ownership: 
The Liberty audience is car-minded. 
61% own cars—1,598,530 automo- 
biles. 80% of these cars were pur- 
chased new ... A steady market for 
tires, gas, oils—and new cars. 


Home-Ownership: 


The Liberty audience is composed of 
family home people. 51% own their 
homes. 63% live in one-family houses. 
82% live in houses or apartments of 
five rooms or more... 1 of every 4 
families employs a servant either part 
or full time. 


Appliances for the Home: 


The Liberty audience is modern— 
95% have modern equipment. 84.9% 
have electric irons. 57.6% have ra- 
dios. 50% have electric vacuum 
cleaners. 


Children: 


The Liberty audience is a family au- 
dience. In more than 53% of these 
homes there are children under 18 
years of age. 


* * * 


The Starch investigation shows 
that the Liberty audience is a 
2,400,000 family cross-section of 
urban, prosperous, active, buying 
America. A vast, ever-buying mar- 
ket for every family-sized neces- 
sity and luxury to which city-bred 
people are accustomed. With an 
annual aggregate income of more 
than seven billions. And an annual 
expenditure in proportion. 


By reducing the cost per page 
per thousand Liberty is making 
it easier for sales managers to 
make their quotas in 1931. Lib- 
erty guarantees an average net 
paid circulation of 2,500,000 for 
1931—at current rates for all ad- 
vertisers protected by orders re- 
ceived in the office of Liberty prior 
to January 1, 1931. This is an 
increase of 250,000 circulation 
over the 1930 guarantee—with- 
out an increase in rates. It drops 
the cost per page per thousand 
from $1.89 (the lowest in the 
field) to $1.70. 


Liberty fits perfectly into the 
advertising program of any sales 
manager with a tough quota to 
make. 


Liberty 


Biggest Newsdealer Sale of Any Magazine 
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Mother Gi émpire! 
AND RATES y Gity of an Gmpire: 
Magazines which carry the greatest volume of advertising in 1 
their respective fields are listed here. The monthlies are classi- 
field as: General, those having a general appeal; class, those 
whose contents are intended mainly for particular groups of 
readers; women’s, those edited especially for women; and juve- 
nile, those devoted _to children, eeklies, being less numerous, 
are put together. Magazines, in which space may be bought in 
groups are put in a separate category. ' 
The rates quoted are the maximum page and line rates. Most 
of these rates were in effect Aug. 1, 1930. —— to 
this rule are noted. Circulations are average A. B. C. figures 
for the six months ended December 31st, 1929, unless otherwise 
indicated. 
Circulation Maxi- 
MONTHLIES (A. B.C. Maximum mum 
CLASS unless Page Agate 
otherwise Rate Line 
indicated) Rate 
American Golfer........... 36,873 |$ 500.00 |...... 
American Home........... 208,226 1,700.00 $3.50 
American Legion Monthly... 772,337 1,500.00 3.50 
PIOUBPIEND «66.06.66 60.00 cece cuseicnee's 11,446 250.00 ae 
Arts and Decoration. .....cccccccsees 26,469 400.00 75 
Better Homes and Gardens...........| 1,207,444 4,275.00 9.50 
Cc estackesvivisceceescah ae 1,800.00 2.75 
eS 2 ree eee 33,286 500.00 Ravaaren. 
Elks Magazine. .......scccccccees-+-|  *850,000 2,000.00 4.50 
MG cage tide ckensdeennderet 153,916 800.00 1.40 
Extension Magazine. ...cccccccseecss 300,940 800.00 1.50 
SBield and Stream... .ccccccocccscccss 130,338 625.00 1.58 
es no, canada vi anita 74,680 600.00 1.45 i aoa 
TEED, os au cp. cnendene ns ec< I sj Ren 350.00 |........ San Antonio sits in the cen- 
Howse and Gardet...csccccccccccsere 123,969 1,400.00 wee ter of a vast empire South 
House Beautiful..........0200e0 e000 99,836 1,000.00 | 1.80 and West Texas—that em- 
Hunting and Fishing Magazine........ 445,000 1,500.00 3.50 braces an area of 132,000 
1A ci See Nair eteecnicecerrticrs 73,346 C7 eee f 89 6s 
International Studio............-....] 14,445 320.00 65 square miles. So rich is this 
Junior Home Magazine.............+- 153,107 750.00 1.35 immediate market in nat- 
Kiwanis Magazine............-++--.-| 103,673 400.00 1.00 ural resources and so alive 
aoe of Wall Street..........-.- poy th pony 1.60 in productive wealth that it 
Otor Boating... 2. cccececseresccees y . ey e rene . < 
Nation’s Business..........++:..--..] 311,500 1,200.00 3.25 is claiming the attention of sales executives everywhere. 
Normal Instructor and Primary Plans..} = 167,724 720.00 1.20 San Antonio’s general market is international in scope. 
Outdoor America. di ateck a Saldiea 110,575 $75.00 1.45 This city has long been recognized as the natural trade 
utdoor Life—Recreation............ i 4 ; ye 
Parents Magazine, The.......-.......| 109,539 700.00 | 1.65 gateway to Mexico; the nearby deep-water port at Corpus 
Physical Culture... ...sesceeeseeese+-| 289,166 875.00 2.55 Christi gives a cheap transportation rate to eastern sea- 
Popular Mechanics Magazine......... 546,600 875.00 whoa board and foreign points; trunk line railroads link it to 
Popular Science Monthly............. 331,768 1,000,00 2.50 the nation at large. 
Radio Digest snes socusscscsses.| 116000 | 300.00 | 1.00 Both San Antonio and the empire of which it is the 
Radio NGWS.........sccccccccccees of $52,085 660.00 | 1.60 mother city are growing rapidly and vigorously. Within the 
OMI So ae a tine shins shee Resa eke 135,729 429.00 1.00 past two years this city has become the new oil and gas cen- 
Science and Invention........-..-.+..|/ 122.332 450.00 | 1.15 ter of the Southwest. Nueces county, which led Texas in 
Scientinc Americanseveerrsrsrrirr T7598 | 3e0.00 |...:2¢..| cotton production in 1929, is in its trade area. The Lower 
Is isk ns Hai ak ony 45 00.54.00 died recaiaes 400.00 |........ Rio Grande Valley and the Winter Garden District, with 
Theatre Magazine (The)........-.--. 45,359 600.00 1.25 their valuable citrus fruit and winter vegetable crops, 
Town ONE 5 sik vs scixnsnioes 20.783 400.00 75 pour a steady stream of wealth into San Antonio. The 
MOREE Wa adciede cn ac sue sees ves y i ee ee —_ 
2 RRR ahaa pear 45,436 500.00 1.20 wool and mohair industry of 
aes the nation is centered in 
— its trade territory. 
tAdventure, -. weesereresseseererereeed 110.989 j 220.00 11-00 These are factors which 
merican agazine. Tereee ye ee a * ’ 's A ° . s 
American Mercury. . 65,125 350.00 1.75 spell increased business to 
PU Rs oS nicnes svensecenes 50,945 600.00 |........ alert sales managers, who 
HALATIEME DRCNIORED sie :k6. 060 cs 0 e'ce be eeis 131,013 460.00 2.25 are seeking profitable dis- 
Blade and Ledger............-.+-.+-.] 1,250,000 | 3,247.00 | 5.00 tribution outlets. 
00 MNMUINORG cd0ic ee viewers comers a i ei 
College Humor.........0.seeeees0e+-] 270,922 1,070.00 | 2.50 The South and West 
Comfort... CRRA IOTCURETE 2,720.00 5.00 Texas market, which can 
MONON isciss cviccccceceverscs <p SCGRMES 4,200.00 11.00 best be served from San An- 
Current History Magazine............]. 59,386 200.00 1.00 tonio, is larger than half a 
Se Ca: a . ¥ : js 
cnt Sa, a oe dozen eastern states. It is 
Golden Book Magazine...............| 142,892 600.00 1.60 rapidly becoming one of the 
Harper’s Magagin®. . cc sccesccsscces 120,360 440,00 2.20 richest markets in the world 
Mentor-World Traveler. ...........5 81,381 500.00 1.25 Send for the facts. : cme 
Motion Picture Classic............+- 169,076 550.00 1.30 
Motion Picture Magazine............ 425,248 1,000.00 2.40 
National Geographic Magazine........] 1,212,173 y Fy a ere 
Photoplay Magazine..............03. 633,871 1,700.00 4.25 
ee hg Oe ieee 525.00 1.30 = 
e EES 29 ,000. ’ , , . 
Review of Reviews...-.0...ccecccecc,] 163(539 7900.00 | 1:60 For free booklet, “San Antonio—Community of Opporunity,” 
ie ee ee 525.00 1.25 address Dept. 52, Municipal Information Bureau, Aztec Bldg., 
(Cojntinued on Se|cond Page Fojllowing.) San Antonio, Texas. 
*Not A. B, C. +Published Semi-Monthly. +tPublished Everv Other Week. 
.After the July, 1930 issue, Forest and Stream combined with this publication. 
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In the Better Homes of the Bigger Towns 


‘inal the influence of the boy work for 
you in the home. 


: Boys can be appealed to for their own 

immediate wants, for their influence at 

? home today, in college tomorrow and finally 
, in the world at large. 

§ Advertising in BOYS’ LIFE reaches the 

boy in his own publication. Records and 

? investigations show that 8414 per cent of 

; the subscribers are from average or better 
; than average homes. 


BOYS’ LIFE reaches an organized quality 
market for the advertiser of quality 
products. 


Boys$LIFE 


Published for all boys by Boy Scouts of America 


CSU OSS SB PUSS 2 — PTI USS 29S PUB 2S PUSS 2 OIC 2 OS ODI DOS OI OPIS POS 27 2 PIS IOSD 


a ee 


2 Park Avenue, New York 
37 So. Wabash Ave. Lincoln Bldg, 
Chicago Los Angeles 


Old South Building 
Boston, Mass. 


iA»? 27S IO DBI DC BY 
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. e 
MAGAZINE CIRCULATIONS AND RATES (Continued) 
Circulation Maxi- Circulation Maxi- 
MONTHLIES A. B.C, Maximum mum MONTHLIES (A. B. G Maximum mum 
GENERAL (Cont.) unless Page Agate WOMEN’S (Cont.) unless Page Agate 
otherwise Rate Line otherwise Rate Line 
indicated) Rate indicated) Rate 
Scribner’s Magazine. . 90,714 |$ 360.00 {$ 1.80 Woman’s Home Songun case as 2,530,725 |$ 9,400.00 {$14.25 
Sunset Magazine.. crete ete *200,000 800.00 2.00 Woman's Press. . epee eee ee 5,331 100.00 Soa an 
True Detective Mysteries. tr 302,854 800.00 2.00 Woman's World.. eee oe ea 4,400.00 6.50 
True —-: , 131,529 200.00 .50 
True Romances. 595,866 1,700.00 4.25 GROUPS 
True Story. . 2,036,021 4,500.00 12.00 All Fiction Field.. .| *2,000,000 2,600.00 12.00 
Vanity Fat } 900.00 |... ahem ad aa | ttl de 
World's Work. . 134,814 700.00 ie Four ay nen se 6; $29,200 $4,000.00 seen 
xecutive Magazine Troup. 819,86: 6,000. dann 
JUVENILE Fiction House Group.. 886,136 770.00 4.00 
RUNES IIE 850s Se oss ess Se nae lelecs 351,570 2,000.00 3,50 
American Girl. 0.00... ee eee 58,325 300.00 70 aan, onggaaagal pre soa | 
*Boys’ Life. . 203,036 1,190.00 | 1.75 ieemsmmenl tose 100'000 | 1.20000 | "5.50" 
Child Life .. 196,837 800.00 2.25 sality Th roup. 342087 1'260.00 6.25 
Handbook for Boys. . 96,336 200.00 |....... | prs! ¢ ee : 
reet and Smith Combination. . 1,160,883 1,700.00 8.00 
Open Road ne nese Rb e a we oe eeRS *124,844 630.00 1.50 
St. Nichols. bho 44/311 200.00 "60 WEEKLIES 
Scouting . 72,647 300.00 50 American Home Journal. ............. 208,226 1,400.00 75 
American Weekly.................+++-| 6,036,686 15,500.00 8.50 
WOMEN’S VP sIGNS WEEN, ENGs cccisccccccccssespe@™ FS "135 650.00 1.75 
The Christian Herald......... <2 sce. 209,073 1,080.00 1.75 
{Butterick ene 345,079 3,600.00 Kathe 4Christian Science Monitor............. 135,077 : ; .40 
Delineator . - 2,269,865 8,400.00 12.75 
Farmer's Wife. 912,998 3,300.00 §.25 Collier's. 2,099,562 5,500.00 8.50 
Gentlewoman. . 5 1,096,743 3,000.00 6.00 Fellowship Forum.. *250,000 750.00 .75 
Good Housekeeping. . 1,799,520 5,600.00 13.25 Financial World. . eta 82,025 450.00 1.00 
Ge ok on ceda pee ad ance wares 346,007 630.00 1.50 
EIRNG SNORRRS 6 ois as Os eees cwiarnees 106,536 1,400.00 ore Gs 0 wcne'ee'és 180,092 1,000.00 2.50 
Holland 6: MGGGHING. ...c066sccece cece 422,561 1,890.00 2.50 
Household Magazine.................| 1,721,640 6,200.00 9.50 SLiberty.. 2,269,586 4,250.00 Pere 
Ladies’ Home Journal................| 2,561,870 9,500.00 15.00 Life... 137,808 1,000.00 2.50 
|McCall’s Magazine................+-| 2,404,031 8,800.00 13.25 Literary Digest. . 1,364,929 4,000.00 9.00 
Mid- —— Pictorial. 42,472 250.00 35 
McCall's Quarterties... 0.0.60 00sc00% 424,900 3,000.00 ane Nation.. ie 35,136 200.00 85 
MOGGER: PHAGINE. ... 65. ss. oe00 sa ccecces 616,083 2,250.00 4.00 
Mother’s Home Life.. 718,116 2,700.00 5.00 New York Herald Tribune isinesiible 442.043 700.00 .80 
Needlecraft Magazine. . 1,023,111 3,600.00 6.00 New York Home Journal.. j 630,368 2,800.00 1.25 
People’s Popular Monthly. . 1,340,203 4,500.00 7.00 New York Times Magazine. 757,028 1,404.00 1.40 
New Yorker.. 82,177 700.00 1.75 
Pictorial Review. . Pe dee 8,800.00 43.25 Outlook and Independent.. 81,384 400.00 1.00 
{Pictorial Review Que arterly ’ Fashion 
Book.. ee = whee 263,422 2,500.00 Pathfinder. . 960,469 1,400.00 3.50 
Vogue.. 130,774 1,500.00 —* Eve vening ‘Post... 2,821,199 8,000.00 12.00 
Vogue Pattern Book. . 105,775 1,400.00 maiearkes Time.. rere 229,694 1,200.00 3.30 
**Formerly wt of Business. Estimated A. B. C. circulation .75,000. Published ora Four Color Rate. ‘See Page 266. 
2See Page 264. 3See Page 262. 4See Page 241 (Daily). *Not A.B 
WITH SPECIAL MERCHANDISING SERVICE TO ADVERTISERS 
Qa 
. rs _.§ In these 
Sed | OU ees Vie localities are: 
' “* See. S ee, DOTA ary 
Y.W.C.A.'s located at . : wat dete, Pe AoE ree, ES 600,000 members 
these 407 points spend- {€ ‘ ot SE ode os] eg EP 246,000 Girl Reserves 
x ‘a io a, oo , e eee i Wy. . 
ing an Annual Budget .s ‘ pe @ Se . TAs 37, or ee and “Ke 
td {°° ~ oer mittee omen ey 
of $25,900,000 for 821 , a oon 
§ ephenagae se : ie ee ay Women of Communi- 
Buildings, 30! Hotels, a ae rae wee ties) 
° * ° e * . e. . ; 
304 Cafeterias—and an . ego ot cy eae he 3,210 Y. W. C. A. secretaries 
additional $5,000,000 for new ae ; 900 Girl Reserve Leaders 
buildings built each year ™ . 237 Health Education Instructors 


TO OPEN THIS MARKET FOR YOUR PRODUCT ADVERTISE IN 


THE WOM ANS PRESS Official National 600 LEXINGTON AVE. 
of the Y.W.C.A. NEW YORK CITY 
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On (atching “Brides 


2 
f 
’ r 
Cc 
0 
:) (atch ’em young— 
Cc 
. | In the ’teen ages when they are receptive. 5. 
? 3 
G \ ) 
\ »] e 

Tell ’em everything— 

yf About your product or service. 
uae ) : - 
[Ie | Treat ’em nice— 
1 Y : : A 
Ni For they will probably be lifelong customers. ; 
P 
P 
Many national advertisers are building sales this year by “catching ’em ; 
young” through the advertising columns of the American Girl Magazine. 4 
These girls who will be brides tomorrow are worthwhile customers today. : 
For the American Girl is read avidly by the Girl Scouts who have been aptly . 


called ‘‘assistant purchasing agents for the home”. 


Investigations show that Girl Scouts do much of the family shopping and 
often exercise their own judgment in the selection of foods and other articles 
for home consumption. Their training as Girl Scouts includes cooking, 
sewing and housekeeping. They are taught health and hygiene. And they 
are exceptionally responsive to advertising in the American Girl Magazine. 


he American Girl 


THE MAGAZINE FOR ALL GIRLS 
Published by GIRL SCOUTS, INC. 


CHICAGO PHILADELPHIA 670 Lexington Ave., New York, N. Y. NEW ENGLAND AND NEW YORKSTATE 
Powers & Stone, Inc. Harry E. Hyde, (except Metropolitan area) 
First Nat’l Bank Bldg. 548 Drexel Building §, E. McCKEOWN, BUSINESS MANAGER Powers & an Inc. 


NATHANIEL H. JONES, 369 Lexington Ave., N. Y. C. 
In Charge of Advertising 


Member Audit Bureau of Circulations 
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MARKET DATA ON HAWAII 


Distribution in Hawali, because of the 
geographical formation and shipping 
facilities, is considered from a stand- 
point of islands or counties instead of 
cities and towns. The more important 
markets as shown on the map above 
are (1) Honolulu County, the island of 
Oahu, on which Honolulu, the capifal 
city is located, (2) Hawaii County, the 
(3) Maui County, 
which includes the islands of Maui, 


island of Hawaii, 


LANAI 


Niihu. 


Kauai County, the islands of Kauai and 
Fast steamship service makes 
these markets easily and quickly avail- 
able to manufacturers on the United 
States mainland. Hawaii as a market 
for our goods is growing in importance; 
in 1928 she bought from us merchandise 
valued at $77,824,000 and sold to us 
merchandise valued at $116,956,000. Our 
exports were divided as follows: in 
thousands of dollars (000 omitted). 


Molokai, Lanai and Kahoolawe, (4) 
Animals and animal products............. 6,910 Non-metallic minerals............+.+0+22$ 9,668 
Vegetable food — _ leanne «s+ 11,649 Metals and a - aa 10,278 
Vegetable inneaann -. 4,494 Machinery and a cocccccecee 1482 
Textiles... 6,827 Chemicals. . nee auae 5,270 
Wood and. paper.. 6,173 PN  ctoacéxccdiicsacsanmmeaee 5,012 
Population, Standards of Living, Area 
COUNTY HONOLULY| HAWAII MAUI KAUAI | TOTAL 
GR Tis COMER TOR 0656s s occ ce ee ccaccess 600 4,015 1,182 641 6,438 
Population, 1930...... 203,700 73,300 56,100 35,800 369,200 
¥*138, {600 
PUBS SONGOIS, 56.00.56 6c.6ccc ce 6 21 187 
MN eR COMES A ced di ee Kiem Sco e hee Cows 38,073 15,376 10,057 6,726 70,232 
MURA: PRIVERO BOROOIS si. cciccc cise cc cs cece "630 1,153 1,498 ” 10,281 
EU 7p Wale 38 Xe 8k Ga Valen dade see waa awe oe 14 7 5 5 * 31 
EM a Si aisci did ier dere ae clsin cae ee ee ue enue 16 39 19 13 87 
glee ae aa aaa 27,611 5,259 4,700 3,346 40,916 
Telephones... 17,920 2,567 1,599 652 22,718 
Gas*** , S Mma vilatenemecancucese ee 13,534 1,500 ** ital 15,034 
Wired Homes***. BERATED ee aeaa ee 24,049 6,649 1,530 800 33,028 
Water Meters... as 17,710 ** 1,725 *% 19,435 
*City of tae 
*™Not known 
***Does not include plantations’ private plants 
Wholesale and Retail Trade Outlets 
BUSINESS OAHU HAWAII | MAUI KAUAI TOTAL 
Wholesale Dealers. . 51 9 0 60 
Automobile Accessories, Supplies, € Rg eres 159 44 32 21 256 
Automobile Dealers... 27 5 5 5 42 
Books and Stationery. 23 4 1 0 28 
mfectioners.. 92 14 13 12 131 
Confectioners and Soft Drinks. 110 14 13 12 149 
mtractors and ee 67 8 1 2 78 
Department Stores... 1 1 0 0 2 
ig Stores 65 19 8 4 96 
Goods 66 14 5 7 92 
Electrical Stores... 9 1 3 A 17 
Fruit Growers and Shippers. 9 1 4 y 16 
Puel, Ice and Cold ne. 12 5 2 1 20 
Purniture Stores. . . 60 4 1 0 65 
ishings—Men’: s. 18 3 1 0 22 
Gurnishings—Women’s. Ss. 14 1 0 0 15 
General Stores. . 625 352 171 120 1,268 
Gift and Curio Shops... 45 6 0 0 $1 
Grocery Stores. . oat 210 21 13 12 256 
Grocery and Food Products Chain Stores. tae 13 0 0 0 13 
ware Dealers.. OS: us 22 7 4 5 38 
House Furnishings. 5 0 0 0 5 
ewelry Stores... 19 6 1 0 26 
eat Markets.. mre 67 23 17 6 113 
usic and Musical Instruments........... 16 2 2 0 20 
antations, . Pree 10 5 6 12 33 
umbers and Plumber’ 's ‘Supplies. weeas 35 7 2 3 47 
Radio a eae 7 2 1 0 10 
Shoe Stores. . 26 1 1 1 29 


— 
— 


=| Walla 


America’s 
Golden Market 


Hawaii—Uncle Sam’s mid- 
Pacific Territory —ranks 
SECOND IN THE UNION 
in population growth from 
1920 to 1930. The 1930 cen- 
sus shows California first, 
Hawaii next—ahead of every 
other State. 


That’s growing fast—but the Hono- 
lulu Star-Bulletin, leading paper of 
this *“‘Golden Market,” has grown 
even faster. Here are the figures: 


Island of Oahu amg County) 
Population Growth......... 66 per cent 
STAR-BULLETIN ¢ GROWTH siboe per cent 

City of Honolulu 
Population Growth......... 66 per cent 
STAR-BULLETIN GROWTH 151 per cent 

Territory of nr 


ee Growth......... percent 
STAR-BULLETIN GROWTH eS 


Hawaii, the Golden Market, bought $82,- 
498,612 worth of ucts from 
continental United States in 1929. Here’s 
a rich, prosperous, modern community— 
readers of national — buyers a 
nationally advertised articles. 


For many — i. Honolulu .~y~4 


letin, six-da 
ried the alk of alt of all the a ee 


placed in Hawaii. 


For the first six me of 1929, 293 
national advertisers used this 


new Of th 
Star- ulletin EXCLUSIVELY. 


Market surveys, trade analyses, selling 


suggestions, merchandising helps—these the 
Star Bulletin gladly provides as i pant of its 
service to advertisers. 


Honolulu 
Star-Bulletin 


Leader in National Advertising, 
Local Advertising, Total Advertising, 
Circulation. Member of the A.B.C. 

Member of the Associated Press. 


NATIONAL REPRESENTATIVES 

New York—Franklin P. Alcorn Co.—270 
Madison Ave. 

Chicago—Franklin P. Alcorn Co., 410 N. 
Michigan Ave. 

San Francisco—R. J. Bidwell Co., 742 
Market St. 

Los Angeles—R. J. Bidwell Co., Times 
Building. 

Seattle—RB. J. Bidwell Co., Stuart Building 


MANAGEMEN T 


The Census Shows 


WHEN YOU SELL IN THE SOUTH 
YOU SELL IN A “RISING” MARKET 


Outstanding in census reports have been the population gains made 
in the South during the last 10 years. And yet, do you appreciate 
fully what these gains are—what they mean to you in marketing 
your product? The figures compiled for the South as a whole show 
the importance of entrenching your product—now—for a still 
greater increase is yet to come! 


& 
Cities of 100,000 Population and over: 
Southern States Pacific and Mountain States 
(20 cities)... .65.9% Increase (11 cities)... .52.3% Increase 
Middle Western States Eastern States 
(27 cities)... .25.2% Increase (35 cities).... 7.6% Increase 
@ 
Cities of 25,000 to 100,000 Population: 
Southern States Pacific and Mountain States 
(47 cities)... .37.2% Increase (19 cities)... .46.7% Increase 
Middle Western States Eastern States 
(85 cities)... .28.9% Increase (83 cities). ...16.8% Increase 
@ 


With a total population in the 14 Southern States of 41,204,283, the 
South today has more than one-third of the nation’s population— 
more than five times the population of New England and more than 
three and one-half times the population of the Pacific Coast and 
Mountain states. 


ABERNETHY-TURRENTINE PUBLISHING COMPANY 


Mortgage Guarantee Building Atlanta, Ga. 


Publishers of 

SOUTHERN ADVERTISING AND PUBLISHING 
SOUTHERN JEWELER 

SOUTHERN PRINTER 

SOUTHERN STATIONER AND OFFICE OUTFITTER 


of © wm ee | 
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BUSINESS PAPER CIRCULATIONS AND RATES 


Business papers which carry the greatest volume of advertis- 
ing in their respective fields are listed here. They are classified 
according to reader appeal. The rates quoted are: first, the 
one-time page rate; second, the every issue rate. Most of these 
rates were in effect. October Ist, 1929. Circulations are average 


ABC figures for the six months ending December 31, 1929, unless 
otherwise indicated. Period of issuance is indicated by abbre- 
viations; i.e.: An——Annually; Qu.— Quarterly; M——Month- 
ly; S-M——Semi-Monthly; W—-Weekly; EOW——Every 
Other Week. 


ABC 
Circulation| One- Every 
Publication Issued (unless Time Issue 
otherwise | Page and 


indicated) | Rate Rate 


Advertising 
Advertising and Selling.. .-| EOW 103395 | 160.00 | 140. 
Class and Industrial Mariceting .. M 3,630 | 125.00 95. 
Postage and The dancing Leki M 10 150.00 |..... 
Printers’ Ink.. ; vod aenes WwW 23,217 | 135.00 
Printer’s Ink Monthly. le athe M 18,898 | 225.00 |...... 
Sales Management . Ww 12,995 | 175.00 | 140. 
Southern Advertising and Publishing . M 10 99.00 81. 
Standard Rate and Data Service. M 2,789 | 110.00 90. 
Western ne and Western 
Business. . re 4 ee ‘ WwW 5,069 | 125.00 90. 
Advertising Specialties 
INGUMRENO INOW. inc 6 0 0% Case atise css M 7,300°) 150.00 | 120. 
Amusements 
DOGSG, BUG. 60:65 os cece 5% ein ee 6a W 47,339 | 350.00 | 315. 
NO Er ee CE W 10 600.00 |.... 
Architecture 
American Architect... .....0s.ceee. M 8,803 | 225.00 | 200. 
Architect... 4 er Pree ee M 4,489 | 240.00 | 200. 
Architectural BN ch geeks M 7,681 | 280.00 | 200. 
Aschitectural Record... 060.6600 66« M 11,764 | 220.00 | 200. 
Architecture .. inesliwel din’ wee Sve eae M 7,576 | 200.00 | 175. 
Building Investment.............+- M 7,000%| 200.00 | 160. 
Pencil Points. ‘ M 18,692 | 220.00 | 200. 
Sweet's Architectural Catalogues .. An 13,0002; 250.00 |..... 
Automobiles and Accessories 
Automobile Digest.. M 62,429 | 312.50 | 250. 
Automobile Trade Journal. ‘and Motor 
Age.. eee a 63,197 | 425.00 | 350. 
Automotive Daily News.. ya sees D 10,842 me ky De 
Automotive Electricity... M 7,5001; 115.00 | 90. 
Automotive Industrial Red "Book.. Q 3,7573) 125.00 | 100. 
Automotive Industries . ard avd W 7,222 | 125.00 | 100. 
—. Merchandising .. 2 ilerd M 92,1382} 325.00 | 275. 
os aeradede aaa M 56,400 | 450.00 | 405 
pr sone World Wholesale... meee M 7,582 | 200.00 | 160. 
ires.. ; wide taecara eens M 12,425 | 150.00 | 125. 
Aviation 
Aero Digest.. OT ee ee M 76,3411} 200.00 | 170. 
Aeronautics. . Reged iussae Wawa eee M il baat uaa Re aaa 
Air Transportation . . Muaatinese es WwW 4,559 | 150.00 | 120. 
Airway Age.. ee ore rere rr M 11,516 | 195.00 | 135. 
Aviation. M 19,945 | 240.00 | 185 
Chilton Aero Directory and ‘Catalog. . An 10 190.66 t. 
Baking 
American - ga ae. is WwW 10 80.00 | 60 
Bakers’ Helper.. Re Seer WwW 9,565 | 150.00 | 100. 
Bakers’ Weekly. . Ce WwW 12,300 | 150.00 | 100. 
Band Instruments 
Music Trade Review.............0. M 6,750) 180.00 | 150. 
Banking 


— Bankers’ etn ” our- 
err . M 33,332 | 375.00 | 250. 
Seaees! Monthly. - et Wiittee res M 4,727 | 180.00 | 150. 
Burroughs Clearing House.......... M 10 Lear 


Barbers, Hairdressers, mentee etc. 


American H: irdresser. . M 20,419 | 200.00 | 160. 

Beautician. . M 32,000!) 135.00 | 100. 

Modern Beauty Shop .. M 19,973 | 200.00 | 150. 
asp Boxes, sae 

Modern eprencioua M 9,000?) 180.00 | 160. 

SRGATE . «<< 0:60 M 1,967 70.00 | 60. 
Books and Book Trade 

Publishers’ Weekly. ............00- WwW 10 75.00 | 56. 
Brick, Tile, Building Saad 

Brick and Clay Record.. PPT) be) s 2,765 | 125.00 | 75. 
Building 

American Builder... .............0- M 89,316 | 600.00 | 485 

American Contractor.............. WwW 12 hejdtracs 

Building Age.. Mice eceee OSC es M 52,625 | 425.00 | 360 

Building Investment... Sime’ semaecs M ; 3} 200.00 | 160 

Building Supply News. EOW 10,218 | 200.00 | 135. 

Buildings and Building Management. EOW 2,886 | 150.00 | 85. 

Engineering and Contracting.. 5 M 19,915 | 210.00 | 145. 

National Real Estate Journal.......| EOW 9,887 | 170.00 | 100. 


00 
00 


00 


00 


00 


00 


00 


00 
00 


. 00 


00 


ABC 
Circulation| One- Every 
Publication Issued (unless Time Issue 
otherwise | Page and 
indicated) | Rate Rate 
Business and Office Methods 
Business Week, The. . aaah werd Ww 79,135 | 650.00 | 600.00 
Credit Monthly .. adareae M 25,639 | 300.00 | 200.00 
Harvard Business Review . naa Qu ee 125.00 | 100.00 
Sales Management.. svaulabieas«' Ww 12, 995 175.00 | 140.00 
i yctie da avon dadsds duhnatae: M 75,0003 600.00 | 500. 00 
Canning, 7 oa and meee 
Canning Age.. eeeees M 10 150.00 | 100.00 
Carpets and Rugs 
ee a ee rae M 13,280 | 350.00 | 225.00 
WAT PICMG o< ce Nadoss se cvlecae aes M 10,7002} 150.00 | 125.00 
Cement and Concrete 
Concrete. $a Pr rrr Pee rer M 5,979 | 140.00 | 110.00 
Chain Stores 
Chaity Store: Agee. «<i weeredte nc ce ode M 15,552 | 250.00 | 200.00 
Chain Store Review......ccccseseces M 30,0002} 270.00 | 234.00 
Chemical Engineering and Chemistry 
Chemical and Metallurgical Eng’ring M 11,914 | 210.00 | 180.00 
Chemical Engineering Catalog...... An 10,0003] 250.00 }........ 
Cleaning and Dyeing 
National Cleaner and Dyer......... M 8,682 | 200.00 | 125.00 
ae and Furnishing Goods (Men’s) 
Haberdasher and Clothier, The.. M 4,715 | 150.00 | 100.00 
Men’s Wear and Men’s Wear Chicago 
Apparel Gazette.. Pe S-M 14,915 | 270.00 | 153.00 
Clothing & Furnishing Cot ee . 
Style Sources . dhe me S-M 23,029 | 300.00 | 170.00 
Women’s Wear Daily... wecawaws D 31,046 J awaneiie 
Confectionery and Soda Fountain 
Confectioners Journal...........00. M 3,056 | 125.00 90. 00 
TOG Wr OINGNIN G5. asics 05 a0 sheane das M 60,278?) 450.00 | 300.00 
Dental 
Journal American Dental Association. M 10 140.00 | 112.20 
Draperies 
REI iv we de wirudaudmannewe aes M 3,000 | 125.00 80. 00 
Drugs, Song, she oa etc. 
American Druggist. . 5 adaaweaomye M 22,414 | 300.00 | 250.00 
Drug Topics. . wanmeawedaa eas M 53,4531) 200.00 | 160.00 
Drug Trade News.. reer eee) mi) 8,699!) 175.00 | 112.00 
Druggists Circular. . ee Cert: M 20,064 | 220.00 | 180.00 
Pacific Drug Review............--- M 10 60. 00 48.00 
Dry Goods 
Dry Goods Economist . M 15,078 | 400.00 | 300.00 
Dry Goods’ epee Trade e Journal M 13,111 | 300.00 | 225.00 
Retail Ledger. . : S-M 16,482! SOOT scenes 
Educational 
American School Board Journal.. M 12,109 | 195.00 | 150.00 
Industrial Arts Magazine. . M 10,158 | 125.00 90. 00 
Industrial Education Magazine.. M 9,170 | 135.00 95.00 
Progressive Education.............. M 7,0003 70.00 60.00 
Electrical 
Automotive Electricity. . 4 M 7,500 | 115.00 90. 00 
Electrical Merchandising .. ; M 17,502 | 250.00 | 225.00 
Electrical Installation Record. . “ M 17,946 | 275.00 | 230.00 
Electrical West.. wanes - M 5,523 | 150.00 | 120.00 
Electrical World.. 4 z Ww 17,211 | 200.00 | 150.00 
Electricitv on the Farm. ‘ M 6,0007| 100. 00 75.00 
Jobber’s Salesman. . - M 5,133 | 210.00 | 140.00 
Engineering and Contracting 
Construction Methods............. M 30,240 | 250.00 | 200.00 
Engineering and Contracting........ M 19,915 | 210.00 | 145.00 
Engineering News-Record.......... WwW 30,140 | 200.00 | 140.00 
General Building Contractor........ M 7,176 | 195.00 | 175.00 
Explosives 
Explosives Engineer...... M 5,479 | 125.00 
Export 
American Exporter.. wehacdxaar M 15,125 350.00 | 160.00 
Pacific World Commerce . ; M 10 115.00 | 85.00 
Petroleum Equipment Exporter. . Q 5,101 7] 162.00 | 117.60 
Farm Implements 
Farm Implement News............. WwW 8,784 | 120.00 | 90.00 


'—Not A B C.—Sworn Statement of Paid Circulation. 
*—Not A B C.—Controlled Circulation. 


‘—Not A B C.—Publisher’s Guaranteed Circulation. 
‘—Rate Per Agate Line. 


‘—Published in English, French, Spanish, Portuguese—One language each 


month—Three editions in each language each year—Circulation given is 
average monthly distribution. Publisher’s sworn statement. 

1°0_—Not A B C.—No Statement of Circulation Received. 

11_—This publication and Popular Aviation combined as one July, 1930, under 
name of Popular Aviation. Circulation Figures not available. 

12_.Combined with General Building Contractor, July, 1930 issue. 


47,339 Buyers (ty actual Check) Cait Be Wrong J 


oo 3 
coat Mer ns ‘ b cteattinath cata 


Fastest Spending City 
in the WORLD” 


Waiting for your product in the fastest spending “city” in the world—Amuse- 


ment Town—are 47,000 prosperous consumers! 


To this vastly profitable market runs just one main highway—The Billboard 
—closely read each week by nearly a quarter of a million showfolk and their 
families, each with an average weekly year-round income of $72.62. 


32% of these people read no other weekly; 41% no monthly magazine; 
14% no daily publication! 


Billboard selling opportunities, revealed by a recent questionnaire, will amaze 
you. Write for these facts at once, and with business in general “slow,” 
tap the industry that has just enjoyed the most prosperous year in its entire 
history! 


Address The Billboard, Cincinnati. 


* What Show Folks Buy 


Food Speedboats and Tents and 
Clothing | Showboats Awnings 
Hotel Accom- Education Scenery 

modations Musical Premium Goods 
Footwear Instruments 


Animals and 


Cosmetics Music Pets 
Confections Railway Trans- 

Costumes portation — 
Jewelry Publicity Service 

Photography Luggage Printing 
Automobiles Theatrical Cooking 
Trucks Equipment Equipment 


SE fs 


eageaa = («of 
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BUSINESS PAPER CIRCULATIONS AND RATES—Continued 


=~ — 
ABC ABC 
Circulation} One- Every Circulation} One- Every 
Publication Issued (unless Time Issue Publication Issued (unless Time Issue 
otherwise | Page and otherwise | Page and 
indicated) | Rate Rate indicated) | Rate Rate 
Financial Laundry 
Annalist, Th weeds Ww 10 .404........]] Laundry Age.. M 4,818 | 150.00 | 115.00 
Degen 's—The “National Financial National Laundry ‘J ournal.. M 4,669 .00 | 115.00 
| eekly.. eae ees WwW 10 ole wadcees Starchroom Laundry Journal... M 4,924 | 155.00 | 120.00 
: Cuma and Finance. WwW 10,9121] 175.00 | 122.50 
: Leather, Boots and Shoes 
Fire Prevention 7 =e Boot and Shoe Recorder............ WwW 20,058 | 200.00 | 125.00 
Fire Engineeri: secketice deel Ie 4,934 | 125.00 | 85.00 Hide and Leather. . er Ww 5 100.00 | 75.00 
Fire Protection rice. RG OP ee M 5,222 | 110.00 | 95.00 Shoe and Leather Reporter.. WwW 2,834 | 120.00 | 80.00 
Floor hp og Lumber 
Ree M 10,700 | 150.00 | 125.00 American Lumberman............. WwW 9,884 | 175.00 | 115.00 
Food Industries Machinery 
BOGE DMSIDGUIOR 6a. c oc vie cc cccsee M 10,000 | 250.00 | 200.00 American ~Apeemen WwW 16,398 | 200.00 | 119.00 
Food Industries.......... a M 10,0002) 210.00 | 180.00 Machinery... M 14,641 | 204.00 | 145.00 
Soda Fountains... «00.06 00 0 M 60,278? 450.00 | 300.00 
Marine, Shipbuilding, Repair and Oper- 
Forestry, Irrigation and Drainage ation 
Engineering and Contracting....... M 19,915 | 210.00 | 165.00 Marine Beeeoetins — pepegene on M 4,866 | 200.00 | 110.00 
Marine Review.. M 3,860 | 160.00 
Funeral Director 
American Funeral Director......... M 8,167 | 125.00 | 100.00 ||Meats and Provisions 
Embalmer’s Monthly.............. M 6,242 | 112.00 | 90.00 National Provisioner..........220+ Ww 6,970 | 120.00 | 60.00 
Furniture and Upholstery Metal Trade 
v URE ONE. (ices ce deicivnces s0uue M 7,230 | 150.00 | 100.00 Boiler Maker. adéceesaeed M 3,698 | 175.00 | 100.00 
) Furniture Journal. M 4,363 | 105.00 80. 00 Daily Metal Trade. wieinawies D 3,833 2.005). ee 
Furniture Manufacturer... M 2,729 90. 00 60. 00 Foundry. . éncctiacdsccecel “eae 8,147 | 180.00 | 120.00 
Furniture Record.. eer M 6,351 | 150.00 | 100.00 Iron Age. . wgeacaeweacac anaes Ww 14,463 | 124.00 | 100.00 
Good Furniture and Decoration. .... M 4,363 | 180.00 | 120.00 aC RR NAD Se WwW 11,015 | 136.00 | 100.00 
Gas Milk and Milk Products 
American Gas "imal weaend M 2,619 | 110.00 | 80.00 Milk Plant ow: Pe esue saccades M 4,758 | 100.00 | 85.00 
Gas Age-Record.. ig de indanae WwW 3,635 | 112.00 | 70.00 Milk Dealer . gadbewewae eee M 5,518 | 110.00 | 90.00 
General Merchandise Milling, Flour, Feed ne meeeend 
Industrial Retail Stores............ M 10 120. 00 90. 00 National Miller. 3 M 5,669 | 135.00 | 110.00 
M ants Journal. . wuceeceade WwW 4,540!) 42.00} 30.00 
= ; Mining (Coal) 
Grain COM AO « << keine M 8,783 | 200.00 | 175.00 
Grain Dealers Journal..............] EOW 5,026 | 140.00 | 115.00 (Mets!) 
e 
d Grocery Engineering and Mining Journal.....} S-M 10,320 | 200.00 | 140.00 
, or Grocer, The.. me M 76,063 1} 360.00 | 300.00 
r Motion Pictures 
Hardware Exhibitors Herald-World........... Ww 11,631 | 200.00 | 175.00 
Good Hardware. . M 46,1921) 240.00 | 200.00 
Hardware Age.. Ww 20,145 | 230.00 | 155.00 ||Motor Boats 
2 Hardware Retailer.. M 21,320 | 220.00 | 175.00 pe eee eer rere cer rr c M 7,000!) 200.00 | 125.00 
’ Motor Boating.........eeseeeeeee-| M 30,010 | 275.00 | 215.00 
eee BO Rie os boc cae dddcdaces M 15,174 | 200.00 | 120.00 
spital pmemnet... M 4,557 | 110.00 | 90.00 
| ern Hospital. . M 6,777 | 209.00 | 138.00 |/Motor Buses and oe 
€ Bus Transportation... M 9,265 | 225.00 | 180.00 
9 Hotels and Clubs Taxi Weekly.. WwW 10 140.00 | 115.00 
erican Resorts. M 10 160.00 | 125.00 
e Hotel Management. . M 8,443 | 240.00 | 216.00 ||/Motor Trucks 
Hotel Monthly. M 6,255 | 110.00 | 90.00 Commercial Car Journal om com 
Hadgnal Hotel Review.. WwW 8,273 | 200.00 | 135.00 tion and Maintenance. . M 13,208 | 285.00 | 228.00 
M 16,1722) 200.00 | 180.00 
Hotel W World. . w 3,789 | 100.00 | 85.00 ||Music and Music Trades 
Music Trade Review............0. M 6,7503| 180.00 | 150.00 
Houtturaahing Goods Radio Music Merchant............. M * 200.00 | 160.00 
Home Furnishings eouned M 13,280 | 350.00 | 225.00 
House Furnishing Review. ......... M 2,221 | 240.00 | 160.00 ||Outdoor Advertising 
Ss Ce CN BIE So cwksievndecces M 8,477 | 125.00 | 100.00 
" og yo R M 3,9 10.00 | 90.00 
Ice Cream Review. :996 | 110. : 
Ice Cream Trade J ournal.. M 2,337 | 86.00} 75.00 wo ee WwW 2.240 | 50.00 | 35.00 
Industrial - American Paint and Oil Deaier...... M 12,751 = 00 | 156.00 
Factory and Industrial Management. M 33,197 | 370.00 | 335.00 American Painter and Decorator. ... M 25,183 | 220.00 00 
Industrial Engineering . ‘ ‘ M 14,962 | 210.00 | 180.00 
Lop ye — " TT aa = eee i. bo an = — Industry.. M 5,103 | 90.00] 85.00 
i ‘actory Illustra 17, ’ 65. seeeececs ’ . . 
Materials, Handling and Distribution.| M ,5001) 170.00 | 125.00 Paper Trade Journal. cceccees Ww 5,007 | 100.00 | 70.00 
Sweet's Engineering Catalogues. . A 15,0002) 250.00 |........ 
Thomas’ — ” a Manu- Perfumes 
facturers . aks A Se PSIG bosncccclh BRO neic ke kc cc cccninsocsace M 10 85.00 | 60.00 
Insurance Petroleum and Oil 
Insurance Salesman..............0 M 25,735 | 250.00 | 200.00 National Petroleum News......... WwW 16,807 | 225.00 | 130.00 
National Underwriter. ............. WwW 9,525 | 150.00 | 100.00 Oil and Gas Journal............... WwW 16,566 | 220.00 | 120.00 
STINE 5 5.6450 sees sols ciceeleces M 6,076 | 125.00 82.50 2 eee ee eee WwW 11,835 | 175.00 90. 00 
a ee WwW 7,0101) 150.00 | 72.12 
Phonographs 
Interior haem Radio Music Merchant............. M * 200.00 | 160.00 
Draperies. . Pree eC TTT M 3,000 | 125.00 | 80.00 
Pianos 
Jewelry, key a and ot Music Trade Review............... M 6,750) 180.00 | 150.00 
ewelers’ a. mor Ww 8 125.00 | 85.00 
eystone.. Co ec cece cs coos ecces M 10,832 120. 00 100. 00 Plumbing, Heating, Ventilating 
Domestic Engineering. . EOW 19,059 | 260.00 | 190.00 
Journalism Heating and Ventilating Magazine.. M 5,388 | 163.00 | 125.00 
American Press . M 7,1551) 165.00 | 115.00 Plumbers Trade Journal.. S-M 10 432.00 | 300.00 
Editor and | Publisher and The Fourth Sanitary and Heating Age. . M 9,519 | 195.00 | 150.00 
Estate. WwW 10,180 | 250.00 | 168.00 Heating, Piping & Air Conditioning. . M 6,556 | 225.00 | 175.00 
esi ‘—Not A B C.—Sworn Statement of Paid Circulation. 6&—Rate Per Agate Line. 
— . Not A B C.—Controlled Circulation. &’—Applicant for A B C.—Circulation Figures Not Available. 
‘—Not A B C.—Publisher’s Guaranteed Circulation. 10_No Statement of Circulation Received. 


5—Rate Per Inch. 
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RadioMusic Merchant 


Talking Machine World 


The Recognized Authority 


of the ; 

Radio Music Industry ; 
More Than a Newspaper 
More Than a Magazine | ’ 


RadioMusic Merchant 


Talking Machine World Say 


Provides Radio-Music dealers, radio jobbers and manufacturers 
with all the news of the radio-music industry, plus constructive and 
informative merchandising data. 

The one paper that covers completely and adequately the radio- 
music industry. Over twenty-five years of service to the dealer, 
jobber and manufacturer. 


Applicant for A. B. C. Membership July 1st 1930 


Published by 


Federated Business Publications, Inc. 
420 Lexington Avenue” - New York, N. Y. 
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BUSINESS PAPER CIRCULATIONS AND RATES—Continued 


ABC ABC 
Circulation| One- Every Circulation} One- Every 
Publication Issued (unless Time Issue Publication Issued (unless Time Issue 
otherwise | Page and otherwise | Page and 
indicated) | Rate Rate indicated) | Rate Rate 
Pottery and Glass Stationery and Office eenienned 
Ceramic Industry.... M 2,043 | 115.00 75.00 Office Appliances. . veers M 10 120.00 | 96.00 
Power Plants Stone and Rock Products 
PORE cc cccices peeeebaardees Ww 26,175 | 200.00 | 150.00 Rock Products. . - EOW 4,389 | 175.00 | 120.00 
Power Plant Engineering. Guabececec) Came 22,973 | 168.00 | 128.00 Pit and Quarry. EOW 4,819 | 145.00 | 105.00 
Southern Power Journal.. M 19,355 | 160.00 | 120.00 Pit and Quarry Hand Book. . An 5,749 7] 200.00 |........ 
Sweet’s Engineering Catalogues. . A 15,000!) 250.00 |........ 
Storage and Moving 
Printing Distribution and Warehousing...... M 10 125.00 | 100.00 
American Printer.. M 6,891 | 130.00 | 100.00 Materials, Handling and Distribution. M 7,500!) 170.00 | 125.00 
Inland Printer. M 12,389 | 325.00 | 265.00 
Printed Salesmanship .. M 9,672 | 150.00 | 125.00 ||Sugar and Sugar Beet 
Facts About Sugar. . M 3,782 | 150.00 | 100.00 
Premiums 
Novelty News......... M 7,300) 150.00 | 120.00 |/Talking Machine 
Radio Music Merchant.............. M * 200. 160. 00 
Prizes 
Novelty News...... M 7,3003) 150.00 | 120.00 ||Tea, Coffee, Spices 
_ Tea and Coffee Trade Journal....... M 1,751 | 125.00 80. 00 
C) 
Radio Music en M * 200.00 | 160.00 || rextite 
Radio Retailing .. M 24,047 | 350.00 | 300.00 || American Wool and Cotton megane WwW 6,746 | 135. 110. 00 
Railroad Cotton.. ae e _ ye 130. pa 100. 00 
Blectric Railway, joveset.. “ ¥ hae Fy = oy b oo Bam "otic Baia aon ae 7381 80.00 | "70.00. 
ailway Age and Railway eview . ’ 3 ’ 
Railway Electrical Engineer. . : M 2,490 | 175.00 | 100.00 Textile World. . Seer oe bad Saas] Sa oe 
pr ate ets Maintenance.. M 9,937 | 250.00 | 160.00 Tiles 
a iodo aamgammagi +} Saee | seas | caeee || Tamneed TN Wedks..............] 3,000?| 120.00 | 75.00 
Railway Purchases and Stores. M 2,421 | 130.00 | 100.00 
Tires (Rubber) 
Real Estate India Rubber and Tire Review.. , M 11,481 | 150.00 | 125.00 
National Real Estate Journal.......| EOW 9,854 | 170.00 | 100.00 Tire Rate caren ‘ maces An 10 BOO Es suscea 
Tires.. Ranceceeenns M 12,425") 150.00 | 125.00 
Restaurant and Cafeteria 
American Restaurant.............. M 11,639 | 240.00 | 180.00 |/Toilet Articles 
Restaurant Management........... M 10,262 | 200.00 | 180.00 Todhet: Recdisites <... oc cc cc cs ccccccs M 3,371 | 190.00 | 125.00 
Roads and Streets Toys, Novelties, Gifts 
Construction Methods............. M 30,240 | 250. 200. 00 GORE GENE ASE Coe 6 c.tvndc ceasces M 6,899 | 140.00 | 100.00 
Engineering News Record . WwW 29,883 | 200. 150. 00 WROWORES INGaai ccc tess cece de gave M 7,300%) 150.00 | 120.00 
el —.- na c : . 5,8072} 88.00 72.00 
ighway Engineer an ontractor.. 7 24,612 | 175.00 | 150.00 ||tragic and Transportation 
Roads and Streets. . BOE M 27,000%) 210.00 | 165.00 || Materials, > reads and Distribution.| M 7,500%| 170.00 | 125.00 
Motor Freight . . dée eeeennedacs M 2,500?) 175.00 | 110.00 
Rubber Traffic Bulletin... errerr cree Ww 1,5441) 40.00 | 32.00 
India Rubber World. . M 10 110. 00 77.92 NP WRATE WOON 6) was'oicx cu kn ecige ceeds Ww 7,402 | 110.00 75.00 
Selling and Salesmanship Upholsteries 
Opportunity . M 135,000‘) 425.00 |........ DESI... 6 ce cces M 3,000 | 125.00 | 80.00 
Specialty Salesman "Magazine .. M 150,000 4} 500. 00 |. 
Water Supply 
Soda Fountains Construction Methods. M 30,240 | 250.00 | 200.00 
Se ee M 60,2782) 450.00 | 300.00 Engineering News-Record. . ne WwW 30,140 | 200.00 | 180.00 
Waterworks and Sewerage... ee ee M 10,035 | 185.00 | 145.00 
Sporting Goods 
— _— eneeneenen leon pe Woodworking 
nal. we M 8,347 | 160.00 | 125.00 WOGGA NW ONMNE iv ose Ss sccitnwee ea eeuds M 6,156 70. 00 48.00 


1—Not A B C.—Sworn Statement of Paid Circulation. 


*—Not A B C.—Controlled Circulation. 


‘S—Not A B C.—Publisher’s Guaranteed Circulation. 


‘—Not A B C.—Paid Circulation Not Sworn. 


‘—Rate Per Agate Line. 


1°_Not A B C.—No Statement of Circulation Received. 


And Now, Mr. Business Paper Publisher . . . 


Manufacturers of industrial equipment are among the most consistent of all advertisers in 
leading trade and business journals. 


You can reach them effectively through the advertising columns of SALES MANAGEMENT. 


For example, the Worthington Pump and Machinery Corporation has purchased 19 subscrip- 
tions to SALES MANAGEMENT, which, of course, includes 19 copies of this Reference Number. 
They go to all important executives in the home office and important branches. 


The advertising pages of Sates MANAGEMENT will make contacts for you, Mr. Business Paper 
Publisher, which even your best salesmen can not make, or if at all but infrequently. The 
magazine goes through office doors that are closed to most salesmen—and in thousands of cases 
goes into the home of your best prospect. 
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OUTDOOR ADVERTISING RATES IN CITIES OF 100,000 POPULATION AND OVER 


Outdoor Advertising continued to grow in volume and impor- 
tance during the past year. It is estimated that the total volume 


This table, showing costs, was prepared by the General Outdoor 
Advertising Co. and gives rates for a representative number of 


for 1929 was $85,000,000. posters and displays in each city. 
CITY POSTER DISPLAY PAINT DISPLAY CITY POSTER DISPLAY PAINT DISPLAY 
+City Population and Cast Cast +City Population and Cost Cost 
Trading Area Population No. Per No. and Type Per Trading Area Population No. Per No. and Type Per 
Month Month Month Month 
Ala., Birmingham N. J., Newark 
(257,657-600,000).... .. 30 reg, Sill |$ 514] 2il1, 7 non-ill, 11 w |$ 343 || (444,170-1,000,000)....| 50 reg, 38 ill |$1720 | 3 ill, 12 non-ill $1900 
Cal., Los Angeles 20 Hwy 
(1,231,730-2,500,000)...| 54 reg, 54ill | 2311 |10 ill, 25 w 1525 ||N. J., Paterson 
Cal., Long Beach (*138,267-259,174).....| 18 reg, 9 ill 455 | 2 ill, 7 non-ill 416 
(141,390-250,000)...... 8 reg, 8 ill 342 | 2ill,4.w 175 ||N. J., Trenton 
Cal., Oakland (122,610-175,000)...... 16reg, Sill 404 |10 non-ill 198 
(284,213-648,623)...... 18 reg, 18 iil 770 | 3 ill, 10 w 480 ||N. Y., Albany 
Cal., Sacramento (#127, 358-500,000) .. 18 reg, Sill 420 | 6 non-ill 188 
(93,685-175,000).......] 7reg, 7 ill 299 | 2ill,3w 170 . ¥., Buffalo 
Cal., San Diego (872, 913-825,000)...... 32 reg, 28 ill 1229 | 7 ill, 14 non-ill, 8w 960 
(147,897-180,000)...... 10 reg, 10 ill 428 | 2ill, 5 w 220 ||N. Y., New York including 
al., San Francisco Brooklyn 
(625, hatin 500,000) ....] 32 reg, 32 ill | 1369 |10 ill, 10 w 1100 || (2,204,549) . 80 reg, 40 spec] 2024 | 4ill, 25 non-ill 2080 
Colo., ver Flushing, L. I. 
(287, 798-380, 000)...... 24 reg, 12ill | 607 | 4ill,4non-ill,10w | 620 || (*167,700).. 20 reg, 10 ill | 506 arrmnen TARE 
Conn., Bridgeport oe ‘and Bronx 
(#147,206-236,975)... .. 29 reg, 8 ill 506 | 4ill, 3 non-ill 380 || (3,138,651). .| 75 reg, 75 spec} 3500 | 10il1,30 non-ill 4000 
Conn., Hartford (40 I) , 
(*162,372-375,000) seeee] 20 reg, 8 ill 436 | 1 ill, 6 non-ill 390 Long Island 
Conn., New Haven eg RTO 8 eee 76 reg, 24 ill 1432 | 3 ill, 20 non-ill 1500 
(*162,650-296,000).....| 30 reg. 20 ill 934 | 1 ill, 3 non-ill 275 Staten Island 
Conn., Waterbury (1595370) ..0:0.00:s000000) 16R0g, Cll 334 | 8 non-ill 200 
(101,025-160,000)...... 12 reg, 4ill 233 | 1 ill, 2 non-ill, 2 w 160 ||N. Y., Rochester 
Del., Wilmington (325,019-600.000)...... 22 reg, 18 ill 801 | 2 ill, 8 store, Sw $15 
(105,191-255,000)...... 14reg ill 354 | 4Hwy 2 non-ill, 2w 465 . Y., Schenectady 
Dist. of C., Washington «95, 652-110,000).. 14reg, 6ill 319 | 2 ill, 4 non-ill 210 
(*485,716-812,946).....| 14 reg, 8ill 402 | 1 ill, 20non-ill,10w 825 ||N. Y., Syracuse 
Fla., Jacksonville (*209, i 450,000)... 24 reg, 10 ill 537 | 3 ill, 4 non-ill 312 
Nar t —" ,000) .. 16 reg, 6 ill 334 | 2ill, 7 w 225 ||N. Y., Uti 
Fla. (*102, 633-300 ,000).. 16 reg, 4 ill 264 | 1ill,4aw 175 
» GH, 025-195 ,000) .. 14 reg, 10 ill 459 | 3 ill, 2 non-ill, 4.w 565 ||N. Y., Yonkers 
(#119 — £35,123) :.. 12 reg, 8 ill 373 | 1 ill, 10w 300 
mti00; 910-335 ‘a 12 reg, 12 ill $13 | 5 ill, 7 w 225 ||Ohio, Akro 
Ga., (280, 352.380 ,000).. 18 reg, 9 ill 455 | 4ill,6w 305 
(350. eae “’ 215,736) ....] 26 reg, 8 ill 482 | 2 ill, 5 non-ill 475 ||Ohio, Canton 
hica (105,524-250,000).. 14 reg, 6ill 319 | 4 non-ill, 3 ill 300 
6,373, 753-3, 835,000).. ./100 reg, 60 S 3000 {10 ill, 40 non-ill, 55 w | 3600 ||Ohio, Cincinnati ' 
d., Fort Wayne (*449,331-888,000).....] 40 reg, 10 ill 588 | 1 ill, 20w 700 
(1145, 121-300 $O0D) 5.2.0 14reg, 4ill 249 | 2:11, 6 non-ill 465 |jOhio, Cleveland 
Ind., Indianapolis (*901 ,482-1,525,000) . 54 reg, 36 ill 1681 | 6 ill, 6 non-ill, 26 w 1580 
(*362,527-900,000) . . 32 reg, 12 669 | 2 ill, 4 non-ill, 17 w 605 ||Ohio, Columbus 
Iowa, Des Moines (289,056-641,694).. 20 reg, 10 ill 506 | 4ill, 6 non-ill, 5 w 510 
ey 468-890,858)..... .| 18 reg, 8 ill 420 | 2 ill, 4 non-ill 370 ||Ohio, Dayton 
» Kansas City (200,763-500,000) .. 16 reg, Sill 404 | 1 ill, 6 non-ill, Sw 315 
(122, 327-149,131).. 18 reg, 4 ill 280 | 1 ill, 5 non-ill 205 ||Ohio, Toledo 
Ky., Louisville a 787-760,000)...... 26 reg, 12 ill 622 | Sill, 7 w 687 
(307 ,808-668,948)...... 20 reg, 10 ill 506 | 4ill, 2 non-ill, 10 w 505 ||Ohio, Youngstown 
La., New Orleans (170,004-300,000)...... 16 reg, Sill 404 | 3ill,10w 420 
(*451,643-751,815).....| 34 reg, 14 ill 755 | 5 ill, 8 non-ill 682 ||Okla., Oklahoma ad 
Md., Baitimore (182, 845-728,624)......] 16 reg, 6ill 334 | 2 ill, 3 non-ill, 6 w 245 
(789, _ | ee 52 reg, 20 ill 1105 | 9 ill, 6 non-ill 1325 ||Okla., Tulsa 
Mass., (141, 281-325,000)......] 16 reg, 6 ill 324 | 1 pref. ill, 2 blvd ill, 310 
(775, La CY 574, 115)....| 46 reg, 34 ill 1548 | 6 ill, 10 non-ill 1246 10 w 
Mass., Cambridg: e Ore., Portland 
(113,680-178,000) ieee ae 12 reg, 4 ill 233 | 1 ill, 2 non-ill 185 pot: - 500,000)......| 20 reg, 20 ill 856 | Sill,3 w 530 
Mass., Fall River » Eri 
(114,348-163,000)...... 18 reg, 4ill 280 | 1 ill, 3 non-ill 170 eit 875- 190 1365)... 16 reg, 6 ill 334 | 7 ill, 6 Hwy 520 
Mass., Lawrence Pa., Philadelph ia 
(*83,343-123,314)......| 18 reg, 4 ill 280 | 1 ill, 125 i, 961,450-3,000,000) ..| 74 reg, 36 ill 1837 | 13 non-ill, 7 ill, 15 w | 1960 
Mass., Lowell Pa., Pittsburgh 
(*100,050-160,000) ..... 18 reg, 4 ill 280 | 1 ill, 150 " F669, cite -1,800,000) . 60 reg, 30 ill | 1518 | Gill, 4 non-ill, 10 w 960 
ass., Lynn Ass 
(102,293-275,000)...... 10 reg, 4 ill 218 | 1 ill, 6 non-ill 166 ito, — 260 ,000).....] 16 reg, 6 ill 334 | 1ill,8w 200 
Mass., New Bedford Pa. 
(*712, 804-160,000).. 20 reg, 6 ill 366 | 1 ill, 4 non-ill 200 (4143. 4128300 ,000).....] 32 reg, 4 ill 389 | 1ill, 10 w 200 
Mass., Springfield i Zi, Providence 
(149,639-450,000)...... 22 reg, 10 ill 521 | 2 ill, 3 non-ill, 2w 235 (*251,029-810,000).....| 36 reg, 12 ill 700 | 1 pref. 4ill,6 Hwy 780 
Mass., Worcester Tenn., Knoxville 
(196,395-441,842)...... 16 reg, 8 ill 404 | 1 ill, 3 non-ill 300 (108, 795-425,000)...... 16 reg, 4ill 264 | 1 ill, 2 non-ill 100 
Mich., Detroit Tenn., Memphis 
(1,564,397-1,830,000).. .| 50 reg, 50 ill 2140 |10 ill, 7 non-ill 2560 (*282, 049-676 ,626).....| 24reg, 8 ill 467 | 2ill, 18 w 375 
Mich., Flint Tenn., Nashville 
(156,422-205,000)...... 14reg, 8 ill 389 | 6 non-ill, 210 (153,153-650,000)......] 16 reg, 6 ill 334 | 1 ill, 6 non-ill, 7 w 232 
Mich., Grand Rapids ex., las 
(168, 234-375,000)..... .| 16 reg, 8 ill 404 | 6ill, 450 ee 18 reg, 10 ill 490 | 6 non-ill, 8 w 300 
Minn., Duluth ° ex., Ete) 
(101, 231-325,000)...... 14reg, 4ill 249 | 1 ill, 4 non-ill 180 (101,975-399,429)...... 13 reg, 6ill 311 | 3 ill, 4 Hwy 260 
inn., Minneapolis Tex., Fort Worth 
(462, 611-520, 000) ae 4a .| 36 reg, 10 ill 630 | 4 ill, 7 non-ill 700 (1604 892-309,565).. 14 reg, Sill 389 | 6 w, 4 Hwy 290 
Minn., St. Paul Tex., Houston 
a 833-383 OB) 5.602: 0 34 reg, Sill 545 | 3 ill, 5 non-ill 520 (290,811-395,000)...... 16 reg, Sill 404 | 4ill,10w 400 
» Kansas City Tex., San Antonio 
(302 +> a 1000) <ss0%s 32 rég, 12 ill 669 | 7 ill, 4 non-ill 680 C25A G2) os oic.csics oc oes) 20 868, 4001 506 | 8 non-ill 600 
Utah, Salt Lake City 
(#817 344-1, 300,000) osea of OBireR).32 ill 1650 | 8 ill, 6 non-ill, 36 w 1375 (140,058-240,000)...... 18 reg, 8 ill 420 | 1 ill, 4 non-ill 250 
Nebr., Omaha Va., Norfolk 
(214,184-350,000)........] 24 reg, 6 ill 397 | Sill,6w 497 (*127,808-393,000).....| 20 reg, 8 ill 436 | 6ill 450 
+ Atlantic City Va., Richmond 
(Transient-Transient)..| 12 reg, 4 ill 433 | 1 ill, 1 ill a. 1 610 (182,883-300,000) 24 reg, 8 ill 467 | 114l,10w 310 
S 2 Bdwk I. non-ill 2 Wash., Seattle 
N. J., Camden (362, 426-682,713)......| 22 reg, 22 ill 941 | Sill,8w 620 
65. 748-150,000).. 14reg, 6 ill 319 | 3 ill, 3 non-ill 225 ||Wash., Spokane 
» Elizabeth (115, 514-350,000)......| 14 reg, 6ill 319 | 2 ill, 2 non-ill 230 
(ais, 441-175,000)...... 18 reg, 12 ill 560 | 1 ill, 2 non-ill 1065 ash., Tacoma 
20 Hwy (106, 837-236,510).. 7 reg, 7 ill 299 | 2illL4w 180 
N. J., Jersey City Wisc., Milwaukee 
‘Gi6, 914-629, 124). 42 reg, 30 ill 1377 | 7 ill, 5 non-ill, 2 pre. | 1450 (*572, 324-1, 044, 1367) . 40 reg, 30 ill 1362 | 5 ill, 9 non-ill 1055 
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Aside from the intangible goodwill 
value, radio broadcast advertising has 
secured some interesting results. 

According to several surveys in the 
Chicago territory, Pepsodent was shown 
to be second in sales for 1929, being 
used by about 15 per cent of all Ameri- 
can families buying toothpaste. As a 
result of the Amos ’n’ Andy broadcast, 
and other advertising, Pepsodent had 
taken first place by January 1, 1930, 
being used by 27 per cent of all fam- 
ilies buying toothpaste. 

For the past five years the Metro- 
politan Life Insurance Co. has been 
broadcasting setting-up exercises in the 
morning. In answer to listeners’ re- 
quests, a printed chart of exercises is 
sent gratis. In addition, booklets edited 


‘by the company are offered free to 


radio listeners. At the beginning of 
1930, some 632,135 booklets and some 
635,908 exercise charts have been dis- 
tributed in answer to requests stimu- 
lated over the radio. 


In order to test the response to its 
radio broadcast comedy skit “Real 
Folks”, the Chesebrough Manufactur- 
ing Co. offered to supply radio requests 
with a comedy newspaper, “Tompkins 
Corners Enterprise”. The first three 
offers brought, respectively, more than 
20,000; 50,000; and 80,000 requests for 
this publication. 


Tie-up with the home-coming of 
Admiral Byrd, the Tide Water Oil Co. 
put on a “Byrd Comes Home” program 
over the radio. In answer to requests 
from this one-hour broadcast, more 
than 150,000 booklets were distributed. 


The Cities Service Co., in an effort 
to get prospects for Cities Service se- 
curities, has been offering a personal 
budget book free to radio listeners. In 
1929, according to Frank LeRoy Blan- 
chard, advertising manager of the Cit- 
ies Service Co., the company received 
108,000 requests. In the back of the 
book is a coupon for further data on 
the securities; 2.7 per cent of the people 
receiving the book have sent in these 
coupons for the information. 


A program of local radio broadcast- 
ing by a New York gas company, in 
which a cook-book was offered free 
upon request, resulted in 37,000 re- 
quests during sixteen weeks of broad- 
casting. Those requesting the book 
were sent a notification to call for it 
at any of the five gas company offices, 
where, of course, the floor salesman 
was expected to demonstrate the new 
appliances to interested parties. 

In April, 1929, True Detective Mys- 
teries, a Macfadden publication, went 
on the air when its circulation was 
about 190,000. In six months of broad- 
casting, once a week, with dealer tie-up 
placards, etc., the circulation jumped 
to 690,000. 


In one year, beginning July, 1928, 
True Stories, another Macfadden pub- 
lication, using an 18-station network, 
increased its newsstand sales 21 per 
cent. In this case, newspaper and mag- 
azine advertising, window cards, stick- 
ers and the like, called attention to the 
program as well as to the magazine. 

Smaller companies have also had suc- 
cess with broadcast advertising. The 
McAleer Manufacturing Co., Detroit, 
makers of polish and cleaners for autos 
for several years, had a net profit of 
about $58,000 for the first six months of 
1929. By broadcasting over twenty- 
eight stations with a fifteen-minute 
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evening program on records, four 
months of the first six months in 1930, 
this company secured enough addi- 
tional business to make its net profits 
for the first six months of 1930 amount 
to about $179,000. 

The Charis Corporation of Allentown, 
Pa., makers of women’s foundation gar- 
ments, broadcast a program that was 
definitely tied in with the calls of their 
sales force. The first two months on 
the air were the two largest in sales 
volume of the company’s entire his- 


tory. Since this initial test, they have — 


added a campaign to run forty weeks, 
using local stations coordinating with 
direct selling efforts. 

A thirty-minute program, every day 
for eight weeks over one station in 
Cleveland, brought more than 150,000 
requests for a sample tube of Dr. 
Straska’s toothpaste. Over 100,000 lis- 
teners called at their local druggists 
to receive a sample tube in answer to 
this radio offer. 


Twelve twenty-minute broadcasts 
brought in more than 29,000 requests 
for the Baby Chick Feed catalogue, at 
an inquiry cost of three cents. 

The House of Kuppenheimer made 
a survey among its dealers to deter- 
mine which of them who used radio 
broadcast advertising were finding the 
medium successful. Twenty-six re- 
ported they found radio advertising 
profitable; 12 found it unsatisfactory, 
and 12 had not been able to reach an 
opinion. 


According to figures from the Na- 
tional Broadcasting Co., based on the 
most recent surveys obtainable, the 
total radio audience in the United 
States is 52,581,680. This figure is ar- 
rived at by multiplying the total fam- 
ilies in the United States owning re- 
ceiver sets, which figure amounts to 
12,824,800, by the average number of 
persons to a family, as per the census 
figures of January 1, 1930, which is 
4.1 per family, giving a total, as stated 
above, of 52,581,680. 


81.7 per cent of families listened in 
daily, with the number of hours of the 
average listener averaging from two 
hours and twenty-five minutes east of 
the Rocky Mountains, and three hours 
and seven minutes on the Pacific Coast. 
90 per cent of the Pacific Coast lis- 
teners use their radios in Summer, 
. east of the Rockies 78 per cent 

Oo SO. 


The largest amount of listening is 
between seven and eleven p.m., with 
the maximum between eight and ten 
p.m. The noon hour, between twelve 
and one, and the supper and dinner 
hour, between six and seven, have about 
an equal number of listeners. Satur- 
day, Sunday and Monday continue to 
be the most popular evenings for radio 
listening. 


Eighty-one per cent of listening fam- 
ilies express a preference for sponsored 
programs, with 73.49 per cent listening 
regularly to one or two _ stations. 
Twenty-six per cent, or 3,343,425 fami- 
lies, report that they have purchased 
products after listening to sponsored 
programs. The percentage is higher 
on the Pacific Coast, where 37.70 per 
cent vouchsafe they have bought prod- 
ucts sponsored by radio broadcast pro- 
grams. 

The preference in programs is in the 
following order: orchestras; popular 
entertainers; dance music; general 


music; short talks on interesting sub- 
jects. 


According to the House of Kuppen- 
heimer’s survey of dealers who are 
using broadcast advertising, instru- 
mental music was found to be the most 
popular, and vocal music, comic dia- 
logue, educational and classical pro- 
grams were next preferred in the order 
named. 


The Robert A. Johnson Co., Mil- 
waukee, sent a questionnaire to its 
dealers asking what part of the com- 
pany’s programs they enjoyed most. 
Forty-four per cent of those who re- 
plied preferred popular or orchestral 
music, 32 per cent instrumental solos 
and novelties; 13 per cent semi-clas- 
sical orchestra music and 11 per cent 
vocal selections. 


An advertising agency made a survey 
among 16,000 employees of one of its 
clients, asking the question as to what 
week-night the company should broad- 
cast. Two thousand three hundred of 
the answers were analyzed with these 
results: Saturday, 1,169; Sunday, 1,018; 
no reply, 434; Friday, 219; Tuesday, 
217; Thursday, 200; Monday, 197; 
‘Wednesday, 168; no preference, 81; 
holiday, 51; any evening, 23. 


In radio broadcast advertising, the 
copy or program is most important. 
The industry is not old enough to have 
as yet standardized on copy or pro- 
gram appeals. It is almost an axiom, 
however, that the more successful pro- 
grams limit their advertising message 
to a point where they are not at all 
offensive to the listener. The radio 
broadcast advertiser at the present 
time has three sources of program 
planning and building. Several of the 
larger advertising agencies have estab- 
lished capable radio departments which 
plan and stage the program. The large 
networks and a few of the better in- 
dividual stations are prepared to co- 
operate with the advertiser fully in 
putting on a program. Also there are 
a few independent firms who work 
with both the agency and broadcasting 
stations to prepare and produce a 
radio broadcast program. 


Because of the comparative newness 
of radio broadcast advertising, it is 
difficult to say just what should com- 
pose the program. Too much depends 
upon the advertiser’s individuality. 
However, the “don’ts” of broadcast ad- 
vertising will serve as a starting point 
in the building of a program. The 
Columbia Broadcasting System pro- 
gram expurgatorius states, “There shall 
be no announcement of prices, appeals 
for funds or direct selling; no unwar- 
ranted, exaggerated, doubtful or super- 
lative claims; no ambiguous statements 
that may be misleading; no infringe- 
ments of another advertiser’s rights 
through plagiarism or imitation of 
either program idea or copy slant; no 
medical advertising, or advertising of 
health devises or remedies which make 
remedial or curative claims, either di- 
rectly or by inference, not justified by 
common knowledge; no reflections on 
competitors or competitive goods; no 
advertising of a speculative nature 
through recommendations for purchase 
of specific securities, commodities, or 
real property for the purpose of realiz- 
ing on the appreciation of values; no 
programs or announcements that are 
slanderous, obscene, profane, vulgar, re- 
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pulsive or offensive, either in theme or 
in treatment; no mention in any pro- 
gram of any other generally advertised 
company or product; this includes 
mention by artists of recordings, the- 
atrical engagements and _ published 
songs; no details of prize contests 
(mention may only be made that a 
contest is in progress and information 
given as to where and how details may 
be obtained); no lottery or drawing 
contests under any circumstances; no 
overloading of a program with adver- 
tising matter, either through announce- 
ments that are too long or by frequent 
mention of trade names and products; 
no advertising matter, or announce- 
ments, or programs which may, in the 
opinion of the System, be injurious to 
the Columbia Broadcasting System or 
to honest advertising and reputable 
business in general.” 

In order that the radio broadcast ad- 
vertiser be more than just a showman, 
the larger advertisers have found many 
ways in which to tie up the program 
toward an eventual sale of the product. 
One of the merchandising methods 
available, is to have full material about 
the program in the salesman’s port- 
folio. This, along with the dealer 
broadside and weekly bulletins, has 
been used advantageously to call the 
dealer’s attention to the. advertising 
value of the broadcast. Some com- 
panies get up car cards and outdoor 
advertising to publicize their programs; 
others attach stickers to all of the 
company’s mail. Of increasing use is 
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the trade paper, magazine and news- 
paper tie-up in advertising, which talks 
about the product and future or cur- 
rent programs. Some companies have 
taken. advantage of their dealers’ en- 
thusiasm for broadcast advertising to 
supply them with window and counter 
displays announcing the time and sta- 
tion as well as other material about 
their new broadcast. Occasionally di- 
rect mail, booklets and novelties for 
dealer use help to merchandise the 
broadcast program as well as the prod- 
uct itself. 
* There are two types of broadcast 
advertising available, chain broadcast- 
ing and spot broadcasting. For some- 
time national advertisers have used 
chain broadcasting successfully. Com- 
paratively recently, however, spot 
broadcasting for the national adver: 
tiser has come into use. Spot broad- 
casting is selective in the respect that 
stations can be chosen to cover specific 
areas of distribution. Spot broadcasting 
permits overlapping or repetition, par- 
ticularly with a view of thoroughly 
canvassing any given territory. Another 
advantage of spot broadcasting is its 
flexibility in selection of broadcasting 
time. One chain broadcast reaches the 
listeners at different times in different 
sections of the country. However, with 
spot broadcasting, it is possible to reach 
each section of the country at a favor- 
able hour. 

Many advertisers using spot broad- 
casting record a program on records. 
First of all this method saves the ex- 


pense of talent, and secondly assures 
a uniformity of presentation. At this 
writing sixty-five stations have in- 
stalled Western Electric sound equip- 
ment with which to play recorded pro- 
grams. Some other stations are 
equipped with other types of turntables. 


There is just underway a movement 
that will have far reaching effect on 
spot broadcasting. A few companies 
are recording feature types of programs, 
music, sketches, etc., which are being 
syndicated to stations for a fraction 
of the total cost of the talent used. 
Thus the small station will be able to 
offer its listeners the best talent avail- 
able much as the small newspaper 
through the syndicate features it buys 
is able to use the best of talent. 


Chain and spot broadcasting are not 
competitors. They supplement each 
other. The advertising campaign of 
the future may be something like the 
one Philco is now engaged in. Philco 
uses a chain program with practically 
no advertising in it—just high-toned 
goodwill publicity. It also carries 
color magazine advertising. Supple- 
menting these two, Philco is using spot 
broadcasting to tie in the dealer. This 
campaign on records, while the same 
for each locality, leaves an interval in 
the program, for the dealer to an- 
nounce himself and his services to his 
local area. Tied up with this local 
advertising is the newspaper campaign 
for hard-hitting selling copy. 


Source:- Netional Advertising Records. 


OVER THE NETWORKS 
OF THE TWO 
NATION-WIDE SYSTEMS 


Three Years of Broadcast Advertising by Industries 
*BROADCAST * ADVERTISING 
ADVERTISING ON THE AIR IN THE MAGAZINES 
1927 1928 1929 1927 1928 1929 
in thousands in thousands 
Radio, phonographs and 
musicalinstruments $1,103 $2,082 $3,741 $7,065 $ 5,384 $ 5,617 
Automobiles 423 1,249 1,721 24,524 22,937 26,343 
Drugs and toilet goods 300 978 1,941 27,190 30,032 35,054 
Foods and beverages 428 773, «2,025. 25,603 27,284 27,187 
Confectionery and soft 
drinks 260 701 564 4,226 3,722 4,143 
Financial and insurance 471 656 923 2,803 2,969 3,896 
Stationery and books 171 602 886 5,450 5,676 6,122 
Furnishings 206 410 581 17,630 17,999 19,554 
Tobacco sf 387 1,349 4,722 5,220 5,582 
Petroleum products 22 311 961 2,863 3,347 3,686 
Shoes and baggage 33 190 367 3,450 3,503 3,545 
Soap and house supplies 91 182 238 7,471 8,721 9,212 
Travel and amusement 23 99 867 7,094 6,231 7,141 
Clothing and drygoods 12 62 315 9,015 7,534 7,733 
Jewelry and silverware 27 47 41 4,892 4,950 §,307 
Sports 2 45 76 3,646 3,886 4,282 
Building material 30 42 234 9,895 9,816 10,478 
Paint and hardware 18 28 143 4,087 3,675 2,914 
Office equipment 79 23 44 2,693 2,705 3,501 
Machinery 10 14 593 2,416 2,309 2,733 
Garden supplies —_ 5 1 1,090 1,268 1,729 
Schools 6 a — 3,345 3,272 3,461 
Miscellaneous 7 1,407 1,119 2,519 2,791 4,535 
$3,759 $10,293 $18,730 $183,689 $185,201 $203,775 
*Compiled from National Advertising Records 


$3,832,510 $9,460,614 $18,728,971 
# Excludes $759,000 worth of Political Broedeosting. 
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NATIONAL BROADCASTING COMPANY 


Red Network 
(Available only as a group) 


NT 2D) rh Po rr 
po ee re Cleveland................WTAM 
FRGOATOEE oo.5 sco oc0.cc occu ce 6 Ce 3 errr 
Providence... ....5.ccece+e WeAR CEICHINALE «60. 0 ose 0c ccc 0 WD 
WoOmOOster....5..occs cc cccce eee Chica. WGN- 
Portland..............+. .WOSH ‘ a worl 
F : - Me RAMEE e's ad) 5760 dense cacy 
Philadelphia............ {WLir Davenport. .............. WOC 
Washington. ..........+.. WRC Des Moines.............. WHO 
Schenectady.. uiaideda soon Omaha. iwaes cael 
Buffalo... sate wees ee CE Kansas City.. «+... WDAF 
Rate Per MPs cues os «+ $4,890.00 Rate Per 4 Hour.... $3,056.25 


Blue Network 
em only as a group) 


New York. icine KYW- 
Boston. anadleadatee ZA KFKX- 
Springfield .. Sib in 0k 4 on Chicago WENR- 
Baltimore.. errr: WLS- 
Rochester................ WHAM WIBO 
Pittsburgh... 2000 sc as ss Ree St. Louis. . a 
in Lincoln.. Kdiinawazei 
CIRGIORAEL.. «..4'0s's's 000 cca We Kansas City.. town 

Rate Per Hour.......... $3,540.00 Rate Per 4 Hour... . $2,212.50 


Northwest Group 
(Available only as a group) for use in conjunction with Red or Blue Networks) 
Minis Sts PAUL 6.0. cgececces KSTP Duluth-Superior........... WEBC 
MAIWRGMOG.. 6c ocesctecccese WTMS 
Rate Per MOuhi....<< ci cus $590,00 Rate Per 4 Hour... $368.75 


Southeastern Group 
(Available as asa aronD fon ue in —ae mm Red or ee so Nae) 


— WPLE aa WFLA 
eig sie eee eae 

Charlotte............+.0.- WBE eS WSUN 
Jacksonville... ...........WJAX 

Rate Per Hour... ....60 2+ $950.00 Rate Per 44 Hour..... $593.75 


Southcentral Group 
or sae asa + group te fo. me in con ——— with Red or Blue eS 


—_ - irmingham. 

Nashville. reeneess SEES nay Oe ; veeeeeee ee WIDE 
Memphis. . sees eee WME ew Orleans. ............WSMB 
Atlanta.. eres 

Rate Per Hour.. cosa @apeane Rate Per 44 Hour..... $825.00 


Southwestern Group 
(Available only as a group for use in conjunction with Red or Blue Networks) 


Tulsa.. Mprreerr: VO. Dallas eeeeee § WFAA- 
Oklahoma City... re) 2 4 Ft. Worth.. ..... | WBAP 
Hot Springs.. es Houston. . vteveee sees PRE 


San Antonio... ‘ ... WOAI 
Rate Per Hour.......... $1,140.00 Rate Per % Hour.. $712.50 


Mountain Group 
(Available only as a group for use in conjunction with Red, Blue or Pacific Coast 


Networks) 
Denver. . rere: i)! | Salt Lake City.. .. KSL 
Rate Per Hour..........+-. $380 Rate Per % TN. ccs "$237. 50 


Pacific Coast Network 
(Available only as a group, for use with Mountain Group in conjunction with 
or Blue Networks) 
For separate network use, R... 8. special program production in San Francisco 


KPO we: i KTAR 
. = MRR coc taawaneed cowed 
San Francisco. ..-..++++ 1KGO Portland... 2.0... 2.022 - KGW 
Los Angeles..........-- {ERGA Spokane. 2022 LLDILTD EO 
ND TOPO 6s ccccastsccees KFSD 
Rate Per Hour.......... $1,400.00 Rate Per % Hour..... $875.00 
TOTAL FOR NATIONAL SERVICE 
Complete Red and Supplementary Groups (52 cities) 
Rate Per Hour.. $11,050.00 Rate Per % Hour. $6,906.25 
Complete Blue and Supplementary Groups (44 cities) 
Rate Per Hour.. 4 $9,700.00 Rate Per % Hour. . $6,062.50 


Basic rates for ‘periods other than between 6.00 and 12.00 P. M. local time, 
one-half above rates. 


COLUMBIA BROADCASTING SYSTEM 


Basic Networks 
hee 7 3 only as a group) 


PMR oe ee we WMAK- 
Baltimore................WCAO Buffalo .. sce LWEBW 
TRIS 


RADIO BROADCAST ADVERTISING RATES 


: WBBM- Omaha 

CO ia ce ds adecaaes Wilko Ca it Blufts} ae 
Cincinnati... .............WKRC Philadelphia............ {WFAN 
CIAWONI Ss s6i6cc ccccces tug WE PUAIEGR .. --0- <0 ++ 0+ 0 EE 
an Sea. 6 rer Cry 

Fort Wayne. + aa anon a St. SEs <= 40 se 062500 
Kansas City.. ose oe oda Syracuse... Se 
New York City. - +. WABG Toledo.. ..-WSPD 
Oil City, Pa.. ..WLBW Washington, D. C.. ..WMAL 


‘NIGHT RATES FOR ee NETWORK ~ 
Evening rates apply from 6.00 P. M. to 12.00 P. M. current New York City 
time daily. All other hours daily are phat these rates. Night rates apply 


on all Sunday — 
Rate Per Hour.. -+.. $4,715.00 Rate Per % Hour..... $2,948.00 


Group 1—South Atlantic 
a wre asa eee, and only in Son aon ga with ~— Network.) 
.WGAM oc 


Miami.. 4 Savannah...... skews 

Orlando... exes ..WDBO Tampa.. A, 
pay AND ‘NIGHT a FOR THIS NETWORK 

Rate Per Hour.. $725.00 Rate Per % Hour.. $453.00 


“" Don Lee Coast Unit 
(Available a asa aa and only in con puuation: pane apne o New 


Los Angeles. . Seattle. 
Portland.. was  KOIN Spokane... s¢caenneeedee 
San Francisco . . .KFRC 


NIGHT RATES F FOR e THIS NETWORK—(Day Rates oa on = 
Rate Per Hour.. P $1,100.00 Rate Per % Hour... 688.00 


anes. Farm aes o> a 


Chicag Pere . WBB Kansas City.. a sooo 40 
re a Indianapolis. . ahead oe 
Se PE bs cdediésswiccnd eee Omaha- 
St. aaa aitndaee cada Gene Council Bluffs..........KOIL 
B . Rre 
ichita.. aaa a+: 06 
Rate 25 Minutes.. Ye $573.00 12% Minutes........ $357.00 
Den Lee Broadcasting System 
Los Angeles, Calif. 
Group A 
San Francisco. ...........KFCR Le EEE EEE rr! | 
Los Angeles.............-KHJ 
Rate Per Hour.......... —— a Per % Hour... $265.00 
rou 
San Francisco. gwaued a Angeles. . 


.. KHJ 
Rate Per Hour.. - $450.00 Rate. Per % Hour... $240.00 


Marnoreesrss MORNING GROUP 
(C.L » Cae mecatenating Service) 


New York City.........¢ WEVD 

WKBQ 
Rate Per % Hour Daily, Per Week.. wana $500.00 

NORTHWEST BROADCASTING 5 SYSTEM, INC. 
ttle, 

SUMRUIE svc ciescncadndandee 2 Portland.. errr) 
Spokane.. ga on oe qusuaeinua 
Rate Per Hour. . ddws $375.00 Rate Per %4 Hour..... $235.00 


PICKWICK BROADCASTING CORP. 
a oa haan, Calif, 


Oakland... exusnnuanel San Ditgo... — 
Los Ange les a coe 
Night late Per. Hour... $212.50 Rate Per % Hour..... $127.50 
Day Rate Per Hour... 140.25 Rate Per % Hour..... 85.00 
7  aaaaay GROUP 
Chicago. . aewede WMA Newark (N. J.)...........WOR 
Cincinnati. WES 
— Per « Hour 7 P.M. to 
2 P.M.).. - $2200.00 Rate Per 44 Hour..... $1320.00 

- de Hour “Other 

Hours).. 1285.00 Rate Per 4 Hour..... 770.00 

WESTCOAST BROADCASTING CO. 
ttle, Wash. 

Seattle- Bellingham. Pree! 

Wenatchee.............KPCB Aberdeen . ae 

NIGHT RATE FOR NET WORK 
One Hourdaily Per Month $608.00 Rate Per 4 Hour..... $380.00 
DAY RATE FOR NET WORK 

Rate Per One vane om 

Per Month.. E $532.00 Rate Per 44 Hour..... $304.00 


Station Representatives, Program Bureaus and Recording Studios 


Broadcasting Station Representatives— 


Scott, Howe Bowen, Inc.—Chrysler Bldg., New York. 
National Radio Advertising, Inc.—12 E. 41st St., N. Y. 
A. T. Sears & Sons—520 N. Michigan Ave., Chicago, Il. 


Program and Talent Bureaus— 


Wm. Morris Theatrical Exchange Corp.—1560 Broad- 
way, N. Y. 
Dramatized Radio Merchandising—Chrysler Bldg., New 
York 
Judson — Program Corporation—113 West 57th St., 
Nu ¥. 


Radio Counsellors, Inc—1l11 West 42nd St., N. Y. 
Radio Productions, Inc.-—1780 Broadway, N. ¥. 

Sound Studios of New York, Inc.—50 West 57th St., 
N. Y. 


Rollickers, Inc.—138 West 58th Street, N. Y. 
Universal Radio Programs—730 Fifth Ave., N. Y. 
Bureau of Broadcasting—510 N. Dearborn St., Chicago, 


Program Recording Studios and Record 
Manufacturers— 


Brunswick-Balke-Collender Co.—Recording Laborato- 
ries—799 Seventh Avenue, N. Y. 

Columbia Phonograph Co.—1819 Broadway, N. Y. 

Judson Studios—113 West 57th St., New York, N. Y. 

R. C. A.-Victor Recording Laboratories—233 Broadway, 
N. W. 

Stanley Recording Co—1841 Broadway, New York. 

Sound Studios of New York, Inc.—50 W. 57th St., N. Y. 
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Advertising Rates of Individual Radio Stations 


(Rates given are for half hour evening periods unless otherwise indicated. Day rates approximately half the evening charges) 


ALABAMA 
Birmingham............ WAPI 
" éigieiae a0 hee 
Montgomery........... WSFA 
ARIZONA 
| es < ¢ 
Phoenix... ......++ +... Ow 
RE  Dabigs sn ice aoe 
eres, <i ft 
nr od 
gO RR es 
ARKANSAS 
Hot — eee . KTHS 
Little Rock. «ce on oe MEE 
“ Prrerreer i fs 
CALIFORNIA 
Berkeley .......0 2 000+ 0s oleae 
Beverly Hills........... KMPC 
Burbank............... KELW 
Culver City...........0..0evD 
Eee <8 
Hollywood............. KFWB 
oe 


Holy City. ........... POU 
Inglewood.............KMIC 


Long Beach............ KFOX 
sig Peres. 8 
Los Angeles............KECA 
5 errr. | 
. KGFJ 
‘“ KHJ 
“ KNX 
ag Peeper | 
SS , peenerrtercs,  C 
es iy Sasoime ate ee oS 
ig rrr rrr. 4g 
Pasadena...............&PSN 


Sacramento............. KFBK 
San Bernardino.........KFXM 


Gan Dito... .. s+ 0500ss.eeeD 
= Pert 
San Francisco...........KFRC 
es rr <i L ' 
er . .KJBS 
se .. KPO 
- EO 
ta seis bash 


TS (cess )f 
Santa Barbara.......... KDB 


BiOGEION: «0. osc ec ons we 
é 
COLORADO 
Colorado mies .. KFUM 
Denver. ae ve ce ce FEL 


rrr reer 
sre rr Ty ss. <4 


ee FT 4.dan Sneiseieneoe eee 
Cl, ee <)  \ 
Ores Cry 
i eS KGIW 
CONNECTICUT 


Bridgeport............. WICC 
BiartTord. 000000009055 WER 
New Haven............WDRC 


DELAWARE 
ee . WDEL 
ine .WILM 


Washington. . 
“ 
” sisi 2h este 
” ere 
Clearwater............. WFLA 


Gainesville. ............ WRUF 
Jacksonville. ...........WJAX 


Miami. . ee 
Miami Beach. ere. 
Orlando. . rereres = 


Pensacola. ...;.........WCOA 

St. Petersburg..........WSUN 

a ee 
“ 


" WMBR 
GEORGIA 
Atlante ..<< 0s svcece ses WOE 
ee ..WSB 


Bicsiatin.. .-s 00» + ; ‘ “WRDW 
Macon...........+.+++- WMAZ 
Savannah.............. WTOC 


SE. 5 ..cssok sacs ecasw WEE 


A—Rates on application. * Day and night rates the same. 
NBC—See National Broadcasting Co. listing. 


DISTRICT OF COLUMBIA 


$150.00 


80.00 
35.00 


*12.50 
35.00 
35.00 
15.00 


*12.50 


20.00 


1320.00 
25.00 
20.00 
45.00 


A 
55.00 
25 00 
25.00 
25.00 
70.00 
40.00 
10.00 
35.00 
60.00 
70.00 
75.00 
62.50 
85.00 
80.00 

150.00 
60.00 
187.50 
25.00 
37.50 
75.00 
22.50 
20.00 
50.00 
25.00 
80.00 
40.00 
*30.00 
100.00 
60.00 
60.00 
50.00 
30.00 
17.50 


45.00 
70.00 
60.00 
55.00 
170.00 
30.00 
35,00 
30.00 


90.00 
200.00 
45.00 


65.00 
20.00 


150.00 
90.00 
60.00 

118.75 


40.00 
50.00 
118.75 
45.00 
45.00 
30.55 
27.50 
40.00 
40.00 
25.00 


75.00 
90.00 
40.00 
35.00 
39.00 
35.00 


IDAHO 

GRSG isciic dc ascet.ce ss DO 
Idaho Falls.............KID 
POOREOHO . 0.05 5 0505.05 se 
Twit Pals... .cs60ccs ne 
ILLINOIS 

CHICAGO «06.66.0085 0500.0. ee 
a "| .KYW 

v9 .. WBBM 

sf .. WCFL 

soz WCHI 

5 .. WCRW 

eg .. WENR 

es .. WGES 

ee .. WGN 

es .. WIBO 

“i .. WJJD 
se .. WLS 

- .. WMAQ 

ai .. WSBC 

.. WEHS 

Sy Siae nek nas 5:06 
DGCAUUE, «:..0.6.56:0.06'\0ai9 se ce We 


Galesburg..............WEBS 
OS | i. CS 
POOTID go6.. o:0e.scns 2 6.0000 
OIRO... bs 00 005 0600 WORD 
ROCK£O# ..s0.0 ssc ss kc 
Rhode Island. .......... WHBF 
Springfield..............WCBS 
"TRIBCDIA 5 eas 5:0 6s sies's. 0s 0 
INDIANA 
AGGerSON «05.06 ceases to We 
Connersville. ...........WKBV 
fo .WCMA 
Evansville.............. WGBF 
Fort Wayne............. WGL 
os Oe cists Wak ce aml Wwowo 
Co PRE 
Hammond.. . WWAE 
Indianapolis............WFBM 
THA POPC. 6.00 cece s cess WU 
South Bend.............WSBT 
Terre Haute............ WBOW 
IOWA 
Cedar Rapids...........KWCR 
Clarinda.. 56 3-5-5i0 0 
Council Blufis Je mnieslem ate KOIL 
Davenport........2+2+.+WOC 
Des Moines.............WHO 
POCt DDOARE s icacics so ss nee 
Marshalltown...........KF 
Muscatine...........++. KTNT 
Ottumwa.... .. WIAS 
Red Oak... — .. KICK 
Shenandoah....... . KFNF 
SO odes ca Sha tie KMA 
MONE CIR... 5 566 code os cee 
WAtETIO0 6.50.6 gccekecss ce WOE 
KANSAS 
Kansas City............ WLBF 
Lawrence..........-0+.. WREN 
Milford 3.6.63 ..0:50.00 sees scenes 
TODSIR wisi ecieds Cs kc + 0 
WIGRIOB i os in 04 00 us cree 
KENTUCKY 
Covington.........++... WCKY 


Hopkinsville... .......+. 
a oe ere 


New Orleans..... 


Shreveport..... 


Bangor.. 


Portland. : ane 
Baltimore...... 


LOUISIANA 
..WDSU 

oo. Wee 
.. WSMB 


$25.00 

25.00 
A 

15.00 


210.00 

210.00 

210.00 

160.00 
75.00 

*50.00 

300.00 
A 


*250.00 


180.00 
150.00 
210.00 
175.00 
60.00 
55.00 
55.00 
50.00 
25.00 
15.00 
55.00 
35.00 
50.00 
24.00 
A 
*30.00 


20.00 
20.00 
A 

100.00 
90.00 
90.00 
85.00 
85.00 
90.00 
85.00 
11.00 
40.00 
50.00 


60.00 
30.00 
100.00 
350.00 
350.00 
15.00 
30.C0 
120.00 
16.00 
*15.00 
200.00 
A 
95.25 
90.00 


30.00 
135.00 
175.00 

60.00 

90.00 


115.00 
78.00 
216.00 


75.00 
45.00 
115.00 
180.00 
21.00 
60.00 
A 

108.00 
*117.00 


25.00 
60.00 
70.00 


150.00 
180.00 
60.00 
80.00 


MASSACHUSETTS 
BOGOR. 6 6 00558 Se8s ove x Pe $120.00 
PTE SU Tee, a 200.00 
FEW ere “aisues ered Neacarecercc ome 150.00 
OY mc cavwie reise he we cs: Oe 120.00 
RA Ra racehann gigi kG auels Ce 150.00 
Fall River.............. WSAR 35.00 
LeXINGtON 6 666.6 coreieig 630s Wee 75.00 
e wider elev ane ae: *30.00 
New Bedford............  WNBH 15.00 
Springfield.............. WBZ see WBZ-Boston 
Worcester. ............ WORC-WEPS 85.00 
Det” ee eaescn elk aeons WTAG 100.00 
MICHIGAN 
TE ©. | .. WBCM 55.00 
Cabenatt......:.0ics>.- Oe *30.00 
TOGCRONG 6 5:.co sacs oe 0 350.00 
Ac catbue odin ae 60.00 
i” an 200.00 
s salvia 5 Siw wine wk ea 225.00 
Flint.. TEI 4 2 40.00 
Grand Rapids... .... WASH 35.00 
savas av eeas QOD 40.00 
JACKSON wis. 6:5-4.0.0:0 ... WIBM 50.00 
MINNESOTA 
TONER iscsi es .. WEBC 75.00 
Minneapolis.......... ’ weco 175.00 
a”) Autpare tela WDGY 40.00 
- citer ayer'ea'9 oe 40.00 
tt achiviatlate ain 054 60.00 
Bi Pals xcs) cs saves .. KSTP 150.00 
MISSISSIPPI 
Greenville....... . WRBQ 20.00 
Gulfport................ WGCM 20.00 
NGGWION oie 6:6: 540.0) 0/6 c0 os WO 85.00 
MGTIGIAR 0.05.56 oscske-cs os WOO 50.00 
VikKsDute, «66s v0 cen WOBC 30.00 
MISSOURI 
Cape Girardeau.........KFVS 20.00 
Gabi. cccc ss os occe ns el *20.00 
Beaneas: Chey vais cccee ss Be 150.00 
= caressa wees a ee *20.00 
.... WDAF 250 00 
" bb 4.6 xteree ate ee 25.00 
bi JORCDN cic os a's 4. 0s 9 ee *65.00 
og ier shew tal sn Sra, 20.00 
See sh rere il} 300.00 
- ss ielecsGyeite Ww eae N.B.C. 
My er reer: 8 90.00 
- eoniniaver saree .. WIL 60.00 
MONTANA : 
Billings. . Sais .KGHL 45.00 
Butte. . fsa sare alan arene _ .KGIR 30.00 
Great Falls.. Pera 40.00 
Kalispell .. Perey 4 18.00 
NEBRASKA 
Clay Center............ KMMJ *50.00 
BACON 5 5:0: ss0.5.0-0'6 90 <0 125.00 
rTP rey 33.75 
INOSTOUE 6.656) s'svcsice ce We *55.00 
Omaha.. Pee . KOIL 
see listing under Council Bluffs, Iowa 
OE ee WAAW *30.00 
OP eae aguas “wow 150.00 
SCOUSDINH 5.556600 0s |. KGKY *18.00 
TOPE sv sissr ace 9's ars. 6a W 32.50 
NEVADA 
PRBS ss cicsancee ieihaieen oe 30.00 
NEW HAMPSHIRE 
DLAQCONIG. .0:0'56 sb cecee ose WO A 
NEW io 
Asbury Park.. . WCAP 55.00 
Atlantic City .. et _ -WPG 125.00 
Piacwenssek’......< ise. sss WBMS *35.00 
HIGUOKER’.. i. occa as cs WRC 175.00 
Jersey City............. WAAT *45.00 
Sis.o.0.s nis de 06 ere 85.00 
” oeionbs-ore.-8 poles ee 35.00 
Newark.. esos ca ce WEEE 100.00 
. WGCP A 
"Divides time with WODA-WAAM .- 
eee .. WNJ 60.00 
sid a 450.00 
Palisade.............-.-WPAP 150.00 
Paterson................ WODA 80.00 
Red Bankes. «ois ce vec cs WE *20,00 
Trenton. ...065 6 oso oa os WORE 77,50 
NEW MEXICO 
Albuquerque............ KGGM 40.00 
WAS: CEUGCS «bio ois-05 65 0 OO 75.00 


Tha Tn 


Ro 2) oS oo Ot 


Ome > 


).00 
).00 
1.00 
1.00 
).00 
5.00 
5.00 
).00 
5.00 
n 

5.00 
9.00 


5.00 
9.00 
0.00 
0.00 
0.00 
5.00 
0.00 
5.00 
0.00 
0.00 


5.00 
5.00 
0.00 
10.00 
0.00 
10.00 


20.00 
20.00 
35.00 
50.00 
30.00 


20.00 
20.00 
50.00 
20.00 
50 00 
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Advertising Rates of Individual Radio Stations (Continued) 


(Rates given are for half hour evening periods unless otherwise indicated. Day rates approximately half the evening charges) 


NEW YORK 
AMBER vc occcctcccesecs WMRO $19.00 
Beacon.....+- ..WOKO 50.00 
Binghamton. .. WNBF 35.75 
BuPaldcsccse.ces .. WEBR 35.00 
ay - ..WGR 156.00 
" ; .. WKEBW 172.00 
“i .. WKEN 63.00 
O . checsns eve ¢eeeo 125.00 
Freeport. ........+.+.+-. WGBB A 
Long Beach............ WCLB 70.00 
New York City.........WKBQ 65.00 
. obo.6onwa = Oe A 
+ .. WCGU A 
“ .. WLTH 100.00 
“ .. WMBQ 30.00 
“ WSGH 100.00 
- . WABC 
see Columbia t Broadcasting System 
te . WBN 125.00 
a |. WCDA 85.00 
- . WEAF 
see National Broadcasting Co. 
” . .WEV. 120.00 
os .. WGBS 140.00 
A ..WHAP *60.00 
. ..WHN 150.00 
“ .WJZ 
see National Broadcasting Co. 
weeeeeWMCA 247.50 
si ee |. WMSG A 
- ....-WOV 80.00 
ue .. WRNY 150.00 
S68 Gieeaanidaced WLBX A 
sia ....-WWRL 30.00 
Rochester....... .... WABO-see WHEC 
aa ‘ie weeeees. WHAM 143.75 
¥ Se wh eben bie wes ee 67.00 
Schenectady............ WGY 260.00 
Syracuse.... ....-WFBL 62.50 
“ 6 ...WMAC-see WSYR 
Me Serertares ....- WSYR 52.50 
Be eres .... WHAZ A 
WF REGe is: wevere ee .. WIBX A 
NORTH CAROLINA 
Asheville.... .WWNC 60.00 
Chatlottsé.... 4... ‘ :-WBT 87.50 
Gastonia...... .. WRBU A 
Greensboro..... .. WNRC 25.00 
Raleigh.... .... WPTF 40.00 
Winston Salem.. ..WSJS 40.00 
NORTH DAKOTA 
BiGMatG.s.o0 <0 .._KFYR 40.00 
Devils Lake. . ...KDLR 12.50 
Fargo.. =a ... WDAY 45.00 
Grand Forks... ... KFJM 12.50 
Mandan... ....KGCU 15.00 
OHIO 
BIRCH okie dé deavde cd <0 ee 120.00 
ewinwedeusd ene es anaes 60.00 
Cincinnati.............. WFBE 25.00 
. .. WKERC 110.00 
ai .. WLW 600.00 
" jisetasacced ca ee 150.00 
Cleveland csc csccecscecs Wane 150.00 
‘sg WJAY 80.00 
“ Se eueees WTAM 400.00 
Columbus. ............. WAIU 93.75 
= sbeeeecs.cecs <6 Oe 35.00 
i pee .. WMAN 60.00 
DAYtOi.. 0:c.00s .. WSME 60.00 
Hamilton... .. WRK A 
Mansfield. .............WJW 20.00 
Mount Orab............WHBD *8.75 
Springfield.............WCSO 35.00 
ROMO acco seis cesaset SPD 80.00 
Youngstown............ WKBN 70.00 
Zanesville.........++... WALR 24.25 
OKLAHOMA 
J oo al ‘ ... KGFF 15.00 
Chickasha. . KOCW 30.00 
Enid.. +06 00.0000 ee 40.00 
Oklahoma City. Aer 80.00 
: sco oe re 35.00 
ss OW cewen ue oe 125.00 
Ponca City............. WBBZ 30.00 
RUE: Ficcisa cscs cantina <oeeee 140.63 
OREGON 
BUROBD oi ciccacc ccck ces Vee 12.00 
Eugene........ .. KORE 25.00 
Marshfield... .. ..KOOS 12.50 
Medford. ....... .. KMED 12.00 
Portland..... . KEX 60.00 
jes .. KFJR A 
i .._ KGW 93.75 
A—Rates on application. 


io Deere 
Te euaile cede ce ue dae 
2 sancnte sonnan te 
 Awamnaua . KXL 
PENNSYLVANIA 


Allentown..... .. WCBA 


mui 


Johnstown............. WJAC 
Lancaster. Fs bhie oe cand 
.. WKJC 
Off City... .. WLBW 
Philadelphia... .. WCAU 
‘a .. WELK 
: .. WFAN 
a .. WFI 
.. WHAT 
.. WIP 
“ .. WLIT 


Pittsburgh...... nite wee 
- ee 
oF EOE TERT 

es a 


Scranton. . uid .. WGBI 
Wilkes Barre. . .. WBAX 


Newport...... 
PAWtaonee:... occ cscs 
PYOCIIONRO yo 'scicscciccccis 


" SOUTH CAROLINA 


Columbia... . 

“SOUTH ised 
jy OTE! 
Raid City oc .o se occ vas We 
Sioux Fails.............KSOO 
Watertown............. KGCR 
Yankton...............WNAX 

TENNESSEE 
Bristol... ... 0.000005 ssc s WORE 


see listing Bristol, Va. 
Chattanooga............WDOD 


Knoxville. ............. WNOX 
Memphis...............WGBC 
* eatanws.c ans <n 
_ Kew ee wadcwke oe 


see WGBC for rates 
RE 


i peasants oa 40a 
Nashville...... .. WLAC 


OS Swnien cxtstbnneel aa 


Springfield............. WSIX 
TEXAS 
PTR. bin ssik: sce 00.50 06-0 
PETI . oie se sg sos fs 
sa tale Alaseda mane eae 
RES 6 ig: fo ees oe kes oe 
Beaumont......:.....: EDM 
Brownsville............ KWWG 
Brownwood............ KGKB 
Corpus Christi.......... KGFI 
pe eeermrerrere: 
oka auciaeerane ene 
Oe se cu Le an eee 
TED PARO...« os ce ccccscccae & WR 
Fort Worth............ KFJZ 
iy ao ee ..KTAT 
i Oe hesitant 
Galveston.............. KFLX 
Harlingen.............. KRGV 
Houston. . .... i. c.s..s see 
S reer rrr: 

7 errr 
San Angelo.............KGKL 
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SALES MANAGEMENT 


omewhere 


there is an ADVERTISING 
AGENCY 


This advertising agency has the experience and the organization which 
would permit it to handle several additional accounts. 


But where are these prospects? They may be in different lines of 
business, different cities. 


No matter who they are or where they are, the chances are at least 
nine to one that they are on the subscription list of Sates MANAGE- 
MENT. 


SALES MANAGEMENT is edited for them. 


Futty 90% of Sates MANAGEMENT’S circulation efforts are directed 
toward the officials and marketing executives of manufacturing or- 
ganizations selling through national or international sales organiza- 
tions. Any manufacturer who advertises nationally is on the “A” list of 
circulation prospects—on it with enough names so that the influence 
of SALES MANAGEMENT is felt among all of the men in his organization 
who have anything to do with the making of sales and advertising 
policies and appropriations. 


If he is not a national advertiser but if he is large manufacturer and 
a user of, let’s say, direct mail and trade papers, he and his executives 
comprise an equally important list—for they are the big national 
advertisers of tomorrow. 


SALES MANAGEMENT gets these important manufacturers before they 
become big advertisers and have decided on an advertising agency— 
and it holds them after they become big advertisers. 


The progressive agency looking for new business and unafraid to 
spend its own money on advertising and to demonstrate its advertis- 
ing ability by selling itself through the printed word will find a con- 
sistent campaign of promotion pages in SALES MANAGEMENT to be a 
dividend-paying insurance policy against being forgotten on lists of 
agencies under consideration. 


P. S. Even agencies whose promotional budget prohibits a continuous 
campaign in the regular issues will find profit in display representation 
in the 8th Annual Markets and Media Reference Number of SALEs 
MANAGEMENT fo be published in September, 1931. 
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BIRMINGHAM, ALA—“Birmingham and 
Its True Market” is a booklet published 
by the Birmingham Post, giving market 
statistics and the coverage of the Post 
of this market. 

PHOENIX, ARIz.—Arizona Republican. 
The ANPA market survey form is avail- 
able as well as additional market facts 
on Arizona furnished in pamphlet form. 

Fresno, CaLt.—The Republican has 
the ANPA market survey form. 

Lone Beacu, CaL.—The Long Beach 
Press Telegram has a booklet which 
shows Long Beach as one of the fastest 
growing cities in America. The census 
report shows a 154 per cent increase. 

Los ANGELES, CaL.—Los Angeles Ez- 
aminer: The 1930 data book on Los 
Angeles territory is in the process of 
being compiled, but will be ready ap- 
proximately October 1st. 

Los ANGELES, CaL.—The Times has 
the ANPA market survey form. 

PASADENA, CaL.—The Star-News has 
the ANPA market survey form. 

San Francisco, Cat.—San Francisco 
Chronicle: Special surveys are made 
for advertisers and prospects. An active 
file is maintained containing marketing 
statistics. 


San Francisco, CaL.—San Francisco 
News: “Setting the Pace in San Fran- 
cisco” is a survey showing the News 
coverage of the San Francisco market. 
A circular on business conditions is 
available each month. 

Stockton, Cat.—The Record has the 
ANPA market survey form. 

DENVER, CoLo.—Denver Post: Indi- 
vidual surveys are made for specific 
advertisers upon request. File copies 
of all surveys are kept. 

BRIDGEPORT, Conn.—The Telegram- 
Post and Sunday Post have the ANPA 
market survey form. 


HartFrorD, Conn.—The Hartford Times 
has'an interesting booklet on Hartford, 
giving statistics based on an Emerson 
B. Knight survey. The Courant has 
the ANPA market survey form. 

WATERBURY, CoNN.—The Waterbury 
Republican and Waterbury American 
uses the ANPA form for its market 
survey of Waterbury, Conn. Emerson 
B. Knight, Inc., conducted a study of 
families in Waterbury and its vicinity 
based on over 2,600 interviews. This 
report, giving a list of jobbers and 
number of dealers in each line, should 
be valuable to anyone interested in get- 
ting distribution in this territory. 

WasHincTon, D. C.—The Washington 
Star has the ANPA market survey form. 
This newspaper makes special surveys 
for prospective advertisers. 


WASHINGTON, D. C.— United States 
Daily. “Collosi” is a booklet showing 
the quality circulation of this media. 
An analysis has been made of five hun- 
dred names of subscribers by checking 
their position through Poor’s Directory 
of Directors. “The New News” is a 
very attractive booklet which is a com- 
mentary on an interesting development 
of the daily prass. 

MiaMI, Fta—Miami Herald. Special 
Surveys are continually being made by 
this paper for advertisers. A complete 
radio survey has previously been made. 

TaMpa, Fra—The Tribune has the 
ANPA market survey form. 


ATLANTA, Ga—The Constitution has 
the ANPA market survey form. 


MARKET SURVEYS MADE BY NEWSPAPERS 


(Copies Available Upon Request to Publisher) 


Avrora, ILtt.—The Aurora Beacon 
News has a pamphlet describing its city 
and giving interesting market data. 

Cuicaco, Int.—The Daily News has 
the ANPA market survey form. 

Cuicaco, ILt.—Evening American. 
“Working Manual for Sales Control of 
the Chicago and Other Markets” is a 
remarkable manual for the planning 
and control of sales activities It is 
replete with details on this large mar- 
ket. The ANPA market survey form is 
available. 

Curcaco, Inu.—The Tribune has the 
ANPA market survey form. 

Decatur, Itu.—The Review has the 
ANPA market survey form. 

Peoria, Int.—The Journal-Transcript 
has the ANPA market survey form. 

Preorta, Itt—The Peoria Journal 
Transcript, Peoria Journal Transcript, 
Inc. The ANPA market survey form is 
available. 

RockrorD, Int.—The Rockford Daily 
Republican has the ANPA market sur- 
vey form. 

Rock ISLAND, ILL—The Argus has the 
ANPA market survey form. 

SPRINGFIELD, ItL.—State Journal has 
the ANPA market survey form. 

INDIANAPOLIS, IND.—The Indianapolis 
News has made many special reports 
for prospective advertisers. Among 
those available are surveys on the dis- 
tribution of business in the Indianapolis 
territory, showing the percentage of 
various articles such as groceries which 
are purchased in downtown stores, and 
which in neighborhood stores. A com- 
plete survey is available on the malt- 
syrup situation as well as surveys on 
the distribution and sale of coffee and 
cigars. 

INDIANAPOLIS, IND.—The Indianapolis 
Times has the policy of making specific 
surveys as needed by individual adver- 
tisers. 


CepaR Rapips, Ia—Gazette and Re- 
publican have the ANPA market survey 
form. 

DAVENPORT, Ia—The Times and Dem- 
ocrat and Leader have the ANPA mar- 
ket survey form. 

Des Mornes, Ia—The Des Moines 
Register and Tribune has a booklet on 
paving which shows by pictures and 
colored maps the progress Iowa has 
made in the last ten years in paving 
its roads. The Portland Cement Asso- 
ciation has distributed 10,000 copies of 
these booklets. “Where Are the City 
Limits Now?” is a booklet showing by 
maps the distribution and coverage this 
newspaper has in Iowa. A folder giv- 
ing the results of a complete survey on 
incoming motor car traffic to Des 
Moines is being prepared. 

Sroux City, Ia—The Tribune has the 
ANPA market survey form. 

Kansas City, Kans.—The Kansan has 
the ANPA market survey form. 

ToreKAa, Kans.—The Daily Capital 
has the ANPA market survey form. 

LOUISVILLE, Ky.—The Courier Journal 
and the Louisville Times: Surveys are 
made for advertisers upon request. An 
up-to-date route list of grocery, drug, 
and automobile goods is available. A 
map of the Louisville market shows the 
urban and rural communities serviced 
with electricity by central plants. 


New Or.eans, La—Times Picayune: 
“More Light on the New Orleans Mar- 


ket” gives a description of the territory, 
shows the comparative lineage of the 
different newspapers in the usual classi- 
fications. A more elaborate pamphlet 
entitled “The New Orleans Market and 
Media” gives a complete breakdown of 
the circulation as well as a description 
of the suburbs. 


SHREVEPORT, La—The Journal has the 
ANPA market survey form. 


Boston, Mass.—Boston Globe. In ad- 
dition to the ANPA market survey 
form, several booklets are available: 
“Selling Automobiles in New England” 
gives car sales by classifications in 
each state as well as in the corporate 
Boston districts. County statistics on 
the sale of cars are also given. “Reach- 
ing the Buying Power in the Boston 
Market” is an interesting booklet show- 
ing the purchasing power of the coun- 
ties in Boston trading area. 


Boston, Mass.—The Herald Traveler 
has the ANPA market survey form. 

Boston, Mass.—The Boston Post has 
a survey that has just been completed 
by the AAAA. This gives market sta- 
tistics on the Boston shopping area. 


Boston, Mass.—The Boston Evening 
Transcript has prepared a survey in 
conformity with the national standard 
newspaper form of the AAAA. A com- 
plete description is given of the edi- 
torial matter appearing in the paper as 
well as a record of the advertising line- 
age and an outline of the principal 
income sources of the City of Boston. 

LOWELL, Mass.—The Courier Citizen 
and Evening Leader have the ANPA 
market survey form. 


NEw BEprForD, Mass.—The Standard- 
Mercury. The ANPA market form gives 
very complete data on this paper. 

SPRINGFIELD, Mass.—Springfield Union, 
Republican, and Daily News have the 
standard newspaper data form showing 
the editorial features of each paper. 
“A Guide to 1930 Business in Spring- 
field and Western Massachusetts” gives 
in chart form some interesting data on 
this market. 


WoRCESTER, Mass.—Worcester Tele- 
gram, Evening Gazette: These papers 
have on file a study made by the Emer- 
son B. Knight organization, which gives 
a thorough analysis of the population 
and trading area of Worcester. Sur- 
veys have recently been made on gaso- 
line and motor oil, mayonnaise, shav- 
ing cream, electrical refrigeration, pack- 
age cheese, fountain pens, and radios. 

DETROIT, Micu.—The Detroit News 
has a forty-page brochure which is 
replete with tables and charts on the 
Detroit market as well as the news 
coverage of that market. Population 
characteristics and charts showing the 
growth of the motor car industry since 
1911 are also given. 


DETROIT, Micuo.—The Detroit Times 
has produced a booklet called “Detroit’s 
Growth,” which shows pictorially and 
by means of statistics how Detroit has 
grown during the last eight years. 

GRAND. Rapips, Micu.—The Grand 
Rapids Press has an interesting booklet 
giving market statistics concerning 
Grand Rapids and the trading area. 
The Booth Publishing Company has a 
booklet giving market data on all of 
Michigan north of Detroit. 


JACKSON, Micu.—The Citizen Patriot 
has the ANPA market survey form. 
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MARKET SURVEYS MADE BY NEWSPAPERS (Cont.) 


MINNEAPOLIS, Minn.—Northwest Daily 
Press Association. This association has 
an attractive booklet entitled “North- 
west—Your Opportunity.” It contains 
a complete description of the market 
covered by each of the following pa- 
pers: Minnesota: Albert Lea Tribune, 
Austin Herald, Bemidji Pioneer, Brain- 
erd Dispatch, Crookston Times, Duluth 
Herald, Faribault News, Fergus Falls 
Journal, Hibbing Tribune, Little Falls 
Transcript, Mankato Free Press, Owa- 
tonna Peoples Press, Red Wing Repub- 
lican, Rochester Post-Bulletin, St. Cloud 
Times, South St. Paul Reporter, Vir- 
ginia Enterprise, Winona Republican 
Herald, Willmar Tribune; North Da- 
kota: Devils Lake Journal, Fargo 
Forum, Grand Forks Herald, Mandan 
Pioneer, Minot Daily News, Valley City 
Times Record; South Dakota: Aber- 
deen American News, Huron Huronite, 
Watertown Public Opinion; Wisconsin: 
Chippewa Herald-Telegram, Eau Claire 
Leader Telegram, LaCrosse Fribune, 
Superior Telegram. Each paper has 
the ANPA standard market survey 
form available. 

Str. JoserpH, Mo—The News Press 
and the Gazette, have the ANPA mar- 
ket survey form. 

St. Louis, Mo—The St. Louis Post 
Dispatch has a booklet entitled “A Bil- 
lion Errors,” giving interesting statistics 
on this territory. 

Lincotn, Nesr.—The State Journal 
has the ANPA market survey form. 

Omanua, NesR.— The World-Herald: 
The merchandising department has 
made surveys this year on coffee, cigar- 
ettes, cigars, paints, varnishes, malts, 
toilet soap and numerous other prod- 
ucts. The Chamber of Commerce of 
Omaha publishes economic surveys hav- 
ing to do with bank ‘clearings, whole- 
sale volumes, etc., which are available 
through this paper. 

Assury Park, N. J—Asbury Park Press 
has the ANPA market survey form. 

CaMpvEN, N. J.—A_ forty-four-page 
market study has been made by the 
Evening Courier and the Morning Post, 
containing the South Jersey market 
divided down into six zones. 

Newark, N. J.—Newark Evening 
News: A booklet entitled “Know Your 
Market” is available to those interested. 
It contains data on the Newark terri- 
tory as well as a circulation analysis. 

Paterson, N. J.—The Press-Guardian 
has the ANPA market survey form. 

Atpany, N. Y.—The Knickerbocker 
Press and Evening News have the 
ANPA market survey form. 

BuFFraLo, N. Y.—The Courier Express 
and Evening News have the ANPA 
market survey form. 

Exim, N. Y.—The Star-Gazette and 
Advertiser, and Sunday Telegram have 
the ANPA market survey form. 

Mr. VERNON, N. Y.—The Argus has the 
ANPA market survey form. 

NeEwsurGH, N. Y.—The Newburgh 
Beacon has the ANPA market survey 
form which gives all the necessary in- 
formation about this paper. 

New ROcHELLE, N. Y.—The Standard- 
Star has the ANPA market survey form. 

New York Citry—tThe Herald Tribune. 
“Contact” gives specific information on 
the New York aviation market. “Turn- 
ing the Spot Light on New York’s 
Building Material Market” shows the 
editorial influence of the Herald Trib- 
une on building as well as giving sta- 


(Copies Available Upon Request to Publisher) 


tistics on the market. “Women and 
Food” shows the amount spent for food 
by New York’s population according to 
various income. Descriptive matter 
tells the aid this paper gives to its 
women readers. “A City Without 
Slums” gives a detailed analysis of the 
Herald Tribune circulation according 
to the various New York markets as 
well as charts showing the advertising 
and circulation progress. 

New YorK City—The New York 
Journal has worked out a very elabo- 
rate book for the use of sales managers 
making a thorough coverage of the 
New York market. All types of retail 
stores are shown on large maps cover- 
ing every city block. 

All New York City papers have the 
ANPA market survey form. 

NzaGaRA Fatts,. N. Y—The Gazette 
has the ANPA market survey form. 

ScHENECTaDy, N. Y.—Schenectady’Ga- 
zette: An attractive pamphlet gives a 
breakdown of the advertising lineage 
carried by this paper as well as market 
data concerning the Schenectady trade 
area. The ANPA standard market sur- 
vey form is also available. 

ScHENECTADY, N. Y.—The Union Star 
has the ANPA market survey form. 

Syracuse, N. Y.—Post Standard: The 
Post Standard has prepared a map of 
Syracuse showing by various colors the 
residence of different income groups. 
Complete circulation data as well as 
the ANPA market survey form are also 
available on request. 

Troy, N. Y.—Troy Record. The Troy 
Record has available statistics on met- 
ropolitan Troy as well as a pamphlet 
entitled “Troy, N. Y. as an Individual 
Integral Unit.” Emerson B. Knight, 
Inc., made this survey. 

Utica, N. Y—The Utica Press and 
Utica Observer-Dispatch have the ANPA 
market survey form. 

Yonkers, N. Y.—The Statesman has 
the ANPA market survey form. 

AKRON, OnH1IO—The Beacon Journal 
has the ANPA market survey form. 

AKRON, OHIO—The Times-Press has 
the ANPA market survey form. 

ATHENS, OHIO—The Messenger has 
the ANPA market survey form. 

CaNTON, OnHIOo—Repository Printing 
Co.: The Repository is at present en- 
gaged in compiling a general survey on 
the Canton trading area. Completed 
surveys are available on the sale and 
distribution of coffee, cigarettes, cigars 
and electrical appliances. 

CINCINNATI, OHIO—The Enquirer has 
the ANPA market survey form. 

CINCINNATI, OHIO — Cincinnati Post: 
“The City That Found Itself” is a 
treatise on the new Vincinnati, showing 
the great recent development. 

CINCINNATI, OHIO—Cincinnati Times 
Star has a booklet entitled “The Mer- 
chandising Center, and the Cincinnati 
Market.” An analysis of the Times Star 
circulation is given. This survey has 
been prepared by Emerson B. Knight. 

CLEVELAND, OHIOo—Cleveland Plain 
Dealer. “Cleveland Trade Empire” is 
an attractive pamphlet showing market 
data by means of colored maps. Sub- 
urban towns are accurately portrayed 
by maps showing the average rental 
values, aS well as drug and grocery 
outlets. The complete number of dealer 
outlets is given for each town. Factory 
payroll comparisons are given for all 
states. A map of the central states 


shows the total iron ore producing area. 

CLEVELAND, OHIO—Cleveland Press, 
“The Rich Markets of Northeastern 
Ohio” is an attractive booklet giving 
a number of authorities who agree on 
just what the true Cleveland market 
is. The ANPA market survey form is 
unusually complete and gives an ex- 
cellent map of the city of Cleveland 
and greater Cleveland. 

CoLumsBus, On1o—The Citizen has the 
ANPA market survey form. 

CoLuMBvus, On10—The Columbus Dis- 
patch has a complete report on the 
paid advertising lineage carried by all 
Columbus newspapers during 1929. This 
is combined with the “Data Handbook 
on the Columbus Market.” 


CoLuMeBvus, OH1I0—The Columbus State 
Journal has a loose-leaf presentation of 
data on that paper and their market. 

YounGstown, On10o—The Telegram 
and the Vindicator have the ANPA 
market survey form. 


MUSKOGEE, OKLA.—The Muskogee Daily 
Phoeniz, the Muskogee Times Demo- 
crat: These two papers furnish a com- 
bined ANPA market survey form. 

OKLAHOMA CiTy, Oxta—The Okla- 
homan and the Times have the ANPA 
market survey form available. 

Tutsa, OxLta.—“The Tulsa World” is 
an eighty-eight-page brochure on the 
market statistics of Tulsa. 

The Tulsa Tribune also has a booklet 
called “Tribune and the Tulsa Market.” 
Both papers have the ANPA market 
survey form. 


PORTLAND, ORE.—The Journal. “Port- 
land Is a World Seaport” is portrayed 
pictorially in an interesting booklet. 

PORTLAND, ORE—The Oregonian has 
available a recent survey on coffee and 
one on the distribution and sale of 
gasoline and motor oil in this market. 

ALLENTOWN, Pa.—The Morning Call 
has the ANPA market survey form. 

ALToonaA, Pa—The Mirror has the 
ANPA market survey form. 

CHESTER, Pa—The Times has the 
ANPA market survey form. 


Easton, Pa—The Easton Express. 
The ANPA market survey form has 
market information on Easton. 

Erie, Pa—The Times has the ANPA 
market survey form. 

HARRISBURG, Pa.—The Telegraph has 
the ANPA market survey form. 


PHILADELPHIA, P(.—The Philadelphia 
Evening Bulletin has available for dis- 
tribution a ready reference table of 
pipelines in the Philadelphia territory, 
@ pamphlet headed “Philadelphia 
Market,” a folder headed “Advertisers 
Guide to Philadelphia,” giving vital sta- 
tistics for advertisers, and route lists 
for various classifications, such as hard- 
ware, confectionery, drugs, groceries, 
automobiles, etc. 


PHILADELPHIA, Pa. — Philadelphia 
Ledger. The merchandising and re- 
search department of this newspaper 
has made a thorough passenger motor 
car survey among the various market- 
ing divisions of Philadelphia and its 
vicinity. In addition, surveys have been 
made in the same territory on gas heat- 
ing systems, domestic oil burner sales, 
and mouth washes. An occupational 
analysis of all the sections of Philadel- 
phia is also available. This reports the 
average income for different occupa- 
tional groups as well as giving some 
educational statistics. 
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MARKET SURVEYS MADE BY NEWSPAPERS (Cont.) 


PHILADELPHIA, Pa.—The Philadelphia 
Daily News has no general market sur- 
veys, but is in a position to make special 
surveys for advertisers. 

PITTSBURGH, Pa.—The Pittsburgh Press 
has the ANPA standard market survey 
form as well as a four-page leaflet 
with additional market information on 
Pittsburgh and its trading area. A 
special folder has been gotten out on 
the radio market and the radio lineage 
that the Press has carried. “Advertis- 
ing Lineage Measurements of All Pitts- 
burgh Newspapers” is a complete rec- 
ords of all advertisers of 1929 appear- 
ing in Pittsburgh papers. 

PrTTsBURGH, Pa.—The Pittsburgh Sun 
Telegraph has an adoption of the ANPA 
market survey form. This is a sixteen- 
page booklet giving details on the Pitts- 
burgh market area. 

READING, Pa—The Eagle has the 
ANPA market survey form. 

Scranton, Pa—The Times has the 
ANPA market survey form. 

PROVIDENCE, R. I.—The Journal and 
Evening Bulletin have the ANPA mar- 
ket survey form. 

Cotumesr1a, S. C.—The State has the 
ANPA market survey form. 

MEMPHIS, TENN.—The Commercial 
Appeal and the Memphis Evening Ap- 
peal have a book called “Consumer 
Analysis” giving complete statistical 
data on the greater Memphis market. 
“The Power of the Appeal Paper” gives 
some interesting pictures on Memphis 
as well as market data on all of the 
surrounding territory. 

MEMPHIS, 'TENN.— Memphis Press 
Scimitar. Data on the Memphis mar- 
ket as well as on the editorial depart- 
ment and features of the paper is 
available. 

DaLtas, TEx.—Dallas News: The fol- 
lowing material is available: Texas 
Almanac, and State Industrial Guide. 
The latter is available at sixty cents. 
“A New Constellation Appears in the 
Sky” is an attractively illustrated book- 
let describing radio statign WFAA at 
Dallas and the market it serves. “The 
Dallas Market Area,” a folder showing 
a bird’s eye view of retail territory, gives 
population and circulation for both the 
Dallas News and the Dallas Journal. 
Both papers have the ANPA market 
survey form. 

Et Paso, TeEx.—El Paso Evening Post. 
Surveys are available on grocery, drug 
products, cigar stores, confectioneries, 
and hotels. This paper will be glad to 
furnish data on the El Paso market. 

Et Paso, TeEx.—El Paso Times and El 
Paso Herald. Complete data will be 
furnished advertisers on the El Paso 
territory. This includes market data 
on manufacturing establishments, air- 
ports and landing fields, and complete 
description of the whole territory. 

Fr. Wort, Tex—Ft. Worth Star 
and Telegram. The Ft. Worth Star 
and Telegram has the ANPA market 
survey form. 

Houston, Tex.—The Chronicle has 
the ANPA market survey form. 

San Antonio, Tex.—San Antonio 
Light has a booklet giving market sta- 
tistics on San Antonio. 

Wicuita Fatis, Tex—The Daily 
Times and Record News have the ANPA 
market survey form. 

Sat Lake Crty, Uran—The Tribune 
has the ANPA market survey form. 

SEATTLE, WasH.—Seattle Post and 
Intelligencer. A comprehensive survey 
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of Seattle and suburban communities 
has been made by the Emerson B. 
Knight organization for this paper. 
The merchandise service department 
is ready to make special surveys for 
advertisers. 

SEATTLE, WasH.—The Times has the 
ANPA market survey form. 

SPOKANE, WasH.—The Spokane Re- 
view, and the Spokane Daily Chronicle: 
These papers have elaborate surveys on 
radio and radio accessories, coffee, den- 
tifrices, and dairy products. In addi- 
tion, an interesting pamphlet is avail- 
able giving the complete market facts 
and circulation breakdown in the 
Spokane country. 

JANESVILLE, Wis.—The Janesville Ga- 
zett has available a rate card booklet 
as well as the ANPA market data form. 

MILWAUKEE, WIs.— Milwaukee Jour- 
nal. “Merchandising Analysis” gives 
a complete survey on the Milwaukee 


territory including income statistics. 
“Consumer Analysis” shows the results 
of investigation of the consumer de- 
mand for various products including 
grocery products, tobacco, drugs, auto- 
mobiles, etc. The ANPA standard 
market survey form is also available 
as well as complete data on the Jour- 
nal’s circulation and advertising line- 
age. “The Milwaukee Housing Survey” 
is an exhaustive report on the building 
activity and value of various classes 
of residential buildings. 


HoNo.Lutv, T. H—Honolulu Star Bul- 
letin. This newspaper has made a 
number of thorough surveys covering 
health products, toilet articles, home 
consumption products, and wearing 
apparel. In addition several reports 
are available on Hawaii and the news- 
paper situation as well as the standard 
ANPA market survey form. 


MARKET SURVEYS MADE BY MAGAZINES 


(Copies Available Upon Request to Publisher) ~ 


AMERICAN LEGION MONTHLY, Indian- 
apolis, Ind—The American Legion 
Monthly has a twelve page booklet 
showing that the average Legionnaire 
is 36 years old and has an average 
yearly income of about $3,200. Detailed 
information has been asked of their 
subscribers. 

BUTTERICK PUBLISHING Co., 79 Madi- 
son Ave., New York—Good Hardware 
has an interesting pamphlet entitled 
“Getting Down to Real Facts in the 
Grocery Business.” The growth of 
chain stores and the mortality among 
groceries is discussed. 

CROWELL PUBLISHING Co., 250 Park 
Ave., New York—Collier’s Magazine. 
Collier’s has published an interesting 
survey of the aviation industry in its 
business aspect, showing what has been 
accomplished to date, the study of 
sales problems facing aviation at the 
present time, and suggestions for prac- 
tical marketing of aviation problems. 
“National Markets and National Adver- 
tising” is a booklet showing by means 
of charts seventy-five ranking adver- 
tisers and the way in which their ex- 
penditures have grown in the last five 
years. 

Dovusiepay & Doran, 244 Madison Ave., 
New York. 

American Home—A circulation break- 
down giving number of subscribers by 
cities and counties is available. 

American Home and Country Life— 
A unique report on residential building 
construction in 1929 gives the types of 
structures, number of dwellings, and 
contract value of dwellings by states 
and cost classifications. 

Country Life—A survey has been 
made by the mail questionnaire method 
to show the number of cars and makes 
owned by Country Life subscribers in 
seventeen states. Subscribers were 
queried on whether a chauffeur was 
employed, the brand of tires, oil and 
gasoline used. The results are shown 
by tables and charts. 

World’s Work—Three reports break- 
down circulation in Dayton, Spring- 
field, Mass., and Atlanta, Ga. A table 
showing the number of subscribers by 
commercial positions or professions, a 
list of companies and titles of the sub- 
scribers, and a complete list of sub- 
scribers is given in each report. 

INTERNATIONAL MaGAZINE Co., 57th St. 


& 8th Ave., New York—A marketing 
map of the United States shows the 
normal flow of trade by a logical group- 
ing of communities and trade analyses. 
“Local Strength of Magazine Advertis- 
ing” is a study showing the circulation 
of 15,000,000 magazines in 632 principal 
trading centers, a total of 3,000 cities 
arranged according to trading areas. 
Jobbing maps of the United States are 
available for the grocery, drug, hard- 
ware, electrical, and drygoods fields. 

Cosmopolitan issues a booklet on the 
buying, filling and merchandising of 
space. 

“Paint, the Clothing of Inanimate 
Objects” is the title of a survey of the 
paint industry. 

“Small Electrical Appliances” is the 
=— on the market for these prod- 
ucts. 

“Cosmopolitan In the Suburbs” is a 
field investigation showing the char- 
acter and buying power of Cosmopolitan 
readers. 


“The Story of the Good Housekeeping 
Institute” gives a record of its twenty 
years service. 

“Summer Resort Study.” This con- 
tains a map and statistical study of 
resorts in the United States. 

“A Hard and Soft Water Map of the 
United States” gives the character of 
water according to four degrees of 
hardness. 


“Drug Trade Supplement” is a survey 
of the drug field. 

“Advertising On the Air” is the 30 
page discussion of radio broadcasting 
from an advertising viewpoint. 

“Building Trade Supplement” covers 
the building field. 


LiBerTY, 220 E. 42nd St., New York.— 
“Standards of Living” is a report made 
by Dr. Daniel Starch, showing the 
quality of circulation that Liberty has. 

Lire PUBLISHING Co., 598 Madison 
Ave., New York City—Life has gotten 
out “The Advertiser’s Extra” which 
plays up in Life’s usual style its cir- 
culation and the high spending power 
of its readers. 

McCALL PUBLISHING Co., 230 Park Ave., 
New York—“Increasing the Load” is 
an extremely interesting study of the 
merchandising activities of central 
power stations including the purchase 
and sale of electrical household equip- 
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in the Minnesota-Dakotas Territory 


HAT’S your farm market here! 
More than half of the people 
live in Northwestern Agropolis. 


There are more homes on coun- 
try highways here than on all the 
city streets. More customers for 
you. 


They buy mostly in small towns. 
Northwestern jobbers in most lines 
get upwards of 75 per cent of their 
trade from small town dealers. 
Merchants outside of Duluth and 
the Twin Cities get more than half 
of their trade from farm families. 


In Northwestern Agropolis there 
are 343,738 homes. It has its own 
farm newspaper—THE FARMER— 
going each week to more than 
275,000 families. 


This primary residential district 
is the sales backbone for thousands 
of dealers. They are more willing 
to stock a brand when they know 
demand is being built through ad- 
vertising in the farmer’s home 
publication. 


Write for our market analysis 
of the Northwest and see for your- 
self what this sales opportunity 
can mean to YOU. 


‘Webb Publishing Co, 


Farm Stock-Flome 


New York Office 
Wallace C. Richardson, 
INC. 

250 Park Avenue 
Telephone: Eldorado 2044 


Important 
Sales Factors 


1 §1.2 per cent of 
the total popula- 
tion lives on the 
farm. 


2 There are more 

homes on_high- 
ways than in all cities 
and towns combined. 


3 Merchants in all 

towns outside of 
the three largest 
cities depend prima- 
rily upon farm trade. 


4 THE FARMER 
reaches more 
homes than any other 
blication of any 
Rind in the North- 
west. 


Saint Paul, Minn. — Telephone Cedar 4141 
Minneapolis, Minn.—Telephone Main 6700 


Chicago Office 
Standard Farm Papers, 
NC. 
Daily News Building 
Telephone: Central 3407 


ment. Names and locations of cities 
and towns in which central stations 
maintain retail stores are given, as 
well as a number of domestic lighting 
customers in those places and the per- 
cent of families served by central 
power stations. 


Another booklet entitled “Location of 
Stores Operated By: Central Power 
Stations” gives additional data by giv- 
ing the name and the address of the 
local power company in each case. 


McCall’s circulation by retail shop- 
ping areas is shown by means’ of maps 
and a booklet. County circulation com- 
parisons between McCalls and other 
leading women’s magazines are avail- 
able. 


National Geographic Magazines, 16th 
& M St., N. W., Washington, D. C— 
“1929 Net Paid Distribution” is a com- 
plete breakdown of this magazine’s 
circulation. 


“Travelology” is a pamphlet giving 
by means of testimonial letters the 
results obtained by 34 travel advertis- 
ers. 


“How 232 Retail Merchants Rate 
Geographical Subscribers in 19 Cities” 
is an unusual method of showing 
quality circulation. 

NAaTION’s BusInEss, Washington, D. C. 
—‘Since Way Back In August 1922” 
is an interesting brochure showing this 
magazine has just published its 101st 
consecutive issue in which an increase 
of advertising revenue was enjoyed 
over the corresponding month of the 
previous year. 


THE NEW YorRKER, 25 W. 43rd Street, 
New York.—This magazine has valu- 
able information on the New York area. 
An elaborate food survey in chart 
form was produced some time ago. In 
addition a study of the distribution of 
alternating and direct current custom- 
ers upon Manhattan Island has proven 
helpful to radio manufacturers and 
distributors. 


PEOPLE’S POPULAR MONTHLY, 801 
Second St., Des Moines, Iowa.—‘What 
Bankers’ Say” shows the result of a 
questionnaire mailed to 200 bankers in 
200 small towns asking the effect of the 
drop in securities in the local market 
and whether it would affect automobile 
prices to any extent. 


TIME, Inc., 205 E. 42nd St., New York 
City—“1930 O.K.” is a booklet showing 
what Time’s circulation methods are 
and why “Time will have 350,000 sub- 
scribers in 1931. The series of charts 
show Time’s remarkable growth in ad- 
vertising lineage and circulation since 
the magazine was founded in 1923. 
A breakdown of a recent questionnaire 
mailed to 10,000 readers is also given 


WomMan’s JOURNAL, 171 Madison Ave., 
New York.—A recent list of women’s 
club houses by states, their valuation, 
membership and salient points of in- 
terest is available. 


MARKET SURVEYS MADE 
BY FARM PAPERS 


(Copies Available Upon Request to Publisher) 


CowLEes PUBLISHING Co., Spokane, 
Wash.—Complete surveys on different 
commodities have been made by each 
of the three papers which are the Ore- 
gon Farmer, the Washington Farmer, 
and the Idaho Farmer. 
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THE INDIANA FarRMERS’ GUIDE, Hunt- 
ington, Ind.—“Farm Facts and Figures 
for Indiana” contains much data on 
agriculture in the state of Indiana. 
County statistics on automobile regis- 
tration is available in pamphlet form. 
A consumer trade area map shows the 
number of retail outlets in comparison 
with total and rural population. 


KANSAS FarRMER, Topeka, Kan.—‘“Kan- 
sas Analyzed 1930” gives complete data 
on the Kansas market which is pre- 
sented in an interesting manner. 


MEREDITH PUBLISHING Co., Des Moines, 
Ia.—Successful Farming has available 
in type form a limited number of re- 
search projects on ice and refrigeration, 
flour, soap and fencing. 


“Better Homes and Gardens” have 
made special investigations of specific 
products for advertising. “Standards 
of Research” is an 88 page booklet and 
is an approach to the Scientific In Ad- 
vertising. The following chapter head- 
ings will give an indication of the 
contents of this book: “Research 
Procedure, Planning the Questionnaires, 
Distribution of Questionnaires, Tabu- 
lation of Returns, Personal Investiga- 
tion, Statistical Analysis, Testing the 
Interpretation, and Reports.” 


NEBRASKA FARMER, Lincoln, Nebr.— 
“Retail Sales and Trading Areas In 
Nebraska” is a thorough study of retail 
channels showing the trading areas 
of more than forty Nebraska towns. 
“Food Survey” gives a complete picture 
of the buying habits of farm families. 
Additional surveys have been made on 
cameras, paints and varnishes, wall- 
board and insulating materials, ranges 
and stoves. The 1930 Nebraska book 
gives a breakdown by counties of crop 
and live stock production as well as 
automobile registration. 


THE OHIO FarMe_ER, Cleveland, Ohio.— 
An interesting pamphlet gives the value 
of Ohio farm crops, agricultural and 
educational statistics, property value, 
mechanical equipment used as well as 
many other complete facts concerning 
the farm market in Ohio. 


Paciric Coast NORTHWEST TRIO, Spo- 
kane, Washington.—A well gotten up 
market survey on food production gives 
the brand preference as expressed by 
farm home buyers in the territory cov- 
ered by the Oregon farmer. An ela- 
borate form of questionnaire was used 
in obtaining the results. 


PacIFIC RuRAL PRESS, 2171 Colorado 
Blvd., Los Angeles, Calif—This publi- 
cation has available complete farm 
values for the San Francisco and Los 
Angeles trading area by counties as 
well as total income figures for various 
agricultural products. 


PouLtTRY TRIBUNE, Mt. Morris, Ill.— 
This publication has made surveys 
during the last three years indicating 
the buying budgets of their readers. 
The field covers general farm equip- 


ment and shows an increasing buying 
index. 


THE PROGRESSIVE FARMER, Birming- 
ham, Ala.—Three booklets are available: 
“The Farm Comes Into Its Own,” 
Showing pictorially the type of house 
Owned by typical farmers as well as 
Many typical farm life scenes. “The 
Next Half Century Belongs To The 
South’—has statistical information on 
all southern counties, showing such 
data as income from crops, value of 
farm property, and the Progressive 
Farmer’s circulation. “The Other Half 


if 


America’s 
Greatest 
Dairy Cooperative 


Senator Copeland Pays 
Glowing Tribute to Dairymen’s 
League Cooperative Association 


Speaking on the floor of the United States Senate of which 
he is a member, Dr. Royal S. Copeland, former Health Com- 
missioner of New York City, paid this tribute: 


“There are consumed in New York (City) nearly 4,000,000 
quarts of milk every day . . . the milk industry in my state 
was much distressed because of the unevenness of the flow 
of milk.... 


“Very little progress was made of a substantial nature 
until the organization of the milk producers in New York 
State, a great Co-operative consisting of about 43,000 mem- 
bers. This organization covers the whole milk shed of New 
York City. 

“Through the activity of this organization, there is now 
afforded New York a fine supply of pure milk.” 

The organization which introduced order and plenty where 
there had been chaos and distress publishes a dairy farm 
paper in the interest of its members and their families. This 
paper, Dairymen’s League News, is read by every active 
member of the Association, also by some 14,000 unorganized 
dairy farmers. 

The Dairymen’s League News with a paid-in-advancee cir- 
culation of more than 57,000 covers the New York City 
Milk Shed like a blanket. 


Write for Sample Copy and Rate Card 


DAIBYMEN'S 
NEWS °3= 


k icago 
11 wee — Street 10 . Le — Street 
ohn D. Ross 
R.L.Culver, Bus. Mgr. on Eo te 


Phone Pennsylvania 4760 


iT il) 


' The Dalry Paper of 


St a RR tp pete POSE ED 


The New York City Milk Shed ” 
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MARKET SURVEYS MADE BY FARM PAPERS (Cont.) 


(Copies Available Upon Request to Publisher) 


of America’s Market” shows what it 
is, where it is, and how to reach it. 
Counties in colors show their value 
from the marketing standpoint. 
STANDARD FarM Papers, Chicago, Ill.— 
The farm papers composing this group 
are Wallace Farmer & Iowa Home- 
stead; Farmer & Farm; Stock & Home; 
Nebraska Farmer; Prairie Farmer. 
“What Is In The Farmer’s Market 
Basket” is a cross section of the food 
buying habits in farm homes. The 
survey was conducted by a question- 
naire published in four farm papers, 
which brought 32,538 returns. This is 
a@ very exhaustive treatise on the 


choice of a large number of kinds and 
brands of food used by farmers 
throughout the central part of the 
United States. 

WESTERN Farm Lire, Denver Colo.— 
Western Farm Life has available for 
distribution “The Denver Wholesale 
Trade Territory,” which gives statistics 
on agricultural products. A well gotten 
up survey shows the results of an in- 
vestigation on lubricating oil in the 
Denver wholesale trade territory. A 
similar survey is available on mail 
order buying. Automobile registrations 
may be found in a pamphlet entitled 
“Automobile Data.” 


MARKET SURVEYS MADE BY 
BUSINESS PAPERS 


(Copies Available Upon Request to Publisher) 


AMERICAN EXPoRTER, 370-7th Ave., 
New York—This publication has avail- 
able an interesting report on the tariff 
situation in relation to world trade. 

ARCHITECTURAL ReEcorD, 119 W. 40th 
St.. New York—‘A New Audit of Ar- 
chitectural Specifying Power” gives a 
complete report of residential and non- 
residential building, including the busi- 
ness planned by architects and sub- 
scribers of Architectural Record. The 
text gives a thorough analysis of the 
buying power of architects as well as 
a description of the editorial program 
of the Architectural Record. All figures 
are certified by public accountants. 

THE AUTOMOBILE DIGEST, 22 E. 12th 
St., Cincinnati, O—A pamphlet entitled 
“Conclusive Proof From Those Who 
Know,” shows its coverage of the small 
town automobile dealer. 

CHAIN STORE AGE, 93 Worth St., New 
York—The 1929 survey of the chain 
grocery field gives some interesting 
information on how sales per unit store 
have increased. A similar survey has 
been made on the chain drug field. 
Information is also available on the 
chain $.05 to $1.00 chain store depart- 
ment store field. 

DAIRYMEN’s LEAGUE NEws, 11 W. 42nd 
St., New York—This publication as the 
official organ of the Dairymen’s League 
Cooperative Association has complete 
Statistics on the dairy market through- 
eut the New York City milk shed. 

DopcE Reports, 119 W. 40th St., New 
York—“Advertising Selling Timed by 
the New Dodge Plan” is the title of a 
booklet that describes how daily con- 
struction reports are, by means of a 
new coding system, used to time the 
mailing of advertising and the making 
of sales calls. 

ELectRIicIry ON THE Farm, 24 W. 
40th St., New York—This magazine has 
a booklet on the rural market showing 
how power companies are developing. 
Interesting statistics on the growth of 
the electrical farm load are shown by 
means of statistics furnished by the 
reports of the National Electric Light 
Association. § 

THE FuEL O1L JOURNAL, 420 Madison 
Ave., New York—“The 1930 Survey of 
the Oil Burner Industry” is an interest- 
ing treatise on this industry. Statistics 
on oil burner installations are given. 

GULF PUBLISHING Co., Houston, Tex., 
publisher of Oil Weekly, The Refiner, 
and Petroleum Marketer. Information 
is available covering all phases of the 


oil and gas industry as well as com- 
plete ecenomic surveys and market 
analyses for the benefit of manufac- 
turers of any product used by the in- 
dustry. Data is on file on the markets 
for hand friction bearings, oil rope, steel 
derricks, valve and pipe fittings, tubular 
metal products, wrenches and hand 
tools, steel plate for tanks, brake lin- 
ing, sucker rods, tank gauging devices, 
slush pumps, construction pumps, in- 
ternal combustion engines, electrical 
equipment and automotive equipment. 
Complete economic discussion on South 
American countries as well as on 
Russia, Egypt, India and all the East- 
ern countries are also available. This 
service is confined to manufacturers 
and prospective advertisers. 


KELLOGG GROUP OF RAILROAD EM- 
PLOYEE PUBLICATIONS, 418 So. Market 
St., Chicago, Ill—This publication has 
made a thorough investigation of its 
market. Investigations have also been 
on Edgeworth Pipe Tobacco, automo- 
biles, and soap. Convincing data is 
offered showing the influence of this 
magazine on its readers. 


MacHINerRy, 140 Lafayette St., New 
York.—“The Machine Building & Metal 
Part Manufacturing Industry and How 
Machinery Covers Them” is a descrip- 
tive pamphlet on the field covered by 
this publication. 


MANUFACTURERS’ RECORD, Baltimore, 
Md—‘The Blue Book of Southern 
Progress” which sells for $.50 is a 220 
page book giving statistics on Southern 
business, such as the steady southward 
trend of cotton mills, increase of the 
importance of the lumber industry, the 
growth of the paper and rayon indus- 
try, data on motor highways, and loca- 
tion of high tension electric power 
lines. 


McGraw-HItL PvuBLISHING Co., 10th 
Ave. & 36th St., New York—“Engineer- 
ing Construction Markets” is published 
by Engineering News-Record and Con- 
struction Methods. This is the regular 
feature of this paper and will be sent 
regularly to readers who apply for it. 
The latest data on the construction 
market which is of interest to adver- 
tisers is contained in this booklet. 
Coal Age has available the following 
surveys: D.S.-12 is a report on trends 
in the coal mining industry, such as 
production and consumption and threat 


of competitive fuels. D.S.-9 deals with 
mechanization trends in the bitumin- 
ous coal mining industry. D.S.-3 gives 
new topworks construction activities in 
1929, Industrial Engineering, a McGraw- 
Hill paper at 520 No. Michigan Ave., 
Chicago, has available “Industry Is 
Going Places” which pictures the 
growth of industry from the days of 
hand wrought gears to present day 
mass production. “Industry Grows & 
Organizes” shows the development of 
the maintenance engineering industry. 

Motor, 57th St. & 8th Ave., New York. 
—An excellent booklet entitled “Where 
the Wholesaling is Done,” gives com- 
plete statistics on wholesale distribu- 
tion of cars throughout the country. 

F. W. OwEN PUBLISHING Co., Dans- 
ville, N. Y. The Normal Instructor 
has a booklet entitled “Survey of the 
Educational Market” which gives facts 
on the number of people employed in 
this profession, as well as the returns 
from a questionnaire mailed to a 
thousand Normal Instructor’s subscrib- 
ers. 

RAILWAY PURCHASERS & STORES, 9 So. 
Clinton St., Chicago, Ill—A map show- 
ing the location of the various railroad 
purchasing offices and one showing the 
location of various storehouses of rail- 
road supplies is available. This publi- 
cation can furnish market information 
and opinions on sales possibilities for 
products in the railroad field. 

THE RELIGIOUS PRESS ASSOCIATION, 325 
No. 13th St., Philadelphia, Pa.—This 
company is now in the midst of a sur- 
vey of their field which will be com- 
pleted about September Ist. 


W. R. C. SmirH PUBLISHING Co., 
Atlanta, Ga—‘25 Years of Southern 
Textile Products” is a reprint from 
the twenty-fifth anniversary number 
of Cotton. A history of the Southern 
textile industry is given. “The Textile 
Mills” is a treatise on the direct method 
of reaching buyers in the textile in- 
dustry. 

Sopa Fountain, 420 Lexington Ave., 
New York—‘Heavy Volume of Light 
Lunches” tells the result of a survey 
showing the vast appetite of the na- 
tion’s fountain patrons. The market 
for various foods is thoroughly shown 
by means of this survey. 


TOPICS PUBLISHING Co., 291 Broadway, 
New York—“The 1929 Fact Book” is a 
very complete reference book on the 
drug trade. It gives a detailed list of 
sources of supply, manufacturers sales 
agencies, window display installation 
services, house to house distributors, 
drug trade wholesalers, department 
stores, chain drug stores, and retail 
drug stores. It is available for $12.00 
which includes a subscription to the 
Drug Trade News. 


TRAFFIC WorLD, Traffic World Serv- 
ice Corp., 418-430 So. Market St., Chi- 
cago, Ill—The market reached by the 
Traffic World is shown by returns from 
a questionnaire on shipments by sub- 
scribers, number of motor trucks owned, 
data on conveyors, elevators, lift and 
hand trucks, etc. Information is also 
available on types of containers used 
for shippings, method used for inter- 
department communication, etc. 


THE Brick & Ciay Recorp, 407 So. 
Dearborn St., Chicago, has market sur- 
veys available for advertisers and can 
also supply them with special briefs de- 
scribing the possibilities of their equip- 
ment in the brick and clay field. 
ENGINEERING NEws REeEcorpD publishes 4 
paper entitled “Markets” for those in- 
terested in that particular phase of the 


SALE § 


MANAGEMENT 


287 


MARKET SURVEYS MADE BY BUSINESS PAPERS 


(Copies Available Upon Request to Publisher) 


construction field. Specific surveys are 
made on demand. 

THE Bus Journa., 431 So. Dearborn 
St., Chicago, has in its files a general 
market survey of the bus field which 
covers practically the entire market. 

THE CERAMIC INDUSTRY, 407 So. Dear- 
born St., Chicago, has market surveys 
available to their advertisers, and also 
briefs which outline the possibilities of 
the manufacturer’s equipment in this 
industry. 

ELECTRICAL MERCHANDISING, 10th Ave. 
& 36th St., New York, a McGraw-Hill 
publication, has available market sur- 
veys covering practically every house- 
hold electrical appliance for advertisers, 
prospective advertisers and their coun- 
sellors. 

THE EXHIBITORS HERALD WORLD, 407 So. 
Dearborn St., Chicago, has available for 
advertisers a survey of equipment needs 
entitled “A Survey of the Motion Pic- 


MISCELLANEOUS 


ATLANTA, GA—‘Forward Atlanta” is 
a booklet published by the “Forward 
Atlanta Commission” which reviews 
the outstanding success of the Atlanta 
advertiser. 

DatLas, TEX.—Industrial Dallas, Inc., 
Chamber of Commerce Bldg, has 
seven booklets available on Dallas. 
“Dallas—Distribution Center” is a 56 
page booklet describing the facilities 
available at Dallas for serving the 
Southwest. “Industrial Surveys of 
Dallas” is a 72 page summary of the 


ture Industry,” mailed upon request. 

FURNITURE MANUFACTURER, Grand Rap- 
ids, Mich., has available surveys on 
peaks and slumps in retail sales, on 
styles of furniture in demand in various 
areas of the country, and other articles 
on every phase of the industry. 

THE IcE CREAM TRADE JOURNAL, 171 
Madison Ave., New York, has available 
a Directory of Ice Cream Manufacturers, 
and a survey entitled “An Analysis of 
the Industry”. 

THE MARINE Review, Cleveland, O., 
publishes a market survey entitled “The 
Marine Market”. : 

PRODUCT ENGINEERING and the AMERI- 
CAN MACHINIST, 10th Ave. & 36th St., 
New York, publish a market analysis 
entitled “The $6,000,000,000 market for 
Product Parts and Materials”. 

THE TEXTILE WORLD, 10th Ave. & 36th 
St., New York, has full statistical infor- 
mation available for its advertisers. 


MARKET SURVEYS 


industries, showing the factors and con- 
ditions affecting the manufacturers of 
a wide variety of commodities. “Dallas 
Is The City In Which To Live” gives 
full information concerning living con- 
ditions in Dallas. “Growth of Dallas” 
is a Statistical record of the growth in 
population, wealth, commerce and in- 
dustry. “Texas Corporation Laws” is 
a 16 page booklet. “The Southwest— 
Six Billion Dollar Market” is a 32 page 
booklet of distribution statistics. “The 
Distribution Map of the Southwest” 


shows railroads, highways, and freight 
and express service from Dallas. 


KDKA, the Westinghouse radio sta- 
tion at Pittsburgh, gives complete sta- 
tistics on its market, showing popula- 
tion, area, number of homes with sets, 
and number of listeners. The effective- 
ness of daytime programs is indicated 
by number of letters received as well 
as number of requests for samples. A 
Radio survey of Pittsburgh made by 
an advertising agency shows the high 
percentage of radio listeners who turn 
to KDKA. Responses to questions re- 
veal number of listeners per set, hour 
and week day preference, etc. 


LOUISVILLE, Ky—The Louisville In- 
dustrial Foundation has a brochure 
entitled “Center of American Market.” 
This points out the increase in popu- 
lation Louisville has had in the last 
eighteen years as well as the number 
of workers employed in seven major 
manufacturing classifications. 


THE AERONAUTICAL CHAMBER OF COM- 
MERCE, New York City—“Aircraft Year- 
book for 1930” contains an interesting 
survey and data on the production fig- 
ures of the aviation industry. 


New Or.eans, La—The Fitzgerald 
Advertising Agency has made a com- 
plete survey of the southern market 
which is reported in a 300 page book- 
let. Graphs point out the growth the 
South has had in motor cars, highways, 
bank deposits, value of imports, and 
value of manufactured products, over 
a period of 25 years. Statistics on 
markets are given based on wholesale 
grocery trading areas. 


1,000,000 CHILDREN 


Taking Musical Instrument Instruction in 
The Schools of the Country NOW 


Means a Tremendous Market for Musical 


Instrument Sales 


THE DIRECT CHANNEL TO THIS MARKET IS 


THE BUSINESS PAPER OF THE MUSIC INDUSTRY 


ESTABLISHED 1879 


PUBLISHED BY 


FEDERATED BUSINESS PUBLICATIONS, INc. 
420 LEXINGTON AVENUE, NEW YORK, N. Y. 
PIANOS, BAND AND ORCHESTRAL INSTRUMENTS, PHONOGRAPHS, RADIOS, SHEET MUSIC 
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Alva Carpet & Rug Company 
American Rug & Carpet Company 
Armon & Company 

Armstrong Cork Company 
Artloom Rug Mills 

Barrymore Seamless Wiltons, Inc. 
Beckwith Chandler Company 

Best & Sons, John H. 

Bigelow Carpet Service Company 
Bigelow Santord Carpet Company, Inc. 
Bird & Son, Inc. 

Blabon Company, George W. 
Bozart Corporation 

Breslin Brothers Carpet Company 
Carter Brothers 

Carthage Mills, Inc. 

Castelli Brothers 

Certain-teed Products Corporation 
Clark, Cutler & McDermott 
Clinton Carpet Company 
Cochrane Company, Charles P. 
Collins & Aikman Corporation 
Congoleum-Nairn, Inc. 

Crawshaw Carpet Company 

Crex Carpet Company 

Crockett & Buss, Inc. 

Darragh Smail & Co., Ltd. 

Day & Company, James B. 
Delaware Floor Products Company 
Deltox Rug Company 

Densten Felt & Hair Company 
Dodge, Randolph 

Empire Carpet Corporation 
Feldman, Company, Inc., Manuel 
Field, & Company, Marshall 
Galbraith & Company, Inc., George B. 
Ginzkey-Maffersdorf, Inc., |. 
Gleason Mfg. Company, E. P. 
Goodacre & Sons Ltd., William 
Gotham Carpet Company 


These Advertisers have used 
RUG PROFITS 


at $125 a page 


Hardwick & Magee Company 
Harris Company, Inc., John D. 
Hightstown Rug Company 
Hodges Carpet Company 
Karastan Rug Mils 
Karagheusian, Inc., A. & M. 
Klearflax Linen Looms, Inc. 
Kroder Reubel Company, Inc. 
Leedom Company, Thomas L. 
Magee Carpet Company 


Mallinson Importing Company, Inc., George E. 


Manning, Inc., Eugene A. 

Masland & Sons, C. H. 

McMorrow, P. J. 

Mentrup Company, Inc., C. J. 
Merchandise Mart 

Mohawk Carpet Mills, Inc. 
Monmouth Rug Mills, Inc. 

National Rug & Carpet Company 
National Super Service Company 
Pande Cameron & Company 
Paraffine Companies 

Parker Wylie Carpet Company, Inc. 
Pennsylvania Carpet Corporation 
Philadelphia Carpet Company 
Pollock Huston Company 

Roxbury Carpet Company 

Sandura Company, Inc., 

Scholes & Sons, Inc., Wm. 
Shoemaker Company, Inc., James M. 
Sisk Company, R. J. 

Sloane Mfg. Company, W. & J. 
Sloane, Inc., W. & J. 

Smith & Sons Carpet Company, Alexander 
Tashjian, O. H. 

Textile Building Properties Company 
Topton Rug Mfg. Company 
Valway Rug Mills 

Waite Carpet Co. 

Walker & Company, Inc., F. T. 
Walker & Heisler, Inc. 

Wechsler, Louis 

Western Felt Works 

Whittall Associates, M. J. 

Wool "O" Company 

Yacobian Brothers, Inc. 


| 10,000 retail buyers of 


RUGS 

CARPETS 
LINOLEUMS 

FELT BASE 

RUBBER TILING 
VACUUM CLEANERS 
CARPET SWEEPERS 
FLOOR WAX 

FLOOR POLISH 
DRAPERIES, FIXTURES 
read RUG PROFITS every month, 


including 

5,456 rug buyers in furniture stores 
2,474 department stores 

244 rug stores 

1,245 general stores 


332 wholesalers 


THOMAS W. BRESNAHAN, BUSINESS MANAGER 


RUG PROFITS 


New York 


420 Lexington Avenue - = 
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Vill 


ADVERTISING MATERIALS 


Typical Direct Mail Campaigns 
Chart for Planning Direct Mail 
Bibliography on Direct Mail 


Premiums and Prizes 
Paper and Envelopes 
Industrial Films 


List of Direct Mail Specialists 
Chart for Paper Selection 
Sources for All Materials 


Advertising Specialties 
Dealer Helps 
Mailing Lists 


FIFTEEN TYPICAL SALES PROBLEMS DIRECT MAIL 


CAN HELP TO SOLVE 


Including Summaries of Actual Campaigns 


The following summaries of actual 
campaigns used within the last year, by 
leading manufacturers in various fields, 
are presented with these purposes in 
mind: 

1. To show the flexibility of the direct 
mail medium and indicate the 
practicability of its application to 
many types of sales problems. 


2. To show how the best campaigns 
are dovetailed with other types of 
advertising and selling effort. 


3. To suggest some workable plans 
for getting salesmen to support 
direct mail, for getting dealers to 
use it, and for solving similar 
problems which are part of every 
direct advertising campaign. 


4. To focus attention of direct ad- 
vertisers and prospective direct 
advertisers on the importance of 
having a definite and systematic 
plan behind the campaign, rather 
than to employ hit-and-miss 
methods. 


5. To give a general idea of what 
constitutes good direct advertising 


as Used by Leading Advertisers 


practice, as demonstrated by con- 
cerns that are, for the most part, 
among the leaders in their fields. 


2 * * n 


1. Winning the Attention of 
the High-class Prospect 
(Cadillac Motor Car Co.) 


One each month for the past thir- 
teen years, the Cadillac Motor Car Co. 
has mailed an unusual piece of direct 
advertising addressed to Cadillac pros- 
pects and more recently, to LaSaile 
prospects. Starting with a mailing list 
of a few thousand, the pieces are now 
directed to more than 175,000 logically 
selected buyers in the United States. 
The 1929-30 campaign is typical. The 
campaign is presented to dealers 
through a large book, in which all 
pieces are illustrated in actual color. 
Text matter and charts clearly present 
the complete campaign, impressing upon 
the dealer the importance of utilizing 
the material to build sales. Mailings 


are made once a month from the home 


office to selected lists supplied by deal- 
ers. The following summary gives a 
bird’s-eye-view of the 1929-1930 cam- 
paign: 

Objective: To cause people to con- 
sider Cadillac instead of other cars in 
the same price bracket. 

a. Affirms and demonstrates Cadillac’s 
preeminence in every measure of fine 
car worth. 

b. Conveys complete and convincing 
information about the Cadillac mech- 
anism and coachcraft. 

c. Stresses the character of the Cad- 
illac as affording assurance of depend- 
able and distinctive performance. 

d. Describes Cadillac performance in 
terms of spirit, speed, smoothness, si- 
lence, and safety, and shows that these 
advantages result from Cadillac’s dis- 
tinctive design. 

e. Capitalizes fully on Cadillac’s ex- 
ceptional provision for safety. 

f. Conveys the impressive story of 
Cadillac luxury in terms of bodily and 
mental ease for the motorist and of 
style and beauty in the car. 

g. Emphasizes Ca/lillac’s high invest- 
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ment value through: the permanence 
of General Motors, Cadillac Motor Car 
Company, and the Cadillac distributing 
organization; the sturdy and long-lived 
construction of the car; the complete, 
nation-wide provision for systemat.c 
maintenance. 

h. Builds up the institutional back- 
ground as a source of strength to Cad- 
illac showing the advantages in engi- 
neering and in price of owning a Gen- 
eral Motors Car; explaining the Na- 
tional Service Policy; describing the 
nation-wide service organization under 
factory supervision. 


Design of Mailings 


a. Colorful and impressive, modern in 
spirit yet dignified and beautiful as 
befits Cadillac. 

b. Formats of formal type, but han- 
dled with freshness and vigor. 

c. Illustrations of the car for style 
appeal, with structural units pictured 
as items in general appeal rather than 
as features of it. 

A chart analysis of the campaign, 
showing progress of mailings, etc., ap- 
pears on this page. A similar cam- 
paign is prepared for La Salle. In 
addition to the general campaigns, the 
company offers four kinds of specialized 
direct mail campaigns, including: 

a. A series of inexpensive three-piece 
new car campaigns for intensive work 
when special sales effort is necessary. 

b. A three-piece used car campaign. 

c. A three-piece campaign on service. 

d. A three-piece campaign on ac- 
cessories. 

These are designed for use when 
special selling effort seems necessary 
in any territory. Campaigns are special- 
ized to the needs of certain groups of 
prospects. One for owner of Cadillac 
car more than a year old and up to 
four years old. Another is for owners 
of other high-priced cars up to four 
years old. A third is for owners of cars 
in the medium priced group. Beautiful 
color work, unusual art effects, dis- 
tinguished papers and modern type 
treatment characterize the whole group 
of mailings. 


[Campaign prepared and executed by 
Evans-Winter-Hebb, Inc., Detroit; all en- 
gravings by Evans-Winter-Hebb, Inc.; 
papers by the following manufacturers: 
Oglesby Paper Company (Bulking Offset); 
Worthy Paper Company (Georgian Cover); 
Louis De Jonge Company (De Jonge Art 
Mat and Crest Enamel); Martin Cantine 
Company (Finefold Enamel and Swans- 
down Enamel); Peninsular Paper Company 
(Tuscan Cover); Chicago Paper Company 
(Foldwell Enamel); Reading Paper Mills 
(Louvain Book); Kalamazoo Paper Com- 
pany (Kalamazoo Offset and Supreme 
Enamel); Michigan Paper Company (Leath- 
erette Folding Enamel and Miller Quality 
Folding); Rex Paper Company (Fortyfold 
Enamel); Strathmore Paper Company (Bay 
Path Cover); Hawthorne Paper Company 
(Wisdom Offset).] 


2. Specializing the Appeal in a 
Many-Contact Market 
(General Electric Company) 


The General Electric Co. in the sale 
of its refrigerator to the large volume, 
larger order apartment house market 
finds contact with seven factors im- 
portant to the sale: architects, builders, 
owners, rental agencies, building man- 
agers, finance companies, tenants. The 
dealer’s salesman may, in some cases, 
make calls on each of these contrib- 
uting factors, or, in other cases, see 
only one factor to secure the order. 
Since G. E. will handle all the details 
of mailing and charge the dealer only 
six cents a name to send a direct mail 


CHART II 


Outline of Cadillac Campaign 


Outline of Message 


Presenting the new Cadillac and giving compléte information about 
improvements introduced in it. Includes. pictures of a few models 
and detailed views of noticeable changes. 


How and why Cadillac is ‘The finest transportation you can buy.” 
The message is built upon the constant advance of the industry— 
the swing in preference toward eight-cylinder performance—and the 
possibility of having genuine eight-cylinder caliber in every detail of 
motoring through Cadillac owngrehip. 


The style appeal in brief and vivacious copy, plentifully illustrated 
by lively and colorful drawings. 


A mailing from the factory which puts the prestige and backing of 


the Cadillac factory squarely behind the local Cadillac distributor, | 


and which emphasizes the many advantages to the purchaser in 


dealing with such a.merchant. It recommends the distributor as the 


wisest place to buy new cars, used cars, service, and accessories. It 
advertises Cadillac and LaSalle indirectly by full emphasia upon the 
merchant who sells them. It will carry the signature of the Cadillac 
Motor Car Company. 

This mailing will be accompanied by a letter from a Cadillac sales executive, 


who, in the course of a personal sales appeal, will identify the local Cadillac 
distributor or dealer by name. 


The message of Cadillac worth told dramatically and briefly in the 
first person, and in a rich and novel format. 


Interpreting Cadillac worth into its many expressions of g 

isfaction with emphasis constantly upon the fact that this total o' 
value—this force of character—cannot possibly be had except in 
Cadillac. Why the influences which produce it cannot be duplicated 
elsewhere, and why no other car can equal the total satisfaction of 
Cadillac ownership. 


Repeating the style appeal at the height of the spring season with 
brief copy but strong emphasis upon Cadillac style, beauty, and 
luxiry, with a direct invitation to enjoy them. 


A restatement of Cadillac’s illustrious record for engineering leader- 
ship and fine styling, citing all current mechanical features and 
drawing the obvious conclusion that only in Cadillac does the 
motorist obtain, in full measure, all that the industry can supply. 


Number and Title Format and Month 
No. 1 Booklet 
The New Cadillac—A _re-inter- Mails in 
pretation of motoring leadership September. 
on still higher planes of excel- 
lence. ‘ 
Ne. 2 Booklet 
Even more than eight-cylinder Mails in 
motoring implies. October. 
No. 3 Folder 
Spirited as a Sports Ensemble. Mails in 
November. 
No. 4 Booklet 
A Merchant of Unquestioned Mails in 
Standing. January to both 
Cadillac and 
LaSalle lists. 
No. 5 Folder 
Tam Cadillac. Mails in March. 
No. 6 Booklet 
Character—One element that can- .Mails in April. 
not be counterfeited. 
No. 7 Folder 
“The Glass of Fashion.” Mails in May. 
No. 8 Booklet 
Always a Mighty Factor in Mails in June. 
Progress. 
The Cadillac mailings are 


illustrated on the following insert 


Both the Cadillac and LaSalle campaigns are laid out in detail in the original 
presentation, to give dealers a comprehensive idea of the scope of the campaign, 


and to show the exact purpose behind each individual piece. 


piece, dealers are urged to pave the 
way for the expensive personal sales 
call with a specialized campaign. The 
mailing of a folder, a booklet and a 
four-page, illustrated letter individually 
addressed to all the factors in the sale 
except the tenant, is the basis of the 
campaign. In the third mailing, the 
opening paragraph is changed to 
specialize the appeal to the topmost 
interest of each of these factors. From 
os point mailings are further special- 
zed. 

A folder dealing with new apartments 
only goes to the owners, architects, 
builders, finance companies, building 
managers. A folder addressed only to 
the owners completes the specializa- 
tion of the appeal to sell new apart- 
ments. For old apartments, another 
folder is addressed to owners and rental 
agents. Then, to add further strength 
to the campaign, an individually ad- 
dressed four-page illustrated letter as 
one mailing and a folder as a follow-up 
are sent to the tenants of old apart- 
ments. Each dealer supplies G. E. with 
names on specially prepared list forms 
differently colored to indicate separate 


prospect classes. 
are handled by the G. E. office. 


All mailing details 
The 


dealer has a record of these names on 
three-by-five inch prospect cards, which 
he uses for follow-up and which must 
stay in his active file until killed for 
one reason or another. Then they are 
sent on to G. E. to correct its list at the 
factory. 

(Campaign prepared and executed by 
Maxon, Inc.; engravings by Wolverine En- 
graving Company, Detroit; papers by 
Beckett Paper Company (Beckett Ripple). 
and Hawthorne Paper Co., Kalamazoo, Mich.; 
(Wisdom Shagbark Wide Laid and Wisdom 
Hand Made); printing by Calvert Litho- 
graph Company, Detroit). 


3. Insuring the Dealer Sales- 
man’s Success by Direct 
Mail Prospecting 
(May Oil Burner Corp.) 


The May Oil Burner Corp. has found 
the ratio between consumers able to 
buy and those buying the Quiet May 
burner, increasing yearly. If the pres- 
ent sales increase continues throughout 
the season, the ratio this year will be 
about one in ten or eleven. The fact 
that the company has been able to 
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EIGHTEEN MILLION 


RATED FAMILIES 


Available for those whose 
product reaches the home 


18,000,000 non-duplicating names. 


The largest commercial list available but ex- 
tremely flexible in the selection of special pros- 
pects for any product. 


Covers every post office in the United States. 
Compiled by street and number in towns over 
50,000 population, thus permitting coverage 
of selected streets or neighborhoods. 


Towns grouped by county and state to facili- 
tate preparation of permit material for bulk 
rate mailings. 


Reaches more than 65 per cent of the families 
of the United States, representing approxi- 
mately 85 per cent of the consumer buying 
power of the nation. 


Each name keyed to indicate the buying habits 
of that particular family. 


Supported by a statistical service showing the 
exact coverage in each community. 


Recompiled completely each year—not merely 
corrected. Previous year’s list is scrapped. 

Constant correction during the year by re- 
moval of ‘‘nixies,’’ detected through the mail- 
ing of more than one hundred million pieces. 


Used by hundreds of the largest merchandisers 
of the country for promoting the sale of every 
conceivable commodity, specialty and service 
from a 10-cent bar of soap to a $10,000 auto- 
mobile. A splendid medium for sampling by 
mail. 


Save Money Through Donnelley’s 
Complete Service 


Users of Donnelley’s Direct Mail Advertising 
Service need not purchase the list. They have 
the advantage of making it work for them at 
a mere rental cost. The advertising service 
includes all phases of mail campaigns: market 
analysis, planning, art work, copy, printing, 


facsimile letters, addressing and mailing. 
Distinctive individual sales-making campaigns 
are designed especially for dealer advertising 
programs—a special Donnelley plan that is 
making sales history for many outstanding 
national advertisers. 
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convert so many possible buyers into 
customers is due in large part to the 
systematic cultivation of possible buyers 
through direct advertising, coordinat- 
ing this work with great care and pre- 
cision, with the work of the salesmen. 

Prospects are considered “able to 
buy” when: they have the necessary 
money; they own the home in which 
they live; the home has a central heat- 
ing plant; the home has no automatic 
heating device of any kind. As applied 
to such a selected list of prospects. 
direct mail must solve two problems. 
First, it must sell the idea of automatic 
oil heat. Second, it must sell the Quiet 
May burner against all competitive 
makes. Mailing pieces designed to ac- 
complish the first objective are sent 
out over the company name. Those 
designed to accomplish the latter ob- 
jective are identified with the local 
dealer. 

So effective has been the mail culti- 
vation of those able to buy that the 
company now requires every dealer to 
use the direct advertising campaign on 
every prospect. An “advertising tax” 
is set up, and the dealer pays this tax 
on every burner in his quota. This 
amounted to $8 a burner in 1930, 
against $10 a burner in 1929. 

The backbone of the campaign is a 
monthly mailing of a _ sixteen-page 
house organ, “The Modern Home”, 
which is designed primarily to sell auto- 
matic oil heat, and secondarily, to sell 
the Quiet May. This goes to all names 
on the list every month. Prospects are 
then divided into forty groups, to corre- 
spond with the forty weeks in the year 
in which mailings are made. Group by 
group, the names then receive a four- 
piece campaign: Number One reviews 
and recapitulates the idea of automatic 
oil heat and offers proof that the Quiet 
May will automatically heat the home 
in the most dependable manner. Num- 
ber Two attacks the problem of cost— 
both from the standpoint of installa- 
tion and operation. Number Three 
sells the idea that the Quiet May re- 
quires a minimum of service, but that 
when service is needed, it is available. 
Number Four is a personal letter from 
the president of the company to the 
prospect, designed to sell the dealer. 

Every Monday morning a “tip sheet” 
is laid on each dealer’s desk, giving 
the names of the prospects who have 
received the campaign. This is sup- 
plied in duplicate, and the dealer is 
required to return one copy reporting 
fully on the results of the salesman’s 
visit to each buyer. These comments 
are especially helpful, the company 
reports, in designing the direct mail 
pieces, since they show so clearly just 
what types of resistance the salesmen 
are called upon most often to meet. 

When salesmen report that they have 
been unable to sell prospects but think 
the buyer may be in the market later, 
the home office follows up the prospect 
at the date the salesman signifies and 
again sends a “tip sheet.” 

The company emphasizes, as vital 
factors in the success of this method 
of working prospects, the care with 
which the list is built, and the amount 
of training and supervision exercised 
over the dealer to see that the proper 
care and intelligence are used in ap- 
plying the direct mail advertising to 
their selling problems. 

(Campaign prepared and executed by 
May Oil Burner Corporation; printing by 
Birge Grandbois & Company, New York; 
engravings by Rogers Engraving Company, 
New York; paper by S. D. Warren Company 


ate a White Silkfold and ‘Warren’s 
berland Postcard). 


4. Culling the Cream of the 
Consumer Inquiries 
(Armstrong Cork Company) 


For thirteen years, the Armstrong 
Cork Co. has been using color pages 
in women’s magazines, home magazines 
and general weeklies to sell the idea of 
linoleum for home floor coverings. In 
the words of the firm’s advertising 
manager, “We use direct mail adver- 
tising as a sharp-shooting operation 
upon those whom our barrage of gen- 
eral advertising has driven from 
cover ... we are not trying to get 
as many inquiries as could possibly be 
had, but rather, we are employing a 
selective process which encourages only 
those magazine readers to write us who 
are sufficiently interested in the deco- 
ration of their homes to read through 
one of our advertisements to the very 
end of the text, where our offer is some- 
what buried. We are using direct mail 
to do that selling job rather than turn 
the leads over to our dealers, primarily 
because our Bureau of Interior Deco- 
ration can give a more complete service 
than can the usual linoleum retailer, 
and because we are more interested in 
developing the use of our product than 
the dealer, who is selling a multitu- 
dinous variety of merchandise.” 

Briefly, here is the process Armstrong 
uses to develop an inquiry into a sale: 

a. Inquirer receives copy of “New 
Ideas in Home Decoration,” by Hazel 
Dell Brown, head of Armstrong’s Bu- 
reau of Interior Decoration. Approxi- 
mately 5,000 men and women get this 
booklet every month. Book shows col- 
lection of beautiful interiors in color, 
discusses importance of color in home, 
color plates show effects which can be 
achieved through various combinations 
of materials. Ends with offer of Mrs. 
Brown’s specialized service. To get 
this, the home planner draws a floor 
plan on a form provided and fills out 
a questionnaire about the specific room 
she is decorating; its dimensions, ex- 
posure, wood trim, description of fur- 
niture she now has, type of house, etc. 

b. When questionnaire comes in, the 
Bureau of Interior Decoration assem- 
bles swatches and samples of wall pa- 
per, drapery, woodwork finish, and lin- 
oleum recommended to meet each 
prospect’s stated needs. The samples 
are clipped together with a lithograph 
of the linoleum recommended. Some- 
times alternative decorative schemes 
are provided. Material goes first class 
mail, with specially dictated letter com- 
menting on selections, etc. 

c. Dealer tie-up: in the letter to the 
prospect a card is enclosed on which 
is printed or typed the names of all 
the company’s good dealers in the vicin- 
ity. A copy of the letter goes to the 
dealer the company considers most 
likely to follow up the inquiry with a 
personal offer of service. 

d. Several months later, the company 
sends a questionnaire to prospects to 
check up on returns. One recent 
check-up showed the following returns: 
less than 15 per cent of the inquiries 
were lost to the company as customers; 
375, or nearly 60 per cent, had already 
bought and installed linoleum floors, 
thirteen of them over the whole house 
and 158 in rooms other than the kitchen 
and bathroom, which represented the 
entire market before the company 
started advertising thirteen years ago. 
Many reported that they will or may 
use linoleum later. 


(Lithography on linoleum samples in 
“New Ideas in Home Decoration” by Rus- 


ling Wood, Inc.; color engravings by Ster- 
ling Engraving Co.; engravings of pattern 
color plates by Master Color Engraving Co.; 
Graphic Arts Engraving Co, and Photo 
Chromotype Engraving Co.; other color 
engravings by Graphic Arts Engraving Co.; 
printing by William F. Fell Co.; paper by 
S. D. Warren Co., Warren’s Lustro.) 


5. Getting Dealers to Follow 
Through on Direct Mail 


A manufacturer of a relatively high- 
priced office specialty achieved an un- 
usual degree of success with a direct 
mail campaign through offering dealers 
a 60 per cent rebate on the cost of the 
campaign after each prospect had been 
called on twice by the dealer or his 
salesman. Under this plan, dealers 
developed 15 per cent of the names 
worked into prospects and closed more 
than half of these in sales running 
from $38 to $1,500 each. For every 
thirty names worked, there developed 
six to fifteen hot prospects for future 
business. One dealer reported ten sales 
out of the first sixty names worked; the 
poorest return reported was eighteen 
sales out of the first 420 names. The 
campaign consisted of four general ap- 
peal pieces in two colors, followed by 
from one to seven individualized pieces 
chosen by the dealer on the basis of 
information garnered about the pros- 
ng problems in the salesmen’s two 
calls. 


6. Personalizing and Localizing 
the Mail Campaign both to 
Prospects and Salesmen 
(White Company) 


The White Company, truck manu- 
facturers, sell direct to the customer 
through factory branches in some cities 
and through dealers in others. The 
salesman and prospect are both trained 
business men. Prospects are culled 
with care sufficient to justify the ex- 
pense of the direct mail pieces having 
the prospect’s name printed thereon. 
That the correct impression may pre- 
cede the call of the salesman, direct 
mail pieces feature his local office, 
whether it be a factory branch or a 
dealer’s showroom. To impress the 
salesman with the care the White 
Company is taking to pave the way for 
him, he is sent special mail pieces dis- 
cussing his part in the campaign. 
Each of these is printed with the 
salesman’s name. 

The campaign to prospects consists 
of three mail pieces of two or more 
colors. Mailings are sent at intervals 
of about ten or eleven days to eight 
groups of prospects in succession to 
carry through three months. The 
first mailing piece, a folder, has the 
prospect’s name imprinted. It is fur- 
ther localized with the name and ad- 
dress of the factory branch or the 
dealer. Another folder, again person- 
alized and localized, serves for the 
second mailing. The third mailing 
is a four-page illustrated letter with 
extra flap on which is printed a pic- 
ture of the dealer’s showroom or the 
factory branch. The letter has the 
personal typewritten name and address 
fill-in. 

The factory branch salesmen are ex- 
pected to cover eighteen prospects 
every ten days. To keep them up to 
the schedule they are sent eighteen 
prospect cards, filled in with the pros- 
pect’s name and address, as soon as 
these eighteen names have received 
the third mailing. Each salesman has 
room on the card to report the prog- 
ress of his interview, thus supplying 
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HE actual process of producing photo-engrav- 

ing is technical. It requires skilled craftsmen. 

The Powers organization not only has the 
very best craftsmen but it has provided these crafts- 
men with exclusive machinery of its own design and 
manufacture which not only speeds production and 
produces better photovengraving but also lends to 
more pleasant and sanitary shop conditions. 


Behind these craftsmen stands an organization built 
solidly on more than twenty-five years of experience 
in servicing discriminating buyers. The Powers Com- 
panies do not boast of “‘salesmen’’ but maintain a 
staff of highly trained contact men each schooled 
to service his own particular market whether it be 
advertising agency, publisher or printer. 


A Powers contact man will be most pleased to 
consult with you on your photo-engraving problems. 


Three complete plants for your service day 
and night. 


> oS 8 8 8 8 8 88 8 t Cee se ee ee 


The Powers Engraving Companies cordially invite those interested in modern 
reproduction to inspect an entirely new development in the method of photog. 
rapby and etching. 

Appointments can be made by telephoning any of the three Powers offices. 
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ILLUSTRATE 
AND SELL 


Illustration by courtesy of Japan Tourist 
Bureau, through the Wendell P. Colton 
Company 


Three complete Powers Plants for day and 
night service 


POWERS REPRODUCTION CORP. 
205 West 39th Street 
New York City 


Telephone Pennsylvania 0600 


v 


POWERS PHOTO ENGRAVING CO. 
216 East 45th Street 
New York City 


Telephone Murray Hill 5900 


vy 


POWERS PHOTO ENGRAVING CO. 
154 Nassau Street 
New York City 


Telephone Beekman 4200 
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excellent information to keep the mail- 
ing list up to date. Coincidently with 
mailings to prospects, the salesman re- 
ceived about twelve mail pieces, im- 
printed with his name, telling him just 
how to use the direct mail campaign 
and how to work his prospects. 

Prospects of dealers receive the same 
mailings. The dealer himself, however. 
is expected to watch over his salesmen 
and make them coordinate their selling 
effort with mailings. The dealer is 
supplied prospect name forms. He pays 
about half the cost of the campaign, 
namely ten cents a name a mailing, 
and can submit no less than fifty 
prospect names. 


(Campaign prepared and executed by 
Electrograph Company, Detroit, and White 
Company advertising department; printing 
by Doyle & Waltz Printing Company, Cleve- 
land; engravings by Mugler Engraving Com- 
pany and Caxton Company, Cleveland; 
paper, Oxford Folding Coated and Warren’s 
Adfold.) 


7. \Vinning the Dealer's Inter- 
est in a New Product 
(Pyrene Mfg. Company) 


In introducing a new tire chain, the 
Pyrene Manufacturing Co. used a three- 
way campaign to 20,000 automotive and 
hardware supply dealers, combining 
general trade publicity, direct mail, and 
calls by salesmen. The direct mail cam- 
paign was designed to accomplish two 
objectives: introduce the new product 
to the dealer, and sell him on the idea 
of using dealer helps. 

The first four pieces of direct mail 
presented facts about the new product; 
the last two showed the dealer how he 
could build volume sales on the product 
if he used the helps available. 

More than 8 per cent of the dealers 
addressed returned business reply cards. 
Dealers in towns of 50,000 and over were 
offered a neighborhood list service as 
part of their dealer help campaign. 
Small town dealers could have neigh- 
boring towns canvassed thus. Dealers 
were offered a three-piece post card 
campaign at a cost of five cents a name. 
Pyrene imprinted the dealer’s name 
and address and a ten-word advertising 
message. Pyrene salesmen received 
cards made out for every dealer in their 
territories who had asked for informa- 
tion and those who had ordered the 
mailings; few cold canvass calls were 
made. Jobbers’ salesmen were supplied 
with large size portfolios in which the 
details of the campaign were completely 
presented. The whole campaign brought 
results satisfactory enough to warrant 
the company’s planning to repeat it in 
the Summer and Fall of 1930 on a 
larger _scale. 


(Campaign prepared and executed by 
Sales Extension Division of Ketterlinus, 
Philadelphia; engravings by Philadelphia- 
Weeks Photo Engraving Company; paper 
by Wm. C. Hamilton & Sons, Miquon, Pa.) 


8. Interesting Prospects in the 
Farm Field 
(Delco-Light Company) 


Because direct advertising is regarded 
as such an effective means for increas- 
ing the productivity of salesmen, Delco 
Light men must be consistent users of 
the direct mail matter provided by the 
company, before they are eligible for 
any of the prizes listed in the Delco- 
Light Foundation merchandise cata- 
logue. A highly selective method for 


circularizing prospects is employed. 
Each month only the ten best farm 
lighting plant prospects and ten best 
electric water system prospects each 
man intends to call on immediately, 
receive mailings. Dealers and sales- 
men select their own best prospects 
from month to month and send the list 
to the factory for mailings. A charge 
of $2 a month is made for circularizing 
the twenty names thus furnished with 
three mailings. This method, accord- 
ing to company officers, has the fol- 
lowing advantages: a. Makes sales- 
men plan their work in advance; 
b. gives the company a check on their 
activities; c. insures the use of the 
mailing pieces; d. prevents wasteful 
mailings; e. through the charge for the 
service, it makes the men appreciate 
the value of the service. 

For convenience in furnishing names, 
the company sends each dealer and 
salesman each month, a two-way self- 
mailer folder on which the names and 
addresses can be listed. Notices are 
sent dealers and salesmen when the 
second of the three mailings has been 
sent out (the third goes a week later). 
Because the farmer normally places a 
lower valuation on his produce than on 
money, costs of operating Delco sys- 
tems are often stated in terms of pro- 
duce. One mailing piece, for instance, 
points out that the cost of a Delco- 
Light plant amounts to the value of 
three eggs a day, or a cup of cream, or 
a pound of cotton. 

The company emphasizes the impor- 
tance of high quality in making these 
mailings effective. “Many advertisers 
are still circularizing the farmer with 
lurid red and black circulars on news- 
paper stock and trying to make him 
believe they’ll give him something for 
nothing,” a Delco official states. “They 
apparently think the farmer is what 
they interpret the term hayseed to 
mean. We know he isn’t.” 


(Campaign by Delco-Light advertising de- 
partment and The Geyer Company; printing 
by Thompson Printing Company, Dayton; 
art work by Sales Art Company, Cincinnati; 
engravings by Ditzel Studios, Dayton.) 


9. Direct Mail as the Backbone 
of a Special Sales Drive 
(Memphis Furniture Mfg. Co.) 


More than fifty carloads of furniture, 
orders totaling in excess of $100,000 at 
wholesale prices, were moved in a 
special campaign conducted by the 
Memphis Furniture Manufacturing 
Company this Spring in a special drive 
designed to get sales in carload lots. 
Winning close cooperation from dealers 
was the keynote of the campaign. Such 
telling emphasis was laid on the plan, 
through which dealers could move 
stock, that, with but one or two excep- 
tions, every dealer who took part in the 
special drive cleared his stock. Since 
the company sells almost exclusively in 
the smaller cities and towns of the 
South, the campaign was designed with 
the special needs of small-town dealers 
in mind. Through conferences among 
the sales force, the pieces of furniture 
to be included in the special carload 
offered, were chosen, based upon normal 
style and quality demands. A giant 
broadside forty-four by ninety-six 
inches, in four colors, introduced the 
campaign to dealers. This was carried 
by the salesmen, instead of mailed. 

The price of the carload was set at 
$1,800—a big purchase for a small-town 


dealer. To minimize the price consid- 
eration and to lay special emphasis on 
what the dealer was getting for his 
money, every individual piece of fur- 
niture in the carload was pictured in 
the broadside—a total of 236 pieces. 
For instance, four dozen breakfast- 
room chairs to retail at $1.11 were in- 
cluded in the carload, and forty-eight 
separate illustrations appeared in the 
broadside, rather than a single picture 
with a caption saying there were four 
dozen. This lavish display was espec- 
ially effective in meeting price objec- 
tions. For his resale plan, the dealer 
could choose newspapers (where they 
were available), direct mail, or both. 
Booklets furnished at $30 per 1000 were 
used by every dealer who took the offer. 
The campaign, called the “1930 Furni- 
ture Review Week,” was not offered to 
customers as a “sale” but as an invita- 
tional exhibit. As reported by both 
customers and dealers, one of the most 
effective features of the campaign was 
that the illustrations used in the book- 
let were actual pictures of the mer- 
chandise on sale. Booklets and price 
tags given dealers carried a picture of 
the window display furnished to him 
to promote the “week.” Extra tags 
were furnished to enable the dealer to 
add to the special carload any other 
pieces of furniture already in stock. 
The campaign will be repeated this Fall, 
with elaborations. 


(Printed by S. C. Toof & Co.; engraving 
by Memphis Engraving Co.; paper for 
broadside, Oxford 80-lb. folding enamel; 
een for booklets, 70-lb. Oxford North 

ar. 


10. Covering a Thin Market 
with Few Salesmen 
(Horace G. Preston Co.) 


The Horace G. Preston Co., manu- 
facturers of leather packings to the 
order and specification of users, carries 
no stock. The only customers and pros- 
pects are manufacturers of the types of 
machinery in which leather packings 
form necessary parts, and users of these 
machines who ultimately need leather 
packings for replacement purposes. 
There are about 4,000 prospective pur- 
chasers of high grade packings in the 
entire country. Some of the company’s 
present customers have been using 
Wear Well packings for as much as 
thirty years and have never received a 
personal call from a salesman of the 
company. Salesmen are used in only 
a few large trading centers where the 
largest accounts are located. 

All other prospects are cultivated 
through the mails. Four mailing pieces 
@ year constitute the usual campaign. 
Though the product is technical, the 
advertising is handled from the non- 
technical point of view. Emphasis is 
laid on quality printing and pieces are 
usually in four colors. The theme for 
most of them is the long-run economy 
of high-grade packings, from the stand- 
point of savings in replacements, shut- 
downs, etc. The cost of the four pieces 
for the 1930 campaign—two broadsides, 
a booklet and a folder—in the mail, is 
about $2,700. The advertising for this 
company must pay its way because the 
company must receive inquiries, details 
and specifications, before it can makes 
sales. By far the bulk of the company’s 
business is done through the mail. 


(Campaign material and printing by 
Speaker-Hines Printing Co.; engravings by 
Wolverine Engraving Co.; paper by Butler 
Paper Co.—Forty-Fold, 25x38, 200 1b.) 
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HE native American of simple wants, with an in- 
_ spiration born of a communion direct with rugged 
- Nature before the white man crossed his path, cre- 
n- ated a distinctive art and culture out of his leisure. 
re The essentials of present-day civilization are dependent 
ny upon earned income and reserve capital; business is the 
sustaining patron. 


es, “Sterling” is a photo-engraving and commercial art insti- 
tution — printing plates in all processes. 


STERLING ENGRAVING COMPANY, NEW YORK, N.Y. 


EAST PLANT, 304 EAST 45 STREET—VANDERBILT 7661-6 * WEST PLANT, 475 TENTH AVE.—MEDALLION 1900-5 
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‘ON THE TOP’? CAMPAIGN 
OUTDOOR IEWSPAPER 1 MAIL TO STORE AND WINDOW COMMERCIAL 
ADVERTISING ADVERTISING METER LISTS PHYSICIANS years leere ORGANIZATION DISPLAY ACTIVITY 
“Questi Arrange General Electric 
Mail ond Aw P Refrigerators on the dis 
General Electric Refriger- Local newspapers carry ad- swers” folder, Form SP-39, Mail Ekroth book, Form Begin of Establish quotas and com ae rig ee Familiarize campaign lead 
FEBRUARY ator 24-sheet poster goes on vertisements of the Gen- or Simplified Electric SP.83, to physicians with seguaieation ot eye mission system for the May- oe ers with apartment house 
the boards. ic Refri Refri ion insert, Form a iate letter. homatic pronpost Shes, activity.” a angel eon and water cooler markets. 
eral Electric os sert, pPpropri a June activity. windows with the monthly 
ae display poster. 
Mail “A Suggestion to 
Homemakers,” F SP. iT Train lified sali 
General Electric Refriger- Local newspapers carry ad- os Operate “The Five Proe Soetses cine ame 8 ae 
MARCH ator 24-sheet poster goes on vertisements of the Gen- ingen pect Plan” to get names Post broadside “An Offer eee set aeae tne = ee or cone 
the boards. eral Electric Refrigerator. Mail “Is There Something foomn present wees. to All Employees.” display frame and March ment house and water 
7 Missing?” folder to appli- poster. cooler markets. 
ance users. 
> Mail illustrated letter-fold- Conti indow and 
General Electric Refriger- Local newspapers carry ed- Mail “TroubleFree” and eins OCA 6 slot Mail accessory folder, Hold initial organization teen pati gp tie Complete market surveys 
APRIL stor 24-shest poster goes 6a ventemmante a the Gone a eae te cioeaeall daen wits pgeconsians let “Here’s Something You'll meeting, or meetings, on display fais and the He 2g oe ee 
the boards. eral Electric Refrigerator. inserts. RE i a Like,” to refrigerator users. | April 22nd. April poster. 
Operate the “Timely Pros- 
pect Plan,” offering the 
lectric clock to present . 
A special campaign poster Beginning May 6th, local pitt $7 a Giciesd Elec Operate “Cross Country Make special window and Operate the Apsttment 
featuring the General Elec- newspapers carry special Mail “Easy to Own” folder tric Refrigerator. Sales Contest” or similar store waa pea using the House Cuniedlin aad We 
MAY-JUNE tric Refrigerator goes on advertisements for the “On to selected prospects. method of awarding prizes special ‘On the Top Wasae: Coolse: Comeau 
the boards. the Top” Campaign. Operate “The Telephone to retail salesmen. Campaign display frame iii 
Campaign” to supplement poster. 
the efforts of your retail 
salesmen. 


GENERAL @ ELECTRIC 
Refrigerator 


The most successful advertisers are continuously pointing out that a large amount of credit for returns on specific 
campaigns must be attributed to the “‘synchronization”’ of many different kinds of advertising with intelligent personal 
sales effort. This chart shows how General Electric’s ““On the Top”? campaign was! knit closely together. 


ll. Getting Inquiries and 
Breaking Resistance for a 
High-Priced Specialty 
Todd Company) 


A three-piece direct mail campaign, 
consisting of a processed letter, a port- 
folio and a booklet, has brought un- 
usually fine results for the Todd Com- 
pany in building sales on a check- 
signing machine. Signer sales to direct 
mail advertised prospects were doubled 
in six months, the 100 per cent in- 
crease being credited to the Robot cam- 
paign. Additional interest attaches to this 
record through the fact that the Robot 
campaign had an opportunity to oper- 
ate only a little over two months of the 
second six months’ period. The cam- 
paign seems especially successful in 
getting the attention of key executives. 
A big insurance company order was 
obtained by releasing the campaign to 
several officials at one time. A leading 
Chicago newspaper, solicited unsuccess- 
fully for three years, bought a machine 
after executives received the Robot 
campaign. One of the bizgest Mid- 
West utilities, an eastern railway or- 
ganization, and several state govern- 
ments are other buyers whose sales 
were directly traceable to the direct 
mail material. 
picked by the Houston office to receive 
the Robot campaign, the salesman re- 
ported seven sales, four “dead” pros- 
pects, and one prospect still being 
worked. In business this amounted to: 
signer sales, $2,100; Century check- 
writer sales, $285.75; check sales, $5,- 
045.50; Super-Speed sales, $485; and 
Forgery bond sales, $2,534.50. 

The first mailing piece—the letter— 
was designed only to get attention for 
the portfolio to be sent later. The 


Out of twelve prospects © 


portfolio contains one folder which de- 
scribes the machine, goes into its 
safety features, etc. The other pic- 
tures some distinguished users of the 
machine. The title of the portfolio is 
“Enter ‘Robot’ the new executive.” The 
third piece, an impressive cord-tied 
folder, is entitled, “Are You Tied to 
Your Desk?” Special letters, on special 
illustrated letter forms, are used on 
prospects that show unusual resistance. 

(Printing by Canfield & Tack, Rochester; 
engravings by Hurst Engraving Company, 
Rochester; papers as follows: Robot port- 
folio cover, 80 1b. tan Buckeye Cover; Robot 
folder, 80 lb. white Art Mat; mailing en- 
velope for Robot portfolio, 50 lb. tan Buck- 
eye Cover Antique; distinguished endorse- 
ment insert, 100 lb. white Art Mat; ‘Are 
You Tied to Your Desk?’ cover, 70 lb. 
Charcoal Book Golden Brown; inside, same 
folder, 80 lb. tan Rittenhouse Laid; mailing 
envelope for “Are You Tied to Your Desk?” 
65 lb. buff Hammermill Cover Ripple Fin- 
ish; letterheads lithographed by Todd Com- 
pany; letters processed by Todd on address- 
ing multigraph; campaign planned and 
copy-written by advertising department, 
Todd Company.) 


12. Selling a Service 
(United Business Service) 


The United Business Service, through 
which business men are supplied with 
business and financial information, is 
sold exclusively by mail. The cost of 
the service is $50 a year, or $26 for six 


-months, and the company has more 


than 5,000 active clients. The mail 
advertising for this company must do 
the following jobs: 1. Reach the indiv- 
idual prospect who can use the service 
to advantage. 2 Interest him to the 
extent of paying, in advance, $26 for 
twenty-six months’ service. 3. Collect 
the $26 if the prospect has been sold on 
an approval basis of some sort. 4. Keep 
the prospect sold during the period of 
his subscription. 5. Obtain his renewal 


at the end of the original subscription 
period. Returns jumped 35 per cent 
when the company started selling the 
benefits to be derived from the use of 
the service, rather than telling, in its 
advertising, what the service is and how 
it is gathered and presented. One let- 
ter has been used for six years and 
every mailing has brought back a prof- 
itable return. 


“This letter is mailed first class,” ac- 
cording to Paul Babson, president of 
the company. “We always experienced 
a substantial drop in replies when we 
tried third-class. We use a meter in- 
dicia rather than a stamp—we’ve made 
dozens of tests on this point, and in 
practically every case the meter indicia 
has outpulled the stamp, the average 
gain being ten to fifteen per cent. Tests 
with Government stamped envelopes 
have placed them better than stamps, 
but not as good as the meter. For 
our investment service mailings, sent 
largely to individuals rather than busi- 
ness concerns, we have found a white 
monarch size envelope with regular 
stamp and no corner card has shown 
up slightly better than any other. This 
letter is filled in as well as we know 
how. We use some trial letters without 
@ personal fill-in, but in most cases our 
cost a trial letter is higher rather than 
lower when we try to save a few dollars 
on production cost. The reply card is 
a Government postal with a complete 
typewritten fill-in. This is expensive— 
$16.50 a thousand—but we have tried 
several times to cut the cost and in 
every case our cost a reply has been 
higher rather than lower when we did 
so. Through our regular trial mailings, 
we have been able to buy trials at about 
$2.50 each, and turn them into orders at 
a final cost of between $35 and $40. 

One of the most satisfactory methods 
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UNVARYING 
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The 


CUNEO PRESS, Inc. 
CHICAGO 


NEW YORK 


THE CUNEO PRESS, Inc. is a vast organization where 
quantity production is always dominated by a policy 


of exacting high quality. 


Whether your printing requirements are for runs of 
a few thousand or several million—whether you are 
interested in catalogs, direct mail, publications, 
edition binding or rotogravure, you will find Cuneo 
facilities are not excelled for prompt, efficient and 


economical service. 


Inquiries on individual jobs, or yearly requirements, 


are solicited. 
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of sales presentation has been one 
month’s free trial. After the reports 
have been sent on this plan, for a few 
weeks, a series of six follow-ups spaced 
two weeks apart are mailed. The “ex- 
trial” list has proved to be one of the 
best mailing lists for later direct sales 
mailings. The cost of renewals is very 
small so the average cost an order over 
a@ year’s period is much less than the 
above figure. The company also uses 
two folders, designed for the same pur- 
pose, but their appearance, size, color 
scheme and content is different. Both 
do their jobs well, but one outpulled 
the other six per cent on preliminary 
tests, with the result that the company 
will probably try out one folder as a 
follow-up for the other, on the supposi- 
tion that one appeals to one type of 
man, the other to another. 


(Printing and multigraphing by T. O. 
Metcalf Co., Boston). 


13. Paving the Way for the 
Salesman to Solicit 
the Dealer 
(Richfield Oil Corp.) 


The Richfield Oil Corporation of New 
York, in an effort to win new dealers, 
put on a five-piece, two-color folder 
mail campaign. The campaign was in- 
tended to make it easier for the sales- 
man by doing much of the “telling” of 
Richfield’s prestige, thus leaving only 
the “selling” to the salesman. To have 
a psychological effect on the distribu- 
tor’s salesman, each was sent the mail- 
ings as they were issued to the dealers. 
To coordinate sales calls with direct 
mail effort, distributors were notified of 
the mailing dates. Thus the first two 
pieces were mailed June 2 and 5. By 
the time the third mailing was sent, 
June 14, each distributor endeavored to 
have all the prospects in his territory 
covered. Between the fourth and fifth 
mailing, June 19 and June 24 respec- 
tively, another opportunity was given 
the salesman to call again. After the 
final mailing, follow-ups were made 
until prospects signed up, or were defi- 
nitely dead. Each distributor was sup- 
plied with a portfolio explaining and 
showing sample pieces of the campaign. 
The inside rear cover of the portfolio 
had a pocket containing a supply of 
mailing list forms to be filled out and 
sent to the Richfield home office. These 
were classified into three divisions, dif- 
ferently colored to prevent error. One 
list contained the names of the dis- 
tributor’s salesmen. Another his pros- 
pects. And a third his active dealers, 
who were also to receive the campaign 
to stimulate them to further activity. 

(Campaign planned and executed by 
Sweetland Advertising, Inc.; engravings 


by Powers Reproduction Corp.; paper by 
Dill & Collins, Printflex, 100 lb. coated.) 


14. Reaching Industrial Buy- 
ers in Divers Markets 
(Bakelite Corporation) 


The Bakelite Corporation product 
has many applications in many indus- 
tries. To stimulate inquiries in eight 
industries and yet stay within a nom- 
inal cost, the Bakelite direct advertis- 
ing campaign for the entire year was 
designed, written and printed in one 
job. The campaign totaled 275,200 
pieces, 139,400 of which were govern- 
ment postal cards, printed in 48 lots 
in four colors and gold; 67,800 folders 
in three colors and sixteen lots; and 
68,000 copies of four different house 
organs. Thus to each industry is sent 


1930 DIRECT MAIL CAMPAIGNS THAT DENETRATE 
EVERY SECTION OF YOUR MARKET FOR 


GENERAL @ ELECTRIC 
COMMERCIAL REFRIGERATION 


GENERAL PURPOSE MAILING 


Form No. SP-224 


The cost of these mailings to 
distributors and dealers is six 
cents per name per mailing 


Booklet entitled ‘‘General Electric 
Reaches Everywhere to Safeguard 
Health.” Sells electric commercial 


refrigeration, shows the full line 
and builds prestige in your market 


For mailing to your entire list of 


sa] 
‘cial pr 


> it is the first 


4 


piece in all campaigns to the following groups of commercial pros- 
pects and is followed by additional mailings as indicated below. 


COMMERCIAL PRESSURE WATER BOTTLE WATER ICE CREAM MILK 
CABINETS COOLERS COOLERS CABINETS COOLERS 
MAILING NO. 1 MAILING NO. 1 MAILING NO. 1 BOOK FOR DESCRIPTIVE BROAD- 
Form SP-225-1 Form SP-223-1 Form SP-217-1 MANUFACTURERS SIDE 
A folder that tells how the Form SP-218 Form SP-230 


A folder that telis your 

rospects how General 

Electric Commercial Re- 

frigeration saves him mon- 

ey and increases his earn- 
ings 


MAILING NO. 2 
Form SP-225-2 
Photos of installations are 
an important feature. The 
folder stresses the climina- 
tion of all worries about 
refrigeration 


MAILING NO. 3 
Form SP-225-3 


A novel and attractive mail- 
ing piece that telle why 
General Electric offers “the 
greatest dollar value in 
electric refrigeration” 


MAILING NO. 4 
Form SP-225-4 
An illustrated letter-folder 
with a personalized letter 
to selected prospects on 
age 


This folder shows your pros- 

pect the value of a water 

cooler in health, efficiency, 
and good will 


MAILING NO. 2 
Form SP-223-3 
A folder that demonstrates 
three ways in which the 
new General Electric Water 
Cooler renders better serv- 
ice 
MAILING NO. 3 
Form SP-223-3 
An illustrated letter-folder 
with a personalized letter 


to selected prospects on 
‘age One 


bottle cooler saves steps. 

Spread of folder is exactly 

same size as floor area oc- 
cupied by cooler 


MAILING NO. 2 
Form SP-217-2 
Another folder features the 
advantages of this product 
and its acceptance by thou- 
sands of offices, stores, and 
banks 


MAILING NO. 3 
Form SP-217-3 
An illustrated letter-folder 
with a personalized letter 
to selected prospects on 
Page One 


MAILING NO. 4 


Form SP-217-4 


An unusually attractive 

booklet that helps you sell 

the bottle water cooler to 

offices, banks, and stores. 

Can also be used for distri- 

bution through bottle wa- 
ter companies 


A practical book: that will 
gain the interest of every 
ice cream manufacturer 
with its appeal of lower dis- 
tribution costs 


Convinces dairy farmers of 
the need for quicker and 
more efficient cooling of 


Ly 
Public Institutions 


TO TO TO TO 
Following Prospect Lists Following Prospect Lists Following Prospect Lists Following Prospect Lists Following Prospect Lists 

8-A Grocers 5-A Store Managers 4-A Building Manag: 1-A Manuf 6-A Retail Creameries 

Ls olchirecatial 5-B Manufacturers 4B Bottlers 7-B Retail Stores 6-B Dairy Farmers 
8B Hotels 8-C Shake 4C Store Managers 

lespitals 

earn ceeots Public Institutions 
8-C Schools 

Hospital 


General Electric gives dealers this direct mail advertising plan to tie up with 
sales effort on commercial refrigeration in the various markets. The mailings 
are specialized by products, and the prospects who are to receive each set of 


mailings are indicated. 


a mailing every month, in this order: 
postal, house organ, postal, folder, 
postal, house organ, postal, folder, pos- 
tal, house organ, postal, folder. The 
folders and house organs, aside 
from their selling job, serve to bring 
to the prospect an information blank. 
Properly filled out, this enables the 
prospect to obtain the expert advice 
of Bakelite engineers. If they see a 
use for Bakelite in the prospect’s prod- 
uct, the lead is turned over to the 
salesman, who then contacts either 
personally or by letter. 

The house organ contains pictures 
and descriptions of the current appli- 
cations of Bakelite and is sent to all 
industries. Folders are specialized to 
each industry. The campaign to the 
automotive manufacturers, for instance, 
carries this headline: “One specifica- 
tion that every automobile manufac- 
turer should make.” The photograph 
adjoining this headline shows a car 
running in mountainous country. The 
center spread presents by photograph 
and caption paragraph the many parts 
of the automobile on which Bakelite had 
been used. The second folder again 


specializes its appeal to the automotive 
manufacturer with this headline: “All 
is not gold that glitters—an old proverb 
suggests the question ‘But is it Bake- 
lite?? when motor car salesmen so 
glibly talk of Bakelite this, that and 
the other.” Here, again, the remaining 
pages of the folder followed the same 
general outline. Both folders have a 
standard layout, but are handled in 
different colors. Other mailings are 
individualized to the building field, 
electrical industry, radio industry, and 
other similar industrial groups that 
represent Bakelite prospects. 

All the Bakelite folders for each in- 
dustry follow the same general pattern 
of identical layout and the same series 
of colors, but employ different copy 
and photos. Each of the postcards 
also carries the same series of color 
schemes, but shows photographs and 
captions individualized to the industry 
addressed. Thus Bakelite achieves an 
individual message for each industry 
without the cost of different layouts, 
special typography and separate print- 
ing jobs for each industry. That this 
policy was wise is proven by the saving 
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, Vhi hich 
They Couldn’t Tell Which Was Which! 

One of the country’s largest oil companies decided to senda 
special letter to its stockholders—more than 250,000 of them. 

“Multigraph it” said the oil men. 

“Use Nelco” said the advertising department. 

“Why?” asked the oil men. 

—_ “Better letter” said the advertising department. “Nelco 

- letters are typewritten. The whole letter is typed at a single 

ne impression, with name and address filled in, you get exactly 

ing st the same sort of letter you'd get if you wrote individually to 
each stockholder.” 

“Costs too much” said the oil men. 

“Not so much” said the advertising department. “Less 
than one sixth as much as individually typed letters, and about 
half a cent more than multigraph.” 

“Let’s see Nelco,” said the oil men. 

Said New Era—“Here are twelve letters, some of them 

” Nelco, some handtyped. Can you pick them out?” 

The oil men tried, and the advertising department tried, 
and the heads of some of the oil subsidiaries tried, and the 

~~ advertising agency tried. They couldn’t tell which was which! 

ith “Use Nelco” said the oil men. 

ilings 

“= And commendatory letters from stockholders and dealers 
have been coming in ever since! 

ral There’s a place in your advertising for Nelco letters. We 

Bake- will be glad to send you copies and prices upon request. 
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it made possible—a saving of 28 per- 
cent in the cost of preparation. 


(Campaign prepared and executed by 
Procter and Collier Company; paper by 
Champion Coated Paper Company, Cham- 
pion White Satin Enamel.) 


15. Systematizing the Dealer’s 
Penetration of Various Markets 
(General Electric Company) 


In the commercial refrigeration divi- 
sion, General Electric makes five prod- 
ucts bought by thirteen markets: com- 
mercial cabinets to: 1. grocers, meat 
stores, delicatessens; 2. hotels, restau- 
rants; 3. schools, hospitals, public in- 
stitutions; pressure water coolers to: 
1, store managers, 2. manufacturers, 3. 
schools, hospitals, public institutions; 
bottle water coolers to: 1. building 
managers, 2. bottlers, 3. store managers; 
ice cream cabinets to: 1. manufacturers, 
2. retail stores; milk coolers to: 1. re- 
tail creameries, 2. dairy farmers. 

To coordinate selling effort to so 
many divergent factors, a complete 
direct mail campaign portfolio is pre- 
sented to the dealer. If the dealer 
follows out the plan offered, he will 
accomplish three purposes: pave the 
way for his salesmen; keep his sales- 
men supplied with leads and provide 
the basis for systematic approach to 
the total markets; and make divisions 
in order to develop the fullest poten- 
tiality of each market. 

Except to supply G. E. with prospect 
names classified correctly, the dealer 
has no bother with the direct mail 
campaign and can concentrate on fol- 
low-up. G. E. headquarters mails at a 
cost to the dealer of six cents a mailing 
per each name, fourteen mailing pieces 
varying in format from a standard size 
sixteen page book to a four-page illus- 
trated letter, with none printed in less 
than two colors. 

Except for an initial mailing of a 
booklet sent to every commercial re- 
frigeration prospect, campaigns are 
specialized by product and on the final 
mailing by division of markets. Thus, 
all commercial cabinet prospects re- 
ceive three folders. The fourth mailing, 


a four-page illustrated letter with in- — 


dividual fill-in name and address has 
a different opening paragraph from the 
pieces designed for the other three 
divisions of this market. The same is 
true of the pressure water cooler and 
the bottle water cooler campaigns. The 
ice cream cabinet and the milk cooler, 
reaching the more specialized markets, 
have only one mailing each, but elab- 
orate enough to go into some detail. 

In the commercial cabinet campaign’s 
final mailing, the opening paragraphs 
are varied thus to differentiate the 
markets: 

To groceries, meat stores and delica- 
tessens: “The buying habits of today’s 
public make it necessary for you to keep 
on hand at all times a large variety of 
perishable merchandise in first class 
condition. This requires a refrigeration 
service that is absolutely trouble-free, 
care-free and unfailing.” 

(Campaign prepared and printed by Cor- 
day & Gross; cover stock, Turquoise Ham- 
mermill; inside portfolio, blue Hammermill, 
Hammermill Paper Company; envelopes, 
gray Hammermill; inside piece, Warren’s 
Artfold and Silkote; Oxford Polar coated 
and ivory dull finish, Oxford Paper Com- 
pany; Strathmore Araby by Strathmore 
Paper Company; Victorian stock by Hamil- 
ton Paper Company also used; engravings 
by Arlinghaus.) 

* * * * 


(On pages 306, 307, 308, 310, and 312 
are reproduced some of the outstanding 
pieces of advertising which form part 
of the campaigns reviewed here.) 
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ka as ee 
CHElsea 7390 


LETTERS 
HORTON PROCESS, hand-typed 
effect . . . DERBY MECHANICAL, 


on oft-used lists . . . FLAT-BED 
PROCESS, evenly inked pages... 
MULTIGRAPH, speed and economy 

. MIMEOGRAPH, multi-page 
reports... PICTURE PRINTS, offset 
reproductions without cuts for tes- 
timonials, reprints .. .““YOGAW”, 
letterhead, body of letter and sig- 
nature, 3-colors in one operation. 


for 
ADDRESSING 


TYPEWRITER, rapid and accurate 
... LONGHAND, neat penmanship, 
economical and speedy. 


for 
AUTOMATIC 
ADDRESSING 


POLLARD-ALLING SYSTEM, low-cost 
system for magazines, house organs, 
bulletins, customer lists, clubs... 
ADDRESSOGRAPH, your lists main- 
tained, corrected and addressed. 


for 
MAILING LISTS 


of Doctors, Dentists, Druggists, 
etcetera, addressed on your envel- 
opes (including the use of lists) at 
half the usual cost... of all Trades 
and Professions, compiled from 
directories and other late records 
on hand. 


for other 
MAIL SERVICE 


FOLDING, machine or hand... 
ENCLOSURES, as you want them 

. . SEALING AND STAMPING, 
automatic and sure... MAILING, 
routing, tying and sacking, Ist and 
3rd class mail. 


nn So 


MESSENGER 
and truck 
service, 
immediately 


REPRESENTA- 
TIVES, 


on appointment 


GLoBE MAIL SERVICE, INC. 
148 West 23rd St. - New York City 


THE GLOBE MAIL SERVICE 


can address an envelope to every doctor in 


the United States (149,000) in one day. 


While doing so it will print the letterheads in 
two colors, multigraph the letters and sign them 
(using special speed letter presses on which they 
have exclusive rights)—also insert in envelopes 
with the other enclosures, seal and stamp the 
envelopes, which will then be delivered to the 
New York General Postoffice at 32nd Street 
and 8th Avenue for mailing—ALL IN ONE DAY. 


The minimum price of such a mailing, if anyone 
is interested, would be a little over $1,000 for 
the envelopes, letterheads, printing, address- 
ing, etc., but the minimum postage cost would 


be $1,490.00 under the new low postage 


rates. 


If the message should be really urgent, the 
GLOBE MAIL SERVICE, Inc., could work into 


the night and cover any or all of the following 


lists as well: 


75,000 Dentists 
60,000 Druggists 
11,000 Architects 
8,700 Osteopaths 


2,100 Sanitariums 
18,000 Real Estate Brokers 
26,000 Lawyers, Members 

of American Bar 


6,400 Chiropractors Association 
6,000 Acountants 22,000 Banks, Chief 
4,600 Hospitals Cashiers 


and there would be a 99 per cent guarantee 
of Postal Delivery. 


There are certain other interesting features of this service 
for corporations using general lists or their own private 
lists. Write Mr. S. M. Hopney for catalog. 
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e e e 
How to use printing to get more business 
First, find the classification in which your business is included: “Manufacturer 
selling to Retailer” —““Manufacturer selling to Jobbers,” etc. Then follow the 
column downward. The A’s indicate the steps to be taken to make more sales to m 
present customers; the B’s indicate the steps toward winning new customers. es 
a 
A—More sales to present customers ews ee | ee eee —— - _ eit : 
B—To win more customers _— sna veer en “te Ianarance Cot , 
be 
7 
tk 
Introducing your product or service | B B B B B B B $1 
Introducing new product A A A : 
Getting distribution B B A |B T 
Getting orders or inquiries aAilBilaiBla|BlalBla|BplalBla|s : 
Answering inquiries B BIA A A js 
Paving way for salesmen A;|B|A!/B AIiBIAIB A iB os 
Following up salesmen A|BiA|B AiBjA!B A |B st 
Winning and increasing good will AIBA; BIA;]BT A] BI A]BLAIB : 
fi 
of 
Sales letters A |B Bi A;]}BHAI]BTA;]BYTAITBIAIB pt 
Four-page letters aAilBilalBlia/BplalBplia/lplalBplals : 
Envelope inserts A A A A A A 2 
Package inserts A A A ti 
Folders A;|;BiA;]}BiA;}BAASBIAILBIAITBTAIB bi 
Broadsides A;}Bi} AJB A |B tu 
Post cards A[Bial|Bjal[B A|BiA|Bi]A|B a 
Booklets A|BiA/;]BHA]BHA]BIAIB B | A/sB - 
Catalogs A|Bi|A|{Bi]A|B A | B > 
House organs A/B}A;}ByA}]BY]A]BT_A]B A|B si 
Calendars A|BIA;/B/A|B]A|/B]A/B/A/B]A|B m 
Blotters A;|}BiA;}BiA;]B}A;]BI]A!] BTA BTAIB in 
Portfolios |} A] Bi A! B : 
Price lists AiBiA/;| Bi A] Bi AIBAIB co 
2 
la 
Wholesalers and jobbers A - 
Jobbers’ salesmen A be 
Prospective jobbers B th 
Prospective jobbers’ salesmen B - 
Retailers A A . 
Prospective retailers B B 
Consumers A| B A A A ‘i 
Prospective consumers B B B wi 
Customers of jobber Al B 
Prospective customers of jobber B 
Customers of retailer A * 
Prospective customers of retailer B Pe 
Your own salesmen A A A A 
Converter A a 
| Prospective converter = ee a B - NS 
(hart prepares by, and reproduced through the courtesy alana ma ga $2 


Evans-Winter-Hebb, Inc., Detroit, Michigan 
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DEALER 


While no actual count has ever been 
made, and estimates vary, one authority 
estimates that 7 per cent of the average 
advertising appropriation is spent for 


_ dealer helps, (window displays, counter 


displays, store cards, merchandising 
containers, decalcomanias, and so forth) 
by manufacturers of branded merchan- 
dise. Estimating $2,000,000,000* to have 
been spent for all advertising in 1929, 
7 per cent of this figure would bring 
the total spent for dealer helps to about 
$140,000,000. 

Some products are better suited to 
display than others, likewise some fields 
are more display-conscious than others. 
To secure display, the product (a) 
should show a profit to the dealer; (b) 
should have at least an average rate of 
turnover; (3) should enjoy average sales 
volume in comparison with competition, 
and (d) should not require more than 
the average amount of investment in 
stock carried in comparison with com- 
petition. According to the standard 
set by most chains and by many large 
retailers, a product should fall in the 
first classification and in at least two 
of the remaining classifications. When 
products that do not meet these re- 
quirements are displayed, it may be 
because of an extraordinarily high 
margin of profit to the dealer or be- 
cause of a cash or free goods considera- 
tion on the part of the manufacturer. 

Changing distribution brought about 
by the growth of the chains, has af- 
fected the acceptance of manufac- 
turers’ window display in many fields. 
In the drug field, for instance, where 
the chains put an unusually high pre- 
mium on their windows, small display 
material is more acceptable than larger. 
One big manufacturer in this field 
makes up his regular display in two 
sizes—full size, and half size which is 
sent only to the chains. 

In the grocery field the independents 
are following the lead of the chains, 
in turning toward open display count- 
ers. Their new arrangement leaves 
little room for the regular type of 
counter display material. Such ma- 
terial should be designed so as to be 
adaptable to the new type of store 
layout. 

There are few ironclad rules on the 
most successful advertising appeals to 
be used in displays. Window and 
counter displays permit the display of 
the product at the point of sale. Limi- 
tations of space prevent the inclusion of 
too much copy. Here, as with other 
forms of advertising, there is a premium 
on merchandising ideas. Of interest 


*Estimate based on following figures: 


National Magazines . .$210,000,000 (Nat’l Adv. 
Newspapers Recerds) 
Local Business. .... 610,000,000 (Editor & 
‘ Publisher) 
National Business. . 260,000,000 (A. N. P. A.) 


Direct Mail......... 460,000,000 (Homer 
’ Buckley) 
Business Papers...... 30,000,000 (A. B. P.) 
arm Papers......... 23,000,000 (Standard 
—————. Farm Papers) 
$1,593,000,000 


This does not include carcards, posters, electrical 

and painted displays, programs, moving pictures, 

€monstration and sampling, novelties or radio. 

Conservative estimates by companies in these lines 

aeente a ~ ee mr es expended in 
media 

$2,000,000 ca0. ring the total to more than 


HELPS IN 


THE 


is the experiment made by Bristol- 
Myers when they tried three types of 
displays in three stores in different 
localties. The displays were based on 
three appeals, the pretty girl, a hu- 
morous slant and the same copy and 
drawing appeal of the magazine cam- 
paign. They checked a week’s sales in 
the store and then put in a display. 
Then they checked the sales both dur- 
ing the week of the display and during 
the week after the display was taken 
out. Then they rotated another dis- 
play the fourth week through the same 
process. The third display was put 
through the same performance, making 
a total of three showings of each dis- 
play, though in different order for each 
store. The pretty girl display averaged 
an increase of sales of about 215 per 
cent. The humorous slant, about 220 
per cent, while the display using the 
same appeal as the magazine advertis- 
ing campaign increased sales in the 
three stores about 520 percent. 

Selecting the locations for displays 
obviously depends upon the manufac- 
turer’s distribution. Estimates of the 
circulation or the number of people 
passing window displays varies nat- 
urally with the location of the window. 
Several years ago the International 
Association of Display Men conducted 
a survey in seventy-five cities ranging 
in population from 20,000 to 5,000,000. 
The average number of persons that 
passed any central location during one 
week was 123,000, which figure was 
close to the actual average population 
of these cities. In larger cities this 
figure is upset. For instance, the 
corner of Forty Third Street and 
Broadway in New York City is about 
as busy as any in the city, yet a check- 
up there showed over a million passers- 
by daily, about one sixth of the total 
population of the city. 

Perhaps the most difficult step in ob- 
taining displays is the actual securing 
of bookings, and the physical distribu- 
tion, installation and checking. Ad- 
vertising in the trade press and through 
direct mail is normally used to encour- 
age the dealer to request display ma- 
terial. Many firms do not go through 
this formality but mail out display 
material packed with the merchandise 
in the hope that the dealer will use 
it. This is ordinarily highly wasteful, 
and is not recommended. 

Four methods of direct solicitation 
are available to secure bookings: ° a. 
through company salesmen; b. through 
the wholesaler’s salesmen (this method 
is recommended only where a bonus is 
paid to the men for the sale of a deal 
in which a window booking is in- 
cluded) c. through the merchandising 
departments of some newspapers that 
offer merchandising cooperation; d. 
through the window services. 

Perhaps the latter method is most 
effective for the large display job. The 
national advertiser can have a na- 
tional organization install his displays 
or he can deal directly with local dis- 
play services. Last year the Association 
of National Advertisers published a 
survey of window display installation 
services. The survey covered 894 cities 
and towns in the United States and 8 
cities in Canada; this included every 
town over 100,000 population with the 
exception of two. Herewith is the 
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summary of the answers to the more 
pertinent questions asked in this sur- 
vey as submitted by 201 services. 


1. Do you inspect installations? 


No. Per cent 
Yes 181 90 
° 1 1 
No answer 19 9 
201 100 


2. Do you carry insurance on advertisers’ display 
material in your warehouse or office? 
No. Per cent 


Yes 130 65 
No 66 33 
No answer 5 2 

201 100 


3. Do you generally offer retailers one particular 
display, or a choice of various displays you have 
been commissioned to install? 


Vo ee 49 
Choice of display 89 44 
No answer 14 7 

201 100 


4. Do you label or rubber stamp the date of instal- 
a a prominent place on each display you 
ns 


No. Per cent 
Yes 170 85 


No 29 14 
No answer 2 1 
201 100 
5. What is the average charge per display for in- 


stallation? 


No. Per a 


$3.00 + 
2.00 to 3.00 4 2 
2.50 10 § 
2.00 to 2.50 5 3 
1.75 to 2.50 2 1 
2.25 13 6 
2.15 2 1 
2.00 84 42 
1.75 to 2.00 5 3 
1.50 to 2.00 8 4 
1.75 22 11 
1.50 20 10 
1.25 3 1 

No standard prices 14 7 

No answer 5 2 


201 100 


6. What proof do you offer that displays are in- 
stalled as per contract? 


No. Per cent 


Receipt 107 53 
Label 1 1 
Receipt and label 57 28 
No answer 36 18 

201 100 


7. Does your charge vary according to size of 
order? 


No. Per cent 
57 


Yes 114 
No 84 42 
No answer 3 1 


201 100 


Where the manufacturer does not use 
an installation service he can distribute 
display material direct through his 
salesman, thus eliminating regulations 
of parcel post and express. If he dis- 
tributes to the dealer direct, certain 
localities are cheaper to reach by ex- 
press than parcel post. If the dis- 
tribution is by parcel post the post 
Office ruling limits the size of the 
package to 84 inches overall, that is, 
the girth plus the height. (Note: 
Canadial regulations limit this figure 
to 72 inches). Displays which cannot 
be packed in such a way as to conform 
with this regulation are usually scored 
and folded. Scoting is to be avoided 
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whenever possible, since it weakens the 
displays and necessitates the use of a 
two piece easel. Displays that are 
shipped directly to the dealer are 
usually packed in corrugated board 
containers. Displays which are dis- 
tributed by the salesmen are usually 
shipped to the advertiser in packing 
cases. 


Checking the use of displays may be 
accomplished in several ways. Most 
window display services send the ad- 
vertiser proof that the display is in 
use. A number of newspapers maintain 
merchandising departments that will 
check the appearance of displays. Oc- 
casionally, deals of one kind or another 
involving free goods are offered to the 
retailer, and a check is provided by 
shipping the free goods only after the 
retailer presents the evidence that the 
display, which is part of the deal, has 
been properly installed. 

The active life of a display in the 
retailer’s window varies with the field. 
A week to ten days represents the 
average. 

The practices of forty-four per cent 
of the leading manufacturers in the 
drug field is summarized below as 
shown in a questionnaire survey made 
by Charles J. Hauk, Jr. of W. F. Powers 
Company, New York. 


Do you employ your own force 
to make window display instal- 


lations?........ccecsseccesssss 444% 55.6% 
Do you ever employ window 
display installation services?..... 72.2 27.8 


Do you mail display material 
directly to retailer, either at his 
request or unsolicited?.......... 100 

Of the total number of window 
display purchases, what percent- 
age, in your opinion, is actually 


displayed? .....c0scseecssesaye> 46 
What is the average life of the 
Gispiay? .....5. . 1.6 weeks 


Do you favor the use of a co- 

operative display of non-competi- ; 

tive products during off-season?... 6624 3314 
Do you purchase more than one 

set of window displays per store, 

ME MDATS <n s5 ac ass a eyes sassises OOD 41.2 
Do you get any cooperation 

from individual wholesalers in ob- 

taining window displays?........ 47.1 52.9 
Do you think that the window 

display manufacturer should de- 

pend primarily on competitive 

price appeal and efficient manu- 

EE ee rn 62.5 


OR 

Do you think that the window 
display manufacturer should be 
familiar in a general way with con- 
ditions in the trade (such as, 
wholesaler and retailer attitude 
toward the product to be featured; 
locations of key retail outlets; 
sales volume of the product; de- 
gree of efficiency of installation 
services, and so forth)?.......... 75 25 


An opposing viewpoint, that of the 
display managers of department and 
dry goods stores, is here given in a 
summary of results taken from “Facts,” 
compiled from a survey and published 
by the International Association of 
Display Men. 


1. From about how many Average 
manufacturers did you re- 26 
ceive so-called ‘Display 
Helps” during the past year? 

2. About what percentage of Average 
these Display Helps were 32% 
you able to use to advantage 
in your Display Windows? 

3. About what percentage were Average 
you able to use on the store 24% 
interior? 

4. Were many of these “Dis- Average 


play Helps” used only on the 13% 
interior, and not in your 
windows—if so, about what 
percentage? 


5. What percentage of Manu- Average 
facturer’s Display Helps 21% 
that you receive are really 
worthy of first class gpace 
in your windows? 


6. 


7. 


[8 


9. 


10. 


11. 


12. 


13. 


Do you save ‘Display 
Helps’’ sent you by manu- 
facturers for use the second 
or third time—about what 
percentage of those received 
do you save? 


If manufacturers were to Yes, 99.2% 


produce high class Display 
Units, say, of wood, satin, 
metal with, perhaps, light- 
ing or mechanical features— 
real decorative units of the 
modern type, and loan them 
to you, would you usually 
give such displays preferred 
space? 


Would you consider such Yes, 67.4% 
displays on a rental service No, 23.7% 
from the manufacturer in Doubt, 8.9% 


preference to the usual free 
material now being sent your 
store? 


Considering that these more Average 
$10.08 


elaborate displays were well 


designed, unusually attrac- per Week 


tive, featured manufac- 
turer’s product from dealer’s 
viewpoint, what rental per 
week would you consider 
reasonable to pay the manu- 
facturer for a display that 
would cost $150 each to pro- 
duce? 


Would you be opposed to as- No, 32.6% 
sisting the manufacturer Yes, 53.9% 
produce better display helps Doubt, 13.5% 


—by paying him one-half 
the cost of better helps? 


Does the manufacturer's Buyer, 76.8% 
salesman usuallycallon your Display, 23.2% 


Display Department to ex- 
plain the “Display Helps” 
his firm offers, or is such 
information usually left with 
the departmen ‘ merchandise 
buyer? 


Do you feel that manufac- Yes, 99.9% 


turers and national adver- 
tisers would improve their 
“Display Helps”’ if a practi- 
cal display man, with retail 
store experience, were on 
their staff for consultation? 
Or if they had their own Dis- 
play Departments to analyze 
and design their displays 
from a practical viewpoint? 


Have local Display Services Average 
ever placed any Manufac- No, 91%; 
turer’s Displaysin your Dis- Yes, 9% 


play Windows for you? 


Average 


19% 


14. Do you believe in tying-up Average 
your window displays of na- Yes, 93.7% 
tionally advertised products 
with national advertisements 
of such products? 


15. Do you tie-up your window Average 
displays with yourlocalnews- Yes, 95.9% 
papers advertising? 


16. Do you, generally speaking, Average 
regard the ‘‘Display Helps’’ No, 61.2% 
now being sent you by man- Yes, 38.8% 
ufacturers to be of material 
assistance in trimming your 
windows? 


17. Do you enter Window Dis- Average 
play Contests conducted by No, 56.3%; 
manufacturers and national Yes, 43.7% 
advertisers? 


18. Dosuch Display Contests,in Yes, 92% 
your estimation, encourage No, 5.6% 
larger and better showingsof Doubt, 2.4% 
the manufacturer’s product, 
with increased sales of same 
during period of display? 


The Borden Sales Company’s plan 
for booking and checking window dis- 
plays is one that is adaptable to other 
lines of business and is comparatively 
inexpensive to operate. It is especially 
designed to meet the problem where 
the manufacturer has no _ specialty 
salesmen but has to depend on jobbers, 
brokers or distributors for bookings. 
its basis is the form reproduced, 
which is printed on an ordinary post 
card. HaJf the form is used for book- 
ing the window and half serves as a 
receipt and check that the window has 
been properly installed. The first part 
is a definite order for a display, di- 
rected to the manufacturer. It speci- 
fies the time the window is scheduled 
to run and is signed by the dealer. 
When this form is used by the installer 
he presents to the store owner the 
signed order and proceeds with the 
set up. The dual form is ultimately 
returned to the advertiser with invoices 
from the installer. Since the distrib- 
utor’s name does not appear on the 
form, a key may be used to indicate 
territories, jobbers or salesmen, thus 
giving the advertiser a report on the 
sources of bookings. This form is re- 
produced on this page. 


John Doe & Co. 


Gentlemen:_ 


Please have your window display featuring (products 
installed in one of my windows 
- There is to be no 
to me for the display or the in- 


to be displayed) 
during the week of 
charge of any kind 
stallation. 


Name 


Key 
Date 


Street _ 


(Please do NOT 


City 


use sticker) 


State = 


Please do not sign 
has been made. 


below until after installation 


This is to certify 
has been installed 
I agree to keep it 


Date 


that the display ordered above 
in one of my windows and that 
there for two weeks from date. 


Signed iaeeg 


The Borden Company’s method for booking and checking 


window displays. 


(See comment above.) 
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SELECTING THE RIGHT PAPER 


How it Will Improve The Results of Direct Advertising 


The attention factor in almost all 

direct advertising is largely dependent 
upon the right selection of paper. This 
does not necessarily refer to the cost of 
the paper, but it does mean a knowl- 
edge of paper and an intelligent use 
of it. 
If the paper is poorly chosen and un- 
suited for the purpose, will anyone take 
an interest in it?—the copy man, the 
layout man, the printers? Why should 
they attempt the impossible? How can 
they enter into such a proposition en- 
thusiastically when this all-important 
matter has been neglected? 

Good paper properly handled when 
sent to the right prospects is just as 
sure of dividends as government bonds. 

An enthusiastic copy expert offered 
a statement that the all-important and 
perhaps, the only thing needed in ad- 
vertising was a good message. An ex- 
pert direct mail man answered in this 
way: “All right we will take your all- 
important copy on baby carriages, print 
it in 2 pt. type without any interesting 
decorations or style, use common paper 
and common ink and mail it to old 
bachelors.” Evidently Mr. Copy Expert 
realized that he had offered an exag- 
gerated statement. Successful adver- 
tising literature must be complete from 
all angles—the message, the design, the 
execution, the prospect, and by no 
means a small part of it, the actual 
paper upon which all these things are 
dependent. 

Paper is that which holds our printed 
message; it is a thing we touch and 
even fondle. It is the background of 
the black and white or colored illus- 
tration in design, and can be made dis- 
tinctive through its texture and inter- 
esting color. Consider all the different 
and beautiful colors and _ textures; 
surely we should keep out of the rut 
and use those styles that will improve 
advertising literature. Since a good 
business man demands quality, a uni- 
form and dependable quality, he should 
look to the reliable paper makers and 
use their brands. He cannot depend 
upon just a sample, unless that sample 
is from a reliable paper maker. 

If we follow the uses of certain papers 
continuously, we are in a rut. Get out 
of it. Those who stay in a rut are just 
lazy; they are going in the direction 
of the least resistance. They are gravi- 
tating towards the commonplace and 
toward failure, and their name is le- 
gion, judging from the mass of cheap 
advertising literature that burdens the 
mails hour by hour. Any reader can 
examine for a few days the advertising 
literature that passes through his own 
Office and see if this is not true. Cheap 
White glossy enamel, the design and 
Printing with common black ink to 
match—this is the usual undistin- 
guished presentation. It would be safe 
for the postman to take it directly to 
the waste basket. 

Average advertising is uninteresting 
reading and generally such advertising 
is not only uninteresting in style, but 


By Norman T. A. Munder 
President, Norman T. A. Munder & Co. 


most difficult reading from a type and 
paper standpoint. A very dull brain 
knows the tragedy. It is true that some 
literature is so intensely interesting 
that nearly all would read it if it were 
set the smallest kind of print and 
printed on the cheapest paper with the 
cheapest ink. Two things above all 
must be accomplished—the prospect’s 
attention must be won and he must be 
led to read the message. A great deal 
is accomplished if the prospect’s at- 
tention is attracted for he keeps the 
literature for reference although he 
may not read all of it. The smart ad- 
vertiser will make his literature so at- 
tractive by means of paper and its 
handling that he will accomplish these 
two things. 

Most persons who select paper know 
too little about it. The job is hurriedly 
done and too little thought is given to 
it. Generally the price is the all im- 
portant virtue. Others will go the 
other way and will spend a lot of 
money to find just the right kind of 
paper. After all, it is not a question of 
money; it is a question of finding just 
the right paper for the right purpose. 

Another factor and a very important 
one entering into this matter is the 
printer who will be called upon to print 
it and shape it up into interesting ad- 
vertising literature. I have recognized 
costly paper in a cheap book, costing 
possibly 30c a pound. The book was 
cheap because the printing was cheap. 
It is far better to use a 15c paper with 
a good printer than a 30c paper with 
an ordinary one. The first mentioned 
will secure better results. Sometimes 
an enthusiastic advertiser will go the 
limit in price per pound thinking price 
the all important factor. Even this 
high priced paper in the hands of a 
good printer might prove disastrous if 
the surface is unsuited to a given piece 
of work. Find the surface to perfect 
the job. 

A wrong decision in paper selection 
spells disaster in economical printing 
production and in resultful advertising. 
If the texture be too rough for small 
print the pressman is so seriously han- 
dicapped that he can make no head- 
way in quality or speed. If any one 
thing has lowered the quality of print- 
ing it is hasty and poor decisions in 
paper selection. 

This matter cannot be determined by 
price alone, from fancy, or even from 
good taste. It must be a selection by 
one who understands paper, printing 
and advertising. The principal paper 
used today for all advertising purposes 
is book paper. There are 276 mill 
brands offered by 39 paper makers, and 
nationally distributed. There are seven 
classes of book papers as follows: 

. Polished enamel, 55 mill brands 
from 9c to 23c per pound. 


2. Dull enamel, 22 mill brands from 
12c to 3lc per pound. 

3. Antique, 128 mill brands from 8c 
to 70c per pound. 

4. Machine finish, 10 mill brands 


from 8c to 10c per pound. 
English finish, 28 mill brands 
from 8c to 12c per pound. 

6. Super calendar, 25 mill brands 

from 8c to 12c per pound. 

7. Offset, 15 mill brands from 9c to 

12c per pound. 

Of course there are some duplica- 
tions. On the other hand there are a 
great variety of finishes, colors and 
textures each having their own good 
use. It is not a very difficult matter 
to be able to distinguish these seven 
different kinds. Any paper merchant 
will be only too glad to furnish a sam- 
ple of each printed in such a way as to 
show the results each will yield. The 
most useful of these seven kinds is the 
antique and there are more brands of 
this style than any other—possibly 
three times as many, and the very fin- 
est printing appears on this class. 

CoLor—Color is brought into play in 
almost everything today and there are 
about 140 different brands of paper in 
most beautiful colors. One organiza- 
tion has placed all of these colors in 
one book, making it possible for the 
prospect to examine 1500 different 
pieces of paper, textures, thicknesses, 
prices and maker’s names, in about 20 
minutes. The brands are marked. A 
selection can be made from this book 
and no suitable paper can be over- 
looked. Such a plan saves hours and 
hours of labor seeking the suitable 
paper. Almost any layout department 
can readily build such a book, and in 
this way have paper styles in color and 
texture up to the hour. It is quite pos- 
sible to produce a better effect with an 
interesting colored paper and one im- 
pression than a white paper with two 
impressions, so there results not only 
a more interesting piece of advertising, 
but an actual economy at the same 
time. Use interesting color inks on col- 
ored paper. 

THICKNESS—At times there is a real 
reason for very light weight, but on 
most occasions bulk has a meaning. It 
is quite possible to have a material too 
thick; postage has to be considered, 
and other things as well. Many book 
papers are made double thick and make 
a beautiful card or folder. 

TEXTURES—Today it is not a difficult 
task to learn the texture, maker’s name, 
price and other characteristics of a 
paper. Legends are used to describe 
them. (See Munder Book Paper Chart, 
published quarterly). Such descrip- 
tions appear before the eye and one 
does not have to go to a paper house 
or even to a number of books to find 
the paper most needed. For example, 
after the name of the paper and the 
maker’s name on the chart, comes the 
legend, as follows: “D” deckle; “C” 
more than two colors; “H” also heavy 
weight; “S” two sizes or more; “W” 
wove; “R” rib; “P” Plate finish; “HM” 
handmade finish; “M” medium finish; 
“L” laid; “SP” special finish; “ENV” 
envelopes to match. 

(Continued on page 344) 
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various types of papers. 


A GUIDE TO THE SELECTION OF 


The majority of the paper manufacturers listed below issue extremely helpful portfolios and 


Samples of any of the papers may be had on request, either to the 


Avenue, New York City. Many of the companies listed are prepared to render expert advice and 


BROADSIDES 
ANNOUNCEMENTS BLOTTERS BOX COVERS AND FOLDERS 
Albemarle Paper Albemarle World 
Mfg. Co. Albemarle Hollywood 
Richmond, Va. Albemarle Eldorado 


* Albemarle Enameled 
Windsor Enameled 
Albemarle Halftone 
Albemarle Duplex 

Offset Blotting 
Albemarle Vienna 
Moire 


American Writing Paper 
Co., Inc. 
Holyoke, Mass. 


Herculean Box Cover 


Albion Laid 
American Handcraft 
Calabash 
Cassandra 
Charlemagne 
Fujiyama 
Hadley Vellum 
L’Aiglon 

Old Cairo 
Zanzibar 

Beebe Offset 
Chester Offset 
Dickinson Offset 
Farnsworth 
Glendale 
Dorrington 
Tambourine 
Mardi Gras 


nee “g Coated Paper 
0. 
Appleton, Wis. 


Woodbine Glazed Paper 
Woodbine Colored 


Label Plate 


Woodbine Brushed 
Enamel 

H Litho (CLS) 

A Litho (CLS) 


Masterfold Enamel 
Polychrome Dull Coated Book 
Woodbine Folding Enamel 
Woodbine Colored Enamel 
Woodbine Duplex Enamel 


Beckett Paper Co. 
4th and Buckeye Sts. 
Hamilton, Ohio 


Beckett Marbled Papers 


Buckeye Cover 
Beckett Cover 


Martin Cantine Co. 
Saugerties, N. Y. 


Litho C. 1.s. 


Ashokan 
Esopus 
Velvetone 
Niagara 
Watertone 


Gage Coated Paper 


0. 
Hamilton, Ohio 


Champion Hingefold Enamel 

Champion Refold Enamel 

Champion Satin Proof 
Enamel 

Champion White Satin 
Ename 

Champion Hamilton Enamel 

Champion Colorkote Enamel 

Champion Parian Dull 


Coated 
Champion Dullofold Coated 


Consolidated Water Power 
Paper Co. 


Wisconsin Rapids, Wis. 


Pictoroto 

Productoroto 

Pictorial Super 
Pictorial English Finish 
Production Super 
Production English Finish 


Dill & Collins 
Post-office Station E 
Philadelphia, Pa. 


Canterbury (6 Colors & 
White) 
De & Se Tints (8 Colors) 


Multykolor (Coated One 


Side-White) 


Torchon (4 Colors & 


White) 


Dilfold Enamel (White) 
Printflex (White) 

De & Se Tints (8 Colors) 
Dilcol Offset (White) 
Flat White (White) 


Hammermill Paper Co. 
Erie, Pa. 


Hammermill Announcements 


Hammermill Cover 


Howard Paper Co. 
Urbana, Ohio 


Howard Bond 


International Paper Co. 
220 East 42nd St., 
New York, N. Y. 


Clearlake Offset 


Kalamazoo Vegetable 
Parchment Co., 
Kalamazoo, Mich. 


ee 


Kimberly-Clark Corp. 
Neenah, Wisconsin 


Rotogravure (various | 
weights and qualities) 


Snamel 
tnamel 


‘oated 
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RECOMMENDED PAPER STOCKS 


working kits showing various methods for getting unusual and distinguished effects with the 
manufacturer direct or from the Reader’s Service Department, Sales Management, 420 Lexington 
counsel on the right paper for your job, as well as on typography and illustration. 


CATALOGUES 
AND BOOKLETS 


COVER STOCKS 


DEALER DISPLAYS 
AND CUTOUTS 


LETTERHEADS AND 
SALES LETTERS 


American Vellum 

Berkshire Text 

American Tinted Folder 
American Eggshell 
American Super Book 
American English Finish 
Pelham English Finish Tints 


American Embossed 
Herculean 

Arven Folding 
American Standard 
Riverdale 


Coupon Bond 
Agawan Bond 
Persian Bond 
Contract Bond 
Airpost Bond 
Chevron Bond 
Acceptance Bond 
Acceptance Laid 


Masterfold Enamel 

School Annual Coated Book 
Polychrome Dull Coated Book 
Tricolor Enamel 

Woodbine Colored Enamel 
Woodbine Folding Enamel 
Appleton Enamel 


Appleton Embossing Cover 
Dragon Embossing Cover 
Woodbine Embossing Cover 


Woodbine Tough Check 


Direct Sales Bond 


Buckeye Text 
Beckett Text 


Buckeye Cover ’ 
Beckett Cover 


Double-thick Buckeye Cover 


Buckeye Text 
Beckett Text 
Beckett Offset 


Ashokan 
Esopus 
Velvetone 
Niagara 
Watertone 


Canfold 
Colorfold 
M. C. Folding 


Litho C. 1. s. 


Duo-bond 


Champion Koatine Book 

Champion Garamond Text, Wove 
Champion Garamond Text, Laid 
Champion Wedgwood English Finish 
Champion Garamond English Finish 
Champion Lexicon English Finish 
Champion Opaque English Finish 
Champion Garamond Super 
Champion Lexicon Super 


Champion Hingefold Coated Cover 


Champion Miami Coated Blanks 
Champion Hy-Plane Blanks 


Champion Daily Mail Bond 


Pictoroto 

Productoroto 

Pictorial Super 

Pictorial English Finish 
Production Super 
Production English Finish 


(Halftones and type) 
Black and White Coated Book 


(White) 
Old Ivory Coated Book (Ivory) 
Dilcol Coated Book (White) 
Superb Dull Coated Book 
(White, Cream, Gray) 
Dulbrite Semi-Dull (White Ivory) 
Flat White (English Finish—White) 
(Line cuts, highlight 
halftones, and type) 
Canterbury-Wove & Laid (6 
Colors and White) 
Suede-Wove & Laid (5 Colors 


White) 
Torchon (4 Colors & White) 


_—_—. 


Dilfold Enamel Cover 
(3 Colors & White) . 
Duchess Cover-Ripple & Antique 
Finish (8 Colors & White) 
Ben Day Cover (7 Colors & White) 


Multykolor (Coated One Side) 
Dilcol Translucent (White, 
India) 


Multykolor Letter 
(Coated One Side White) 
Dilcol Mimeograph (White) 
uff, Blue) 
Flat White (English Finish— 


White) 


Hammermill Offset 


Hammermill Cover 


Hammermill Bond 
Hammermill Writing 
Hammermill Laid Antique 
Hammermill Mimeograph 


Howard Bond 


Adirondack Bond 


KVP Bond 


Rotogravure (various weights 
and qualities) 
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A GUIDE TO THE SELECTION OF 


The majority of the paper manufacturers listed below issue extremely helpful portfolios and 


various types of papers. 


Samples of any of the papers may be had on request, either to the 


Avenue, New York City. Many of the companies listed are prepared to render expert advice and 


ANNOUNCEMENTS 


BLOTTERS 


BOX COVERS 


BROADSIDES 
AND FOLDERS 


The Mead Corporation 
Chillicothe, Ohio 


Enamelline 
Snowwhite Offset 


Millers Falls Paper Co. 
Millers Falls, Mass. 


Munising Paper Co. 
Munising, Michigan 


Neenah Paper Co. 
Neenah, Wisconsin 


Stonewall Ledger 
Resolute Ledger 
Prestige Ledger 

Old Council Tree Bond 
Success Bond 
Conference Bond 
Chieftain Bond 
Crystallite 

Glacier Bond 


Port Huron Sulphite & 
‘aper Co. 
Port Huron, Mich. 


Port Huron Envellum 


Riegel Paper Corp. 
342 Madison Ave. 
New York, N. Y. 


Riegel’s Glassine 


(Transparent 
Wrapping) ; 
Embossed and Plain 


Strathmore Paper Co. 
Mittineague, Mass. 


(No envelopes) 
Alladdin 
Araby 
Rhododendron 


Tileston & Hollingsworth Co. 
Boston, Mass. 


Milton Direct Mail Pieces 


(With Envelopes to Match) 

American Japan Parchment 

Artlaid 

Charcoal 

Cockatoo 

Grandee 

Alexandra D. E. Wide and 
Narrow 

Alexandra Japan 

Beau Brilliant 

Bay Path Imperial 

Emissary Text 

Saxonet 

Strathmore Courier 

Wayside Text 

Fanfare 

Strathlaid 


Athena Plate 
Crinoline Super Plate 


United States Envelope Co. 
P. P. Kellogg Division 
21 Cypress Street 
Springfield, Mass. 


Linweave Drexel, White Vellum 
Linweave Oxford, White Vellum 
Linweave Brentwood, White Vellum 
Linweave Chateau, Colored Vellum 
Linweave Coldstream, rag letterhead 
Linweave Text, book 

Linweave Milano, book 

Linweave Sarouk, book 

Linweave Japan, book 


S. W. Warren Co. 
89 Broad Street 
Boston, Mass. 


Cameo 

Silkfold 

Silkote 

Lustro 

Warrenfold 

Warrentown 

Artfold 
. Printone 

Cumberland Super 
Library Text 

New England Machine Book 
Olde Style, Antique Wove 
Olde Style, Antique Laid 
Cumberland Antique 
“"1854’’ Publishers’ Book 
Number 66 Book 
Thintext 

Twillfold 


The Wrenn Paper Co. 
Middletown, Ohio 


Wrenn's Enamelled 
Wrenn’s Blue Bird 
Wrenn’s Antlers 
Wrenn’s Record 
Wrenn’s Royal 
Wrenn's Porcelain 
Wrenn’s Best 
Wrenn's Mosaic 
Wrenn's Basket Weave 
Wrenn’s No. 1 Cloth 
Wrenn's Iris 


col 
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F RECOMMENDED PAPER STOCKS (continued) 
working kits showing various methods for getting unusual and distinguished effects with the 
nd manufacturer direct or from the Reader’s Service Department, Sales Management, 420 Lexington 
a counsel on the right paper for your job, as well as on typography and illustration. 
an 
— CATALOGUES DEALER DISPLAYS LETTERHEADS AND 
AND BOOKLETS COVER STOCKS AND CUTOUTS SALES LETTERS 
= Enamelline 
Snowwhite Offset 
ais Old Deerfield Bond 
Milford Bond 
sa Caslon Bond 
Old Council Tree Bond 
Success Bond 
Conference Bond 
Chieftain Bond 
Crystallite 
Glacier Bond 
Scottish Crown 
Port Huron Envellum Port Huron Leatherette Port Huron Leatherette Huron Featherweight Bond 
Cover Port Huron Envellum 
Riegel’s 20th Century (Colored 
Rope) Bristol 
Riegel’s Leatheret (Embossed 
_ Colored Rope) Cover 
Riegel’s Jute Tag and Manila 
ch) _(With Envelopes to Match) (With Envelopes to Match) (With Envelopes to Match) 
sant American Japan Parchment Artlaid Strathmore Deed 
Artlaid Charcoal Strathmore Parchment 
Charcoal Cockatoo Strathmore Script 
Cockatoo Grandee Woronoco Bond 
Grandee Old Stratford Parchment Cover Alexandra Brilliant 
avid Alexandra D. E. Wide and Narrow Alexandra D, E. Wide and Narrow Alexis Bond 
Alexandra Japan Saxon Deckle Edge Cover Snowdrift 
Beau Brilliant Saxonet Telanian Extra Super 
Bay Path Imperial Wayside Text Woronoco Damask 
Emissary Text Araby Cover Bay Path Bond 
Saxonet Fanfare Blandford Bond 
Strathmore Courier Alexandra Japan Bay Path Vellum 
Wayside Text Beau Brilliant Saxon Bond 
Fanfare Munsell Cover 
Strathlaid Rhododendron 
Bay Path Cover 
Bay Path Imperial 
Emissary Text 
Strathmore Courier 
Aladdin Cover 
Bannockburn Cover 
Strathlaid 
Crinoline Text Milton Cover Tiho Bond . 
Milton Text Crinoline Cover Mimeograph Laid 
Blue Hill Text 
Athena Plate 
Flemish Wove 
Linweave Text (Antique and Plate) Linweave Text (Antique & Plate) Linweave Coldstream 
Linweave Sarou Linweave Sarouk (Laid and Wove) 
Linweave Chateau Linweave Chateau (Halftone) Linweave Drexel Vellum 
Linweave Japan (Antique & Halftone) Linweave Japan (Antique & Halftone) Linweave Oxford Vellum 
Linweave Milano Linweave Milano 
Linweave Drexel Linweave Drexel 
Cameo Cameo Cover Litho Coated 
Silkfold Cameo Post Card Litho Super 
Silkote Silkote Post Card Offset 
Lustro Litho Machine Finish 
Warrenfold 
Warrentown 
Artfold 
Printone 
Cumberland Super 
ibrary Text 
e Book New England Machine Books 
Tove Olde Style, Antique Wove 
aid Olde Style, Antique Laid 
Cumberland Antique 
ok 1854” Publishers’ Book 
Number 66 Book 
Thintext 
Twillfold 
e—— 
een — 
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HOW TO SELECT ENVELOPES 


The symposium which follows is pre- 
sented not to set up any formulas, but 
rather to call to the attention of en- 
velope users a variety of factors which 
ought to be considered before envelopes 
are selected for any advertising job. It 
will be noted that all the authorities 
quoted below do not agree; however, 
what they have to say is based on ex- 
perience—in most cases, many years of 
experience—in the direct advertising 
field. Users of this volume who wish 
to have help on envelope problems are 
invited to write to the Readers’ Service 
Department, Sales Management, 420 
Lexington Avenue, New York. There 
is no charge for this service. 


By Arthur W. Winter 


Vice-President, Evans-Winter-Hebb 
Inc., Detroit 


If type, as has been said, is the tone 
of voice in advertising, then the envel- 
ope may well be called the first impres- 
sion. It has it within its power to 
cause the buyer to say to himself, “I 
want to read that message’. When 
your prospects read your message under 
the spell of a good first impression, you 
have gone a long way toward making a 
sale—and the little envelope has started 
the whole buying ball rolling. 

In selecting the envelope for your 
advertising message, there are many 
things to consider. The envelope must 
have pleasing proportions; it must be 
able to stand the strain of mailing; it 
must be of a quality which matches the 
piece contained—and last, it must be 
designed to harmonize perfectly with 
the piece, in order to attract attention 
and to form a single impression in the 
recipient’s mind. 

For handling smaller pieces, the use 
of “envelopes to match” simplifies the 
procedure, and enables the advertiser 
te send out printed pieces which are 
harmonious in appearance and attrac- 
tive to the prospect. The variety of 
standard sizes available covers prac- 
tically every need. The only item the 
designer must remember is that he is 
designing two units which form a single 
piece of advertising, and he must gov- 
ern the size of the piece by the size of 
the envelope available. The clever de- 
signer of today will utilize the envelope 
for its part in the advertising message, 
and he will put it to work to insure 
that valuable ‘first impression” which 
goes so far in making the sale. 

In special sizes, however, and where 
large runs justify making special en- 
velopes, the designer must be guided 
not only by appearance and suitability, 
but also by economy of production. 
Here it is highly important that both 
units—the envelope and the printed 
message—be designed together. If the 
piece is designed first, and the envelope 
made to conform entirely to the de- 
mands of the message, production prob- 
lems may run the cost of the job con- 
siderably higher than necessary. 

In a recent instance, comprehensive 
visuals of a package of cut-out material 
had been prepared for estimating pur- 


Told by Seven Direct Mail Experts 


poses. When an envelope to contain 
the pieces was considered, it was found 
that by reducing the size of the largest 
piece three-quarters of an inch, or less 
than 10 per cent, the cost of making 
and printing the envelope could be 
cut in half. As the quantity on this 
piece ran well into seven figures, the 
saving on the envelopes represented a 
sizable amount. And the change was 
effected without altering the effective- 
ness of the piece in any way. 

In selecting envelopes, therefore, it 
is wise to use the standard sizes when 
possible, and to design the envelope 
interdependently with the advertising 
piece for a unified and effective first 
impression. In special cases, the first 
impression and the unity are just as 
important, but a third factor—produc- 
tion—also enters the picture. 


By Robert C. Fay 


American Writing Paper Co., Inc., 
Holyoke, Mass. 


When selecting an envelope to carry 
your catalogs, booklets or house organs 
to customers or prospects, you should 
ask yourself three questions: First, will 
it make a profitable first impression? 
Second, is the quality of stock used as 
good as the cover of your sales mes- 
sage? Third, will the envelope carry 
your advertising. to its destination 
clean, whole and presentable? 

Unless you can answer these three 
questions in the affirmative, without 
compromise of any kind, your envelopes 
does not present the sales and carrying 
value it should and the chances are 
that a goodly number of your pieces 
of advertising will fall by the wayside. 

Recently I received in a dirty looking 
Kraft envelope, about six by nine, what 
later turned out to be a very interesting 
folder on motor boats and motors. 

When this envelope was laid on my 
desk, the unattractive appearance 
caused me to reach toward the waste 
basket and if I had not caught the 
words “motor boats,” in which I hap- 
pened to be interested, it would prob- 
ably have gone right on in. 

When talking to an advertising man- 
ager or direct mail counsel, about his 
paper problems, invariably they will 
bring up the question of envelopes and 
want to know what kind of cheap stock 
we make for this purpose. The first 
question that I always ask of such a 
person is “What is going into it?” It 
is surprising to know what beautiful 
catalogs, booklets and house organs are 
getting across in rotten envelopes, or 
at least the advertising managers think 
that they are. 

Retail stores spend hundreds and 
thousands of dollars every year dress- 
ing up their windows to attract the 
attention of prospective customers; in 
other words, they are putting a good 
envelope on the merchandise displays 
inside the store and our wives, sisters 
and sweethearts pause in admiration 
of the beautiful styles displayed, backed 
by some of the most expensive decora- 
tions found anywhere in retail mer- 
chandising. 


Department stores have learned that 
a good envelope attracts profitable at- 
tention and people who admire the 
windows go inside to buy. 

Whenever it is possible to obtain the 
correct weight of paper stock, an en- 
velope should be made of the same 
grade and quality and possibly the same 
color of stock as the cover of the ad- 
vertising message on the inside. The 
prospect who looks at the envelope 
must have his attention attracted and 
curiosity aroused, because just as a 
personal sale is won or lost in the first 
five minutes, so is a sale by mail greatly 
handicapped if the envelope does not 
reach out for the prospect’s pocket- 
book. 

I regret to note that some adver- 
tisers trying to interest me in their 
various products continue to use gov- 
ernment envelopes or cheap number 1 
or number 2 wood envelopes to enclose 
their sales letter. Quite frequently I 
find, on the inside that they are using 
a good grade of bond paper, but the 
trashy envelope puts the written mes- 
sage under a tremendous handicap that 
only an expert writer of sales letters can 
overcome in his first paragraph or in 
the design of his letterhead, after you 
once get inside. 

Tests have been made, by the pub- 
lishers of this magazine and others, 
proving that envelopes addressed per- 
sonally to an executive reach his desk 
unopened. Just as you would expect 
your salesmen to present an appear- 
ance that is a credit to your company 
and to the goods you sell, so must your 
envelope, constantly in competition 
with the personal element in selling, 
present a similar appeal. 

When you ask your printer or paper 
merchant to make up a dummy cata- 
log be sure and have him make up an 
envelope that reflects the same quality. 
You will be surprised how much cash 
value an envelope can possess. 


By Francis X. Marshall 
Asst. Sales Mgr., Curtis 1000, Inc. 


The modern envelope is such a com- 
mon business tool that it is treated 
with the proverbial contempt, or lack 
of thought (just as you choose), that 
comes with familiarity. We receive and 
we send quantities of envelopes every 
business day, and feel, perhaps justi- 
fiably, that an envelope is just an en- 
velope. 

In selecting envelopes for a large 
business today, it is necessary either to 
have a competent buyer, familiar with 
the scores of styles, sizes, and stocks or 
materials on the market, or to buy 
from a dealer who carries a large and 
varied stock, or, preferably, a combina- 
tion of both. The matter of selecting 
envelopes for the average concern, how- 
ever, is not difficult. 

When choosing your envelopes you 
should consider: 

1. Size, varying with size and amount 

of enclosures. 

2. Quality of stock, varying with the 

size and amount of enclosures; and 
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—and you should see them now! — the bluish white, 
higher-finished Canfold; the stronger and more 
brilliant M. C. F olding; the high-finished Esopus; 


and the new Zena, publisher's special. 


Subject to our new system of control, our other 
Cantine Papers were pronounced “impossible of further 
improvement within their respective classifications.” 
This by a committee of experts whom we had engaged 


to look us over. 


We're told—and we believe—that every Cantine Paper 
now gives top value in its class. Specify Cantine’s and 
make sure of satisfaction with any printing job. 

Samples free through any Cantine Distributor or direct 


from the mill. 


THE MARTIN CANTINE COMPANY 


Specialists in paper-coating since 1888 
New York Office, 501 Fifth Avenue — Mills at Saugerties, New York 


y 


new values 
= 


COATED 
PAPERS 


ASHOKAN * CANFOLD - VELVETONE *» ESOPUS >: WATERTONE -: HI-ARTS 
LITHO + M.C.FOLDING * DUO-BOND + COLORFOLD + NIAGARA °+ ZENA. 
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also the use or abuse the envelope 
will have to stand. 

3. Style, depending, as the other two 
qualifications, on the nature of the 
enclosures. 

Given these requisites you can pick 

v your envelopes to suit exactly the re- 


< quirements of the job for which they 

are intended. Any further or finer dis- 

(ey tinction is simply a refinement, or 

modification of these three essentials. 
Size will depend on the dimensions 
ix of the largest enclosure to be sent, 

s when measured just,as it will be mailed, 

i.e., flat, folded once, folded in thirds, 
or otherwise. This first requirement 


v will be modified by the number of such 
@ sheets or articles to be sent. For in- 


stance: a few pages of an eight by 


ey eleven catalog would be enclosed very 

Pp nicely, if sent flat—without creasing— 

T. in a catalog style envelope eight and 

So R i ‘ a quarter by eleven and a quarter; but 

HIS printing is the kind that brings A if your catalog were, say, a many-paged 

t th : ‘ Wh d loose-leaf book and you wished to send 

most en uslastic response. at oes A twenty-five or fifty pages of a new 

. : 9 . edition together with pages instructing 

this mean to the advertiser? Fifteen 4 duclasi on tind tein: Ae cnn 

hundred books were recently mailed sheets and insert the new in their bind- 

‘ io ers, it would be necessary to use an 

over the United States and over three A eight and one-half by eleven and one- 
If, h i 1 

hundred acknowledged them and most f _ Se ee 

enthusiastically. ss As to material for this envelope, it 


will be necessary again to consider your 
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+ enclosures. If they are valuable, they 
, i , ° vy should be properly protected. If they 
This printing is made in thousands to - are to be sent registered mail, then 
] d h l di if d ( you must have an envelope which is 
carloads holding to an exact quality an is stronger, and still better protection. If 
1 > p sealing is an essential factor, then a 
delivered on schedule time. ‘ wood-pulp stock is better than a paper 
Ms with a high rag content, as it will better 
i absorb the gumming and will seal more 

e : oe pA securely. 
This printing has met the most critical The style depends on (1) your en- 
s : A Vv closures and (2) your personal pref- 
tastes in the country. A suitable idea “ erences, the latter being only an oc- 
*) . ° : ° casional factor. Open-side envelopes 
$ ever forthcoming. Buyers act in their iN are Slats enous on the leas Simae- 
; oa sion; open-end, the short dimension. 
©) own interests when they ask to — S ( General business practice is to use a 
$s Munder representative who visits the As standard open-side regular or outlook 
( Bs sek Ae (window) envelope for general corre- 
principal cities regularly. Furthermore, ¢ spondence; open-end envelopes either 
; buvers profit b h : . ith sealed or with the flaps tucked in, for 
> uyers proht by such an interview with- “ catalogs, printed pages or sheets, and 
\ a other third or fourth-class matter; ex- 
> out — ( tra-heavy, specially constructed open-. 
+ 5 side envelopes for registered mail; and 
r re : fe scores of other styles for more specific 

This printing is used largely for adver- . uses. 


Your modern envelope is your tem- 
porary, personal messenger and repre- 
sentative. Like your salesman, a great 
deal depends upon the first impression 
it makes on the recipient. Your busi- 
ness standing, your purchasing ‘judg- 


tising purposes and always appropriate 
for the occasion. It invariably reflects 
the institution using it and the product 
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as well. ment, the quality of your product are 

a all reflected in the envelopes you use. 

y — a “_r ced statistics he 

o ° oe: ° to the number of business men W. 

| AX This P mnteng Has An Atmosphere open their own mail. Some of yours 
1 Pad goes to these men, and should find just 
|\3 as good a reception as your competitors’. 
we The further refinements of the three 


NorMAN T. A. MuNDER & Co. 


109 MARKET PLACE 
BALTIMORE 


essentials noted above are possible vari- 
ations in color of stock to be used, 
printing of the envelope and the color 
of the inks used. 


Your envelopes should tell, in as 
straightforward a manner as possible, 
your name and address and your line 
of business. If this can also be done 
attractively with small cuts, or in col- 
ors of ink, so much the better. 

The appearance, quality of work- 
manship and the printing should be a 
reflection of your house; if it is not 4 
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true representation of your house, you 
may be sure it is being judged as such. 
It behooves you to look to your envel- 
opes and select wisely. 


By Robert E. Ramsay 
The Robert E. eon Organization, 
ne. 


How I would select an envelope would 
depend entirely upon its use. 

In commercial envelopes, I would like 
first of all an envelope of good appear- 
ance, well printed, something that 
would feel good to the touch. I would 
not want this envelope to be of too 
strong a material because it would slow 
up the opening of the envelope by the 
recipient. I would not wish it to be 
too brittle either, but of a medium 
grade. 

For social envelopes one should use 
something of a very clear, fine color, 
of good strength and very neatly print- 
ed with a well gummed flap, one which 
would carry solidity and character. 

For bankers’ use, I would recommend 
the strongest and finest looking envel- 
ope possible to carry the embodiment 
of security in every possible part. I 
would not mind how much strength it 
had or how hard it was to open the 
flap, the harder it was to open, the 
better impression on the _ recipient. 
He would see that the house that 
used these strong envelopes was 
careful to see that there was the ut- 
most protection given to the contents, 
to insure them getting safely into the 
hands of the owner. 

Envelopes for filing should be of a 
good finish and of the greatest possible 
strength to stand the rough handling 
and have a long life. 


By S. R. Stauffer 


Author, “Letters, the Wings of 
Business” 


The problem of envelopes has never 
been taken very seriously by most busi- 
ness firms. This statement is not the 
whole, but an approximation of the 
truth. Few firms are as careful in the 
selection of good, attractive envelopes 
as they are in the selection of good and 
attractive papers. The envelope, how- 
ever, is a very important part of the 
complete picture. 

The best envelopes have both utility 
and attention value. The quality of 
the paper should be sufficiently durable 
to carry the load, and sufficiently at- 
tractive to gain attention and respect. 
In cases where an all-rag paper stock 
is used for the letterhead, I would 
Suggest the use of an all-rag paper 
stock of the same mill brand for the 
envelope. The reason for this is har- 
mony of tone. To select a cheaper and 
less attractive paper stock for the en- 
velope, whether it be a letterhead or a 
printed piece, is somewhat akin to coat 
and trousers which do not match. One 
is just about as incongruous as the 
other. 

We can be fairly sure that in many 
cases the envelope is seen and opened 
by the person to whom the communica- 
tion is addressed. Further, we are cer- 
tain that an attractive and durable 
envelope has positive attention value. A 
good envelope automatically inspires re- 
spect the moment it is seen. The touch 
of the fingers confirms and strengthens 
the instant judgment of the eye. 

With regular eight and one-half-by- 
eleven stationery we have, as a rule, 
two customary sizes of envelopes, the 


six and three-quarters and the number 
ten. Both of these are necessary and 
should be used. The smaller envelope 
is appropriate for statements and in- 
voices and the larger one for inserts, 
especially fairly large printed pieces. 
The window envelope I would suggest 
to be used with statements and invoices. 
Some firms use them for the mailing of 
checks and routine correspondence. 
This is done with the idea of econo- 
mizing time. For window envelopes 
used in routine correspondence, I want 
to suggest the very obvious necessity 
of a very good grade of paper stock, 
both in weight and texture. 


I would like to suggest also a wider 
use of number nine envelope. This en- 
velope has never been popular with 
business firms but I consider it to be 
much better adapted for routine let- 
ters than the six and three-quarters or 
number ten. In the first place, being 
a bit shorter than the number ten and 
longer than the six and three-quarters, 
it has additional attention value by 
being an odd size. Its greatest value, 
however, lies in the fact that it takes, 
perfectly, an eight and one-half by 
eleven letterhead folded with but two 
creases. The first economy is in the 
folding; the second is increased satis- 
faction of the recipient in the addi- 
tional ease with which the letter is un- 
folded and read. 


Decided improvements are gradually 
being made by business firms in the 
selection of better papers for letter- 
heads. It is perhaps even more evident 
that better direct mail pieces are being 
printed. With these two progressive 
tendencies should go a wiser and more 
careful selection of envelopes. The 
cheapest thing which just gets by 
should give way to that which is most 
adequate and in good taste. 


By Norman T. A. Munder 
President, Norman T. A. Munder & Co. 


The first requirement of an envelope 
is to carry its contents safely, generally 
through the mails. This means that 
the contents arrive at their destination 
safe and sound. But what do the con- 
tents as a rule look like when re- 
ceived? A salesman can travel in a 
Pullman and he looks just as well 
when he arrives at the end of his 
journey as when he starts. If he were 
shipped in a freight car he would quite 
likely arrive safe and sound, but what 
would he look like? 


The second requirement to be borne 
in mind in selecting envelopes is ap- 
pearance. It is a form of advertising; 
it is a representative. While the en- 
velope might be strong enough to pro- 
tect its contents perfectly, it might be 
so unattractive as to be discarded im- 
mediately on its arrival and the con- 
tents never seen at all. 


The envelope itself need not have all 
the strength; it can be reinforced with 
card protection. The card should be 
strong enough and pleasing in appear- 
ance. It is good practice today to print 
interesting and good looking advertis- 
ing on these cards and thus have fur- 
ther good publicity. It is desirable, 
too, for the color of this card to blend 
with the envelope or the contents. 


The envelope is given more attention 
each year and today nearly all paper 
makers have envelopes of various sizes 
to match their papers. They come at 
all prices—many very reasonable. This 
means that an envelope can be of the 


Courtesy of Liggett & Myers Tobacco Co. 


This nation-wide 
advertisement has 


commanded your at- 
tention—WHY ?- 
Because both the 


figure and the text 
have “IT”, 


In a similar manner, every 
piece of printed matter can 
have that same attention 
commanding characteristic. 
A catalogue can at once 
convey a firm’s integrity, a 
price list can reflect stability 
and fair price, an advertising 
piece can make you read ‘it. 


Just as you cannot help 
occasionally pausing to 
glance at a personality, prob- 
ably no more handsome or 
more expensively dressed 
than the thousand you 
passed by, so.can your print- 
ing have that pulling power 
of attention and personality. 


May we place you on our 
mailing list and eventually 
serve you. 


THE 


BRANDOW 
PRINTING COMPANY 


Makers of 
PRINTING THAT SELLS YOUR GOODS 
Broadway at North Ferry Street, 


ALBANY, NEW YORK 
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same material as the cover of a cata- 
log, folder or broadside. ‘These inter- 
esting envelopes, both from a color and 
texture standpoint, can be designed to 
reflect the merchandise. All of us like 
an interesting package—a bright, pret- 
ty package; it sells the contents, in- 
variably creating interest and confi- 
dence in the manufacturer. Just so, 
the envelope can be so interesting and 
so beautiful that the contents are 
quickly sought and given due respect 
and attention. 

A very excellent envelope material, 
business-like and very strong, is jute 
manila, very heavy weight. The Tif- 
fany jewelers have used this kind of 
envelope for years. It is not only im- 
pressive but very strong—protecting the 
contents perfectly. It is well to use 
a heavy envelope of this kind if the 
contents are a number of different 
things. Jute manila is a neutral color 
and blends with all other colors. 


By George Gaw 


President, Gaw-O’Hara Envelope 
Company 


Modern advertising practice decrees 
the absolute necessity for careful con- 
sideration of every factor entering into 
advertising and sales presentation. 
This means that it is insufficient to 
create and produce outstanding printed 
advertising of all kinds without insur- 
ing their impressiveness through pre- 
sentation in adequate envelopes, viz., 
good envelopes, the result of good ma- 
terial and good printing. 


The rigors of mail handling should 
be common knowledge to every well- 
trained advertising man. To cope with 
the situation, it is essential that paper 
stocks should be chosen with an eye 
to their endurance qualities. The size, 
shape and weight of the contents are 
yardsticks by which to measure the 
grade and weight of the envelope stock 
used. The purpose of the contents, the 
customers and prospects to whom they 
will be sent determine the exterior 
adornment of the envelope. 

Heavy catalogs and booklets obviously 
require rugged containers in which to 
dispatch them, whereas the announce- 
ment folder or small booklet can travel 
and arrive in first-class condition in a 
much lighter envelope. In either event, 
the safety and presentability of the 
contents is all important and the very 
purpose of the mailing is defeated by 
exercising false economy and skimping 
in the purchase of too light or too 
cheap an envelope paper. 

Nothing has yet been found to sur- 
pass the better grade kraft envelope 
stocks being offered for this purpose. 

There is a mistaken idea that fre- 
quently prevails that cover stocks to 
match covers of the contents are most 
desirable and are of sufficient strength 
and flexibility to insure safe convey- 
ance. This cannot be so, as the built- 
in qualities of cover stocks are not the 
characteristics most essential in a con- 
tainer. To be sure, such envelopes may 
look spic and span before they are put 
in the mails, but a different story is 
told when they arrive scuffed and torn 
because of the punishment received, 


with which the paper manufacturer 
never intended them to cope. Only 
envelope paper stocks specifically man- 
ufactured for the purpose perform cred- 
itably in the mails. 

There is a sufficient variety of such 
stocks that can be furnished by the 
up-to-date envelope manufacturer. 
Such stocks are also manufactured with 
an eye to printing qualities, in this 
modern day is of great importance. 
No thinking advertiser fails to utilize 
the valuable advertising display space 
on the front and back face of envelopes. 
This important “white space” is produc- 
tive in exact proportion to the intelli- 
gent use made of it. 

Presentation is the very essence of 
salesmanship, and effective display pres- 
entation on the face of the envelope 
is the yardstick by which to measure 
the thinking advertising man. 

The modern envelope-making estab- 
lishment is today equipped with the 
highest type of manufacturing and 
printing equipment; its creative staff, 
its compositors and pressmen are as 
talented and highly specialized as those 
found in the better printing plants. To 
be sure, this has not long been true, 
but modern merchandising and adver- 
tising has brought into existence the 
better type of organization to produce 
the better type of envelope so long 
needed, and so essential to direct mail 
advertising. 


(See page 341 for list of envelope 
manufacturers, and pages 314, 315, 316, 
and 317 for paper manufacturers pro- 
ducing envelope stocks.) 


INDUSTRIAL FILM STUDIOS, MANUFACTURERS OF 
SOUND EQUIPMENT, PORTABLE PROJECTORS, ETC. 


Film Producers and Sound 
Synchronization Studios 


CHICAGO, ILL. 
Acme Sound Products Corp., 
35 East Wacker Drive 
Atlas Educational Film Co., 
5 North Wabash Ave. 
Burton Holmes Lectures, Inc., 
7510 N. Aashland Ave. 
Jam Handy Picture Service, 
6227 Broadway. 
Rothacker Industrial Films, Inc., 
7510 North Ashland Ave. 
Spoor & Ahbe, 
1345 Argyle St. 
DETROIT, MICH. 
Wilding Picture Productions, Inc., 
(Div. of Metropolitan Sound Studios, 
Hollywood, Cal.) 1358 Mullet St. 


HOLLYWOOD, CAL. 
Metropolitan Sound Studios, Inc., 
1040 North Las Palmas Ave. 


LONG ISLAND CITY, N. Y. 
Audio-Cinema, Inc., 
161-179 Harris Ave. 
Consolidated Film Industries, 
Eighth and Pierce Aves. 


NEW YORK, N. Y. 

Bray Pictures Corp., 
729 Seventh Ave. 

Caravel Films, Inc., 
(Div. of Business Training Corp.) 
350 Madison Ave. 

Fox Case Corp., 

460 West 54th St. 

Wm. J. Ganz, 
507 Fifth Ave. 

General Business Films, 
33 West 60th St. 

Loucks and Norling Studios, 
245 West 55th St. 

Pathe Films of Commerce, 
35 West 45th St. 

Paramount Business Pictures, Inc., 
544 West 34th St. 


Pathescope Co. of America, 
33 West 43rd St. 

Seiden-Hodes Films, 

729 Seventh Ave. 

Visugraphic Pictures, Inc., 
247 Park Ave. 

Warner Bros. Industrial Films, Inc., 
Subsidiary of Warner Bros. Pictures, Inc. 
220 West 42nd St. 

ST. PAUL, MINN. 

Ray-Bell Films, Inc., 
317-23 University Ave. 


Producers, Portable Projectors 
and Equipment for Advertisers 


Portable Equipment 


BUFFALO, N. Y. 
Spencer Lens Co. 
442 Niagara St. 
Visual Demonstration Systems. 
259 Delaware Ave. 
CHICAGO, ILL. 
Auditone Company, 
23 South Jefferson St. 
Bell & Howell Co., 
1803 Larchmont Ave. 
Capitol Projector Co., 
133 West Washington St. 
Holmes Projector Co., 
1632 North Halsted St. 
Jam Handy Picture Seivice, 
6227 Broadway. 
Spoor & Ahbe, 
1345 Argyle St. 
DAVENPORT, IA. 
Victor Animatograph Co. 
DULUTH, MINN. 
Safety Projector Co. 
NEW YORK, N. Y. 
Electrical Research Products, Inc. 
250 West 57th St. 


International Projector Corp., 
(Acme Division), 90 Gold St. 

The Pathescope Co. of America, 
33 West 42nd St. 

R. C. A. Photophone, Inc., 
411 Fifth Ave. 

Stan-A-Phone Equipment Distributing 
Corp., 220 West 42nd St. 

ROCHESTER, N. Y. 
Bausch & Lomb Optical Co. 
Eastman Kodak Co. 


Still Films 


BUFFALO, N. Y. 
Spencer Lens Co., 
442 Niagara St. 

Visual Demonstration Systems, 

259 Delaware Ave. 
CHICAGO, ILL. 

Jam Handy Picture Service, 
6227 Broadway. 

Society for Visual Education, 

327 South La Salle St. 
INDIANAPOLIS, IND. 

Kalograph Co. 

LONG ISLAND CITY, N. Y. 

Audio-Cinema, Inc., 

161-179 Harris Ave. 

Consolidated Film Industries, 
Eighth and Pierce Aves. 

Roland Rogers Picture Service, Inc., 
76 Sherman St. 

NEW YORK, N. Y. 

General Business Films, Inc. 
33 West 60th St. 

Loucks and Norling, 

245 West 55th St. 

Warner Bros. Industrial Films, Inc., 
Subsidiary of Warner Bros. Pictures, Inc. 
220 West 42nd St. 

PHILADELPHIA, PA. 

W.H. Hoedt, 

Ayer Building, West Washington Square. 
ROCHESTER, N. Y. 
Bausch & Lomb Optical Co. 
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» the When C. M. Fuller, president of the Richfield Oil Company, 
duce wanted to make a personal talk to 17,000 Richfield dealers 
ro ond their employees, and present a complete talking pic- 
_— ture showing dealer service to the public, he chose Metro- 
politan Sound Studios of Hollywood because of their rep- 
utation for quality sound pictures and unexcelled facilities 
’ pro- 
YOUR BUSINESS — any business-can be brought most forcibly to 
the employee, dealer and buyer thru this great proven medium 
° ...are working headquarters for such high 
ie deteees 106 grade producers as Harold Lloyd, Caddo 
Company (“Hell's Angels”), Christie Plays 
ss American Rolling Mill Company for Paramount, Educational Comedies, Rob- 
Richfield Oil Company ert C. Bruce Musical Scenics, and many cther 
: . , leaders in the theatrical field. 
National Board of Fire Underwriters 
Chrysler Corporation, The same staff which handles million dollar 
Dodge Brothers Division feature productions in all departments of this 


well rounded picture making plant, with the 
finest Western Electric Recording, delivers 
Studebaker Corporation their experience and excellent services for 


AND MANY OTHERS Industrial Pictures at surprisingly low cost. 


Sigma Chi Fraternity 


Thru Wilding Picture Productions of Detroit, a division of Metropolitan 

Sound Studios, full Western Electric recording and production facilities are 

available for making talking pictures anywhere in the Central Western 
territory as well as at the Hollywood Studio 


[nc., 


ares, Inc. WILDING PICTURE PRODUCTIONS, Inc 


Division of METROPOLITAN SOUND STUDIOS, Inc 
Metropolitan Sound Studios, Inc., Hollywood, Cal. — 1040 Las Palmas Avenue 
n Square. DETROIT, MICHIGAN - 1358 Mullett Street 


HOLLYWOOD, CALIFORNIA 
Telephone . . GRanite 3111 


CHICAGO, ILLINOIS . . 40 East Oak Street 
C. E. Moore, Vice President | Phone Whitehall 6040 


SALES 


MANAGEMENT 


CURRENT TRENDS IN THE USE OF 
INDUSTRIAL FILMS 


| 

In addition to an increase in the 
number of uses and users of commercial 
films, the most significant development 
of the past year has been the broad- 
ening influence of the talking picture. 

Whether the new talkies have been 
the sound-on-film type, receiving na- 
tional showing, convention release or 
sales training use, or whether the sound 
has come from disc records and port- 
able equipment used in window dis- 
play, as by Joseph Hilton & Sons, the 
industrial film has received a new voice 


and impetus. 
There are four types of commercial 
films: selling, technical, propaganda 


and educational. Selling films tell a 
direct sales story for consumer con- 
sumption. Technical films have wide 
application in clarifying, humanizing 
and making more interesting, elaborate 
and intricate manufacturing processes. 
Propaganda films aid institutions and 
businesses in telling their story subtly. 
Educational films are just that, whether 
they educate the school child in the 
proper care of the teeth or the interne 
on the use of Davis and Geck sutures 
in traumatic surgery. A further classi- 
fication of films by type might be made 
according to the effects that can be 
achieved: slow motion, long shots, 
closeups, dissolves, animation, cartoon, 
etc. 

By function, films are rapidly in- 
creasing in classification. Broadly, 
here are two divisions: intra-organiza- 
tion and extra-organization. The first 
category includes film that for one 
purpose or another is intended purely 
for showing to a company and its 
dealers. The second comprises film in- 
tended for circulation to individuals 
outside of the company. These indi- 
viduals may be the theater public, 
non-theater public, or prospects, indi- 
vidual or in groups. 

In the intra-organization group are 
the selling, technical, propaganda and 
educational films that deal with a com- 
pany and its activities, such as techni- 
cal discussion of the product, an an- 
nouncement of a new product, and so 
forth. Other purposes may be a hu- 
manization of a great business, or an 
explanation of its policies. 

The second large classification under 
the intrasorganization group is the 
salesman-dealer film. Many of these 
have for their purpose the training of 
the salesman, the dealer and his staff. 
Some films of this type are rather gen- 
eral. Others, however, are highly de- 
tailed in the exposition of the sales 
canvass. A favorite device to make 
these pictures more effective is to show 
the typical sales situation, with the 
right and wrong sales approach. Re- 
cently this type of picture has come 
into use for service training. Organi- 
zations such as auto accessory makers 
have found that the roadside man can 
help much in selling. While he cannot 
be expected to, and should not go into, 
a regular selling canvass, he can do a 
great deal in influencing a prospect by 
subtle and long distance sales thrusts. 

The advent of the talkie has seen 
many salesman-dealer pictures serve to 
vitalize conventions. Talks by president 
or sales manager, given simultaneously 


to regional conventions, save money in 
executive time and permit these exec- 
utives frequently to be in many places 
at the same time. In fact, General 
Electric made a film of what happened 
at its most recent convention and is 
showing this picture to its dealer or- 
ganization, both to bring those who 
were unable to attend up to date, and 
also to sell them the idea of coming 
the next year. 

The extra-organization picture has 
many purposes and its showing or cir- 
culation is of three kinds: that directly 
controlled by personal showing; that 
sent out via non-theatrical outlets; and 
that purely for theater showing. The 
film shown by personal contact is 
largely the selling film. Here again it 
may be technical, a detailed sales story, 
propaganda for an institution, or edu- 
cational in expounding uses of a prod- 
uct. 

With the portable disc sound equip- 
ment now on the market, it is possible 
for the salesman to show the sound film 
right on the prospect’s desk. The film 
for non-theatrical distribution is largely 
the propaganda and educational type. 
If these contain selling ideas, they are 
somewhat sugar-coated. The theat- 
rical distribution film has necessarily 
almost always a highly sugar-coated 
sales message. 

An exception to this, however, is the 
type of film produced for several man- 
ufacturers by one film producer. This 
company makes up a story about sev- 
eral products, then sells this picture to 
smaller theaters with a definite ex- 
ploitation tie-up. One such picture is 
frankly advertising, though in story 
form. The theater owner advertises 
with its showing the free distribution 
of a gift package, which contains sam- 
ples of the products advertised in the 
film. The manufacturers pay for their 
share of the film and supply the mer- 
chandise. 

There are five major outlets for films 
where no personal contact by company 
representatives is entailed with the 
showing. A few large producer-theater 
chain owners are offering to distribute 
advertising films throughout their 
chains of theaters. The subject, how- 
ever, must not be offensive to theater 
patrons and must be interesting enough 
to stack up against the regular short 
subject material. The advertising 
comes only in about the last eight 
feet of film, where a tag line tells 
that the film is shown through the 
courtesy of Blank Company. 


Another method of distribution is 
the advertising trailer. Many theaters 
run these advertising conglomerations. 
The film must be limited to a few hun- 
dred feet but can be strictly advertising. 
The subsistence of these trailers lies in 
the fact that they are not long enough 
or offensive enough to make any dif- 
ference to the patron who has received 
his film education in the nickelodeon. 
where advertising slides helped pay the 
theater rent. 

Many utilities have demonstration 
rooms for film showings. Business 
men’s clubs, chambers of commerce and 
such associations are scheduled to visit 
these rooms to see a program of pic- 


tures, largely through 
sponsorship. 

A fourth outlet, estimated by some to 
reach a circulation of 800,000, is the non- 
theatrical exhibitor. Y.M. C. A.’s, col- 
leges, schools, clubs, churches, hospitals, 
Army and Navy camps and civic audi- 
toriums have projectors and many are 
now wired for sound. 

A comparatively recent but potential 
form of distribution is the roadshow. 
During a recent election, a _ truck 
equipped with portable talking equip- 
ment toured New York showing several 
films boosting political candidates. The 
same equipment might show advertis- 
ing pictures with the truck storage 
space and its crew serving as a sam- 
pling medium. Another type of road- 
showing was that done by Studebaker 
in cooperation with its dealers. They 
arranged for the showing in a local 
theater. The film was advertised lo- 
cally, shown to whoever would come, 
and leads sought from the audience ai 
the conclusion of the performance. 

Slide films or still films are finding 
much use in sales training. One of the 
advantages of this type of film is that 
the showing of one picture at a time 
permits the lecturer to interpolate his 
own experiences and point up the film 
with anecdotes. Some of the automo- 
bile companies are using still films on a 
regular bi-weekly release plan. Twenty- 
six training films are now made up by 
these concerns and shown every two 
weeks to dealers and their sales forces. 

Hart Schaffner & Marx have entered 
upon a sales service to their dealers 
which consists of twenty-six films a 
year which are sold to the dealers. 
Each release is accompanied by a book- 
let describing the sales talk the dealer 
must give his salesmen during a show- 
ing of the film. These films are not 
primarily selfish advertising. For in- 
stance, the first film “That Irregular 
Half” talks about odd sizes in the fit- 
ting of men who are hard to fit. “Ma- 
terial Differences”, the second picture, 
shows Hart Schaffner & Marx material 
tests. The third picture, “Style by 
Test”, shows where and how styles 
originate. The fourth picture, “The 
Best Customer’, emphasizes the advan- 
tages of having the retail clothing 
salesman properly dressed. ‘Mirror 
Magic”, the title of the next two films, 
gives the eighteen fundamental desires 
which move human beings to action 
and how fifteen of these can serve the 
clothier in his selling. 


commercial 


(Editor’s Note—The advertising type of 
film, whether out-and-out advertising or 
a subtle kind of propaganda for an insti- 
tution or an idea, is being used by lead- 
ing companies so successfully in so many 
variations that lack of space prevents the 
publication here of an adequate review. 
Any reader, however, who wants to know 
what companies have ordered this type of 
film within the past year may obtain a list 


._ by writing to the Reader’s Service Bureau, 


SALES MANAGEMENT, INC., 420 Lexington 
Ave., New York City. On following pages 
are reviews of selected silent, sound, and 
still films released within the past year. 
This list is not intended to be complete, 
but merely to show how the application of 
films to sales problems, has widened. This 
magazine maintains at its offices at the 
above address, a complete file of informa- 
tion on the subject of films. Users of the 
reference issue are invited to use this data. 
There is no charge for this service.) 
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SALES MANAGEMEN 


for 6 customers in 1930 


¥ These national organizations control training at retail sale- 

ia iii meetings, held at frequent regular intervals at thousands of 

ALEMIT points. An easy method pictures home offices ideas to 
retail men in the field 


' Lubricants 


Each meeting is planned and prepared at the home offices 
by Jam Handy Picture Service, working under the cus- 
tomer’s supervision, then mailed to the field in complete 
form for a successful meeting. “Through the eye” dealers 
and salesmen get the best selling thought of the organiza- 
tion, presented in a way that is interesting, convincing, and 
remembered. 


This simple method, which controls training meetings in the 
field, has been used successfully for five years by outstanding 
American sales organizations. 


Let us show you how these and other successful companies 
are using this proven method. It costs remarkably little 
and is reinforced by national field service. 


Jam Handy Picture Service 


Jamison Handy, President 


6227 Broadway, Chicago 


NEW YORK, CHANIN BUILDING——-DAYTON, REIBOLD BUILDING——-CLEVELAND, HANNA BUILDING——-DETROIT, GENERAL 
MOTORS BUILDING. 32 REGINAL SERVICE REPRESENTATIVES AT PRINCIPAL POINTS THROUGHOUT THE JU. S. if 
STILL AND MOTION PICTURES——PRO JECTORS——SOUND PICTURES 33 33 ANIMATED DRAWINGS——SCREENS—SLIDEFILMS i 
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GIFT entirely new — 
MAGNI-MAID 


By BAUSCH & LOMB 


“Haven't you a novelty that's highly distinc- 
tive, for a list of special customers?” asks 
the advertising manager. Yes, here it is— the 
Magni-Maid. 


Entirely new and patented. Combined paper- 
weight and magnifier. Handsome enough for 
the living room of any home. Doubly welcome 
on any executive's desk. Can carry your 
advertising message, if desired. 


Just the right size—lens is 3 inches in diameter. 
Finishes — bronze, brass or antique. Packed 
in dignified gift-box and protected by sturdy 
shipping container. An aristocrat among gifts. 


We have an interesting proposal on Magni- 


Maid. Write for it. 


BAUSCH & LOMB 


OPTICAL COMPANY 
746 St. Paul Street, Rochester, N. ¥.,U.S. A. 


OTTUEUOOEUUEULLULLHULEOLLOCLELERUUUUUULLLLLL CP EOOTOeTeCOULOUUUUUHUUULCCEEEUOOLOOUUUUUU TUT Ube 


Thomas J. Reynolds, Vice-President, The Diamond Match Co.; R. D. Keim, Vice-Presi- 
dent & Director of Sales, E. R. Squibb & Sons; Grant Pierce, President, National 
Radiator Corp. and George S. Fowler, Vice-President & Director of Sales, Simmons 
Company. 

have each bought for distribution in their 

organizations FIVE OR MORE COPIES of 


SALES MANAGEMENT FUNDAMENTALS 


By RICHARD C. HAY 


Why not send for a copy and see why these experienced executives think so much of 


this book? 
Simply send your check for $3.50 to 


Book Service Department 


SALES MANAGEMENT 


420 Lexington Avenue New York, N. Y. 
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SOME LEADING INDUSTRIAL 
FILMS OF THE YEAR 


And an Outline of the Sales 
Problems They Were De- 
signed to Help Solve 


(See page 324 for review of current 
trends in the use of industrial films, 
and page 322 for lists of manufac- 
turers of projectors, portable equip- 
ment, etc., producers of still films, 
and sound synchronization studios.) 


BRINGING THE CONVENTION TO THE 
DEALER 


“Toppers Convention.’ General Electric 
Co. (Pathe-Films of Commerce, Inc.,R.C.A.- 
Photophone synchronization.) Two-reels, 
sound. For distribution to dealer groups 
by sales department. Tells of the happen- 
ings at the convention. 


BRINGING IN CUSTOMERS THROUGH 
THE DEALER’S WINDOW 


“The Best Treat Ever.’’ Mail Pouch To- 
bacco Co. (Pathescope Co. of America.) 
One reel cartoon comedy of Zep around- 
the-world trip, unloading tobacco to all 
types of consumer. Distributed by means 
of 200 continuous window projectors, 
brought to the dealer by means of crews 
with trucks who set up and service the 
operation. 


DEALER TRAINING VIA THE CASE 
METHOD 


“Three Painters.’””’ The National Lead 
Co. (Caravel Films, Inc.) Silent film shown 
by fourteen district saleS managers to 
groups of painters. The first of this series 
of three pictures is ‘‘How Anderson Sold 
the Painting Job.” Explains how three 
types of painters handled a customer. 
Showing of the film is usually preceded 
by a dinner. After the show booklets about 
the film are distributed to the painter- 
dealers. 


EDUCATING BOTH SELLER AND BUYER 

“Foot Savers.’”’ Commonwealth Shoe & 
Leather Co. (Caravel Films, Inc.) Shows 
shoe’s health saving features and tells re- 
tailer shoe salesman how to sell. Distribu- 
tion via company salesmen. Also used in 
continuous window displays to reach the 
customer. 


EDUCATING THE ARCHITECT, CONTRAC- 
TOR AND HEATING SPECIALIST 

“Foiling the Heat Thief,’’ ‘Controlled 
Heat.’ Hoffman Specialty Co. (Loucks and 
Norling Studios.) Two-reel, silent, eight 
prints. Explains proper heating, installa- 
tion of valves and specialties. Used by 
sales and service department for showing 
to architects, contractors and heating spe- 
cialists. Series of film slides used in con- 
junction with the motion picture and also 
for separate training. 


EDUCATING THE DEALER ON 
TECHNICALITIES 

“Four Speeds Forward.’’ Two-reel, silent, 
60 prints. For dealer and service school 
organization showing. Also used in con- 
sumer selling by dealers. ‘Lubrication of 
Graham-Paige Engine.’ One-reel, silent. 
Showing chassis lubrication. Shown to 
dealer and service school organizations. 

“Better Bodies.’’ Two-reel, talkie. Gra- 
ham-Paige Motors Corporation. (Loucks 
and Norling Studios.) 


EDUCATING THE DRUGGIST 


McKesson & Robbins, Inc. (Warner Bros. 
Industrial Films, Inc., subsidiary of Warner 
Bros. Pictures, Inc.) One to three-reel 
pictures, silent, 75 prints each. Series of 
advertising films, advertising McKesson & 
Robbins service and the products of the 
companies it represents. Shown to dealers 
in meetings and by individual sales calls. 


FAMOUS SCREEN COMEDIANS SHOW THE 
DEALER HOW 


“Service Wins Again.” Richfield Oil Co. 
(Metropolitan Sound Studios, Wilding Pic- 
ture Productions, Western Electric Sound 
Equipment.) Three-reel, sound. Shown to 
employees, service station operators and 
dealers by means of portable projectors and 
in theatres after the regular performances. 
Visualizes a Richfield station and a “wild- 


(Continued on page 328) 
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Mauch can be learned 
in 23 years 


“On location” in the plant of Eli Lilly and Company, 
Pharmaceutical Manufacturers, Indianapolis. 


— of the long and unusual experience of 
the BuRTON Hotes Lectures in the professional field, 
it is particularly well qualified to undertake the production of 
advertising and sales motion pictures. 
No sales investment that you can make will pay greater divi- 
dends than a well planned, professionally made industrial 
motion picture produced by this organization. 


Write for detailed information. 


The Burton Holmes Lectures 


INCORPORATED 


7510 N. Ashland Avenue 


Chicago 


Some Leading Industrial 
Films of the Year 
(Continued from page 326) 


cat” station. How the company cooperates 
with the dealer, etc. Lloyd Hamilton and 
Eddie Baker are dealers. 


GETTING LEADS FOR LIFE INSURANCE 
AGENTS 


Aetna Life Insurance Co. (Audio-Cinema, 
Inc., Western Electric Sound Equipment.) 
A series of short films to be released to 
theatres. Each of the pictures is so made 
that the local Aetna agént’s name can be 
put in the last eight feet of the film. More 
than 450 agents have purchased this series 
and are arranging to have local theatres 
show them. Films contain, aside from the 
basic selling point, music, dialogue and 
entertainment. 


HOUSE-TO-HOUSE SELLING 

General Electric Co. (Jam Handy Picture 
Service.) Three still films about refrigera- 
tors, one for the salesman selling consumer 
in the house, one for the salesman selling 
the architect or builder for apartment in- 
stallation, and one for the salesman selling 
commercial installations. About one thou- 
sand salesmen are equipped with sets of 
films and pocket projectors. 


INTRODUCING THE NEW PRODUCT TO 
DEALER AND CONSUMER 
“Bringing the North Pole Down South.” 
General Sea Foods Corp., division of the 
General Foods Corp. (Visugraphic Pictures, 
Inc.) Silent. This film is distributed by 
salesmen to dealers and women’s clubs. It 
shows the how and why and what happens 
of the ‘“‘Bird’s Eye Quick Freezing Process,” 
thus laying the educational groundwork to 
the introduction of this product, locality 

by locality. 


MAKING THE GROCER A BETTER MER- 
CHANT THROUGH WHOLESALER 
COOPERATION 
“Better Grocery Stores.” Progressive Gro- 
cer. (Pathescope Co. of America.) Twelve 
prints for controlled distribution to grocery 
association meetings and groups organized 
by their wholesalers. The film is a lesson 
on modern store merchandising and layout. 

It is rented to wholesalers. 


OUTLINING THE SALES CANVASS 
“Sales and Profits Opportunities.” Kari- 
Keen Trunk Manufacturing Co. (Ray-Bell 
Films, Inc.) One-reel in three different 
assemblies, 102 prints each. Shows the 
salesman how best to present the trunk’s 
selling arguments. 


SELLING QUALITY BY SHOWING MANU- 
FACTURING METHODS 
“Comfortable Homes.” Anderson Frame 
Corp. (Ray-Bell Films, Inc.) Two-reel 
silent, five prints. Trip through the frame 
building factory, pointing up quality man- 
ufacture. Shown by salesmen to carpenters, 
architects, lumber conventions. 


PICTURIZATION OF TRAINING COURSE 
IN RETAIL SELLING 

“Mrs. Abbott Buys a Rug.” Bigelow-San- 
ford Carpet Co. (Caravel Films, Inc.) Silent, 
twenty prints. Shown by salesmen to de- 
partment store staffs, many of whom have 
taken correspondence carpet selling course. 
Talk and booklet distribution follows. 


PRESIDENT’S ADDRESS TO ELEVEN 
CONVENTIONS SIMULTANEOUSLY 
Armour & Co. (Wilding Picture Produc- 
tions, Studio of Fox Case Corp., Western 
Electric Sound Equipment.) A_ two-reel 
film of an address by F. Edson White, the 
President. The recording of the talk as 
well as all arrangements was kept secret 
until the night set apart for the President’s 
dinner in eleven different cities in various 
sections of the country. At a simultaneous 
hour Mr. White’s picture appeared before 
all eleven assemblages and his address was 
delivered. Portable projection equipment 

was used. 

Frigidaire Corp. (Wilding Picture Pro- 
ductions, Studio of Fox Case Corp., Western 
Electric Sound Equipment.) Three-reel pic- 
ture released for inter-organization pur- 
poses, and used at regional dealer meetings 
throughout the country. Addresses by 
company Officials were among the important 
features. The meetings were held for the 
most part in regular theatres in the morn- 
ings before opening to the public. 


PUBLICIZING THE PRODUCT TO THE 
THEATRE PUBLIC 
“Champions.” Studebaker Corp. (Wild- 
ing Picture Productions.) One-reel, sound. 
This picture embraced a talk by Knute 
Rockne, famous football coach, a number 
of musical selections by Studebaker’s radio 


(Continued on page 330) 
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CARAUEL 


MOTION PICTURE 


The “sound” control room 


Caravel pictures are successful because we study 
the essential facts, the particular audience, the 
exact method of reaching this audience—neces- 
sary steps in building one of our picture plans. 
The plan itself is designed to tie in with your 
other activities—designed to produce results. 


Caravel places at your disposal a complete pic- 
ture-producing organization—directors, camera 
men, completely equipped sound studio, location 
equipment—everything necessary for producing 
excellent pictures. 


Caravel has available an experienced field, research 
and promotional staff who have proved their 
ability in handling problems of industrial rela- 
tions, marketing and sales promotion. 


Executives interested in increasing sales can 
arrange for consultation with full confidence 
that their time will be well spent. 


CARAVEL FILMS, INC. 


Division of 


BUSINESS TRAINING CORPORATION 
350 MADISON AVENUE, NEW YORK 


A studio set in the picture for 
U. S. Chamber of Commerce 


WILarp Srorace Battery Co. 


BiGELOW-SANFORD Carpet Co. 
Goopyear Tire & Russer Co. 
Druss, Inc. 

HAMMERMILL Paper Co. 
CoMMONWEALTH SHOE Co. 
EastMAN Kopak ComPANy 


NaTIONAL TUBERCULOSIS AssN. 


Hoover ComMPANY 
Koxier CoMPANY 
Pro-pHy-Lac-tic Brusu Co. 


SALES 
PLANS 


Caravel Produces More 
Than Motion Pictures— 


It Produces Complete, 
Resultful Sales Plans 


We can tell you some interesting results Caravel Pic- 
ture Plans have produced for such clients as: 


Nationat Leap Co. 

U. S. Cuamser or CoMMERCE 
Davis & Gecx, Inc. 

E. R. Squiss & Sons 

CunaArp STEAMSHIP Co. 
Metvitte SHor Corp. 
Manninc, Maxwe tt & Moors 
CaNADIAN GOVERNMENT 
AEOLIAN CoMPANY 
INTERNATIONAL Sitver Co. 
AmerICcAN Caste Co. 


eA BOOKLET 


The 32-page Caravel booklet will put 
before you all the essential elements in 
using sound or silent pictures—pur- 
poses, plans, production, distribution, 
and tie-in with other activities. Write 
for your copy. 
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orchestra and as a finale, the broadcasting 
of the 30,000 mile test run of Studebaker 
cars at Atlantic City by Quin Ryan, well 
known radio announcer. The picture was 
released to the Studebaker dealer without 
cost, who in turn secured bookings for the 
film on the screens of his local theatres. 
At the present time, nearly a million people 
in over four hundred cities have viewed 
this presentation. 

“The Race to the Clouds.” Studebaker 
Corporation. (Wilding Picture Productions, 
Studio of Fox Case Corporation, Western 
Electric Sound Equipment.) One-reel film 
for theatrical release. Over six hundred 
thousand people in nearly three hundred 
cities have been reported as_ spectators. 
The picture is built around the record 
breaking climb of a Studebaker car at Pikes 
Peak, Colorado, and the remarkable moun- 
tain scenery surrounding these activities. 


REACHING CONSUMER AT AUTO SHOWS 
Dodge Bros., Ince. (Wilding Pictures Pro- 
ductions.) One-reel produced primarily for 
use in hotel lobbies during the various 
automobile shows throughout the country. 
Film shows a Dodge car being tumbled 
down a steep embankment, and finally be- 
ing driven away under its own power. 
This picture was put on by portable equip- 
ment set up in hotel lobbies. The picture 
was later released for theatrical distribu- 
tion through the Dodge dealer organization 
as a one-reel feature: Short length films 
were also made up for trailer advertising. 


ROAD SHOWING THE PRODUCT IN USE 
Studebaker Corp. (Wilding Picture Pro- 
ductions.) A 4-reel sound picture for public 
showings in the dealers’ showrooms. Was 
the first elaborate production designed for 
commercial use. Such well known stars 
and personages as Quin Ryan of WGN, 
Knute Rockne, Flo Ziegfeld, Howard Sisters 
appeared in this film. The shows were put 
on by outfits traveling with portable pro- 
jection equipment. The meetings were in 
charge of the local Studebaker dealer. 


SAMPLING VIA THE LOCAL THEATRE 

“Bobby and Betty.” (Produced by Pathe- 
Films of Commerce, Inc. for several manu- 
facturers. R. C. A.-Photophone synchroni- 
zation.) Sound picture, with color, 20 prints. 
Built around a gift package advertised end 
given way by theatres. Gift package con- 
tains items advertised in the film. 


SELLING ADVERTISING CAMPAIGN TO 
THE DEALER 

“The Merchandising and Advertising Ac- 
tivities of Johnson and Johnson.” Johnson 
& Johnson (Fox Case Corporation—Western 
Electric Sound Equipment). One reel, with 
one hundred and fifty prints shown to 
druggists by salesmen. 


SELLING AN INSTITUTION 
“Civilization Rides Forward.” ~-General 
Motor Export Corp. (Visugraphic Pictures, 
Inc.) Two-reel, ten prints, silent, non- 
theatrical foreign and U. S. distribution. 
Tells an institutional story of General 
Motors cars. 


SELLING AN INSTITUTION TO THE 
PASSERBY 


“Joseph Hilton & Sons.” Joseph Hilton 
& Sons (Pathe-Films of Commerce, Inc.) 
One-reel, sound, disc. Shown in windows 
of five stores, thirty shows a day, thirty 
people per show, with an average of not 
more than 10 per cent of the observers who 
failed to stay until the completion of the 
picture. 


SELLING THE DEALER AND TRAINING 
HIM TO SELL 

“Matrix Shoes.” E. P. Reed Shoe Co. 

(Loucks and Norling Studios). Series of 

film slides on three subjects, 20 prints. 
Used by company salesmen. 


SELLING STOCK BY VISUALIZING THE 
COMPANY’S MANUFACTURING METHODS 

“Happy Hearths.’’ Lehigh Briquetting Co. 
(Ray-Bell Films, Inc.) Two-reel silent, 4 
prints. Shows how coal briquets are made 
and is used by salesman to sell stock for 
enlarging the company. 


SELLING THE DRUGGIST A PRODUCT’S 
PLUS VALUE 

“Three Call Line.” Eastman Kodak Co. 

(Visugraphic Pictures, Inc.) Twenty prints, 

silent, for controlled distribution via sales- 

men. Tells about profits to the drug store 

in the sale of cameras and films, and ex- 


plains the plus value derived in bringing 


the customer three times into the drugstore 
in pursuit of the transaction of film buying. 


STANDARDIZING SALES PRACTICES OF 
DEALERS 


“Waiting Wheels.” Fisk Rubber Co. 
(Visugraphic Pictures, Inc.) Four-reel, 
silent, controlled showing at dealers’ meet- 
ings by branch managers. 


TEACHING THE SERVICE MAN TO 
HELP SELL 


“It’s Good Business.” Willard Storage 
Battery Co. (Caravel Films, Inc.) Silent 
film, 4 reels, shown to retailers, service men 
and salesmen on how to sell service as well 
as new batteries. Show is followed by a 
Willard salesman talk, specially prepared. 


TRAINING DEALER’S SALESMEN 

Series of five still films for the Chevrolet 
Motor Co. Jam Handy Picture Service). 
Shown to about forty thousand salesmen, 
office and service employees in dealer meet- 
ing. One of the films, “Mr. Lilliputian 
Sells a Chevrolet,” depicted the salesman 
and his prospect viewing the parts of the 
car. Both figures were so small with the 
parts shown so large that the note of 
human interest did not hinder a detailed 
view of the parts shown. 


TRAINING DEALERS THROUGH ACTUAL 
CASES 


“Going Ahead for Goodyear.’ Goodyear 
Tire and Rubber Co. (Caravel Films, Inc.) 
Thirty prints already shown to more than 
30,000 dealers in meetings. A series of good 
and bad selling incidents with actual deal- 
ers in four states as the actors. 


TRAINING SERVICE MEN IN TECHNICAL 
OPERATIONS 
“Oxwelding and Cutting.’”’ Union Carbide 
é& Carbon Corp. (Loucks and Norling Stu- 
dios). One-reel, silent, six prints. For 
occasional direct selling use in the educa- 
tion of buyer’s operators. 


TRAINING THE DEPARTMENT STORE 
CLERK 


“Make Buying Pleasant.’ (Caravel Films, 
Inc.) First of a series of twelve pictures in 
sales training. Syndicated to department 
stores as the basis for a motion picture 
service available both to the department 
store and the manufacturer. Plan is to 
syndicate supplementary pictures sponsored 
by manufacturers dealing with particular 

(Continued on page 332) 
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FoR THE MORE EFFECTIVE USE OF 16M/M 


INDUSTRIAL MOTION PICTURES 


Claims for the superiority of the VICTOR 16 m/m Ciné-Projector are based not 

= only on its finer optical and mechanical performance but also upon Exclusive Physical 

. | Features that are not only desirable but extremely valuable from the standpoint of 

* the user . . . PERPETUAL STEADINESS, POSITIVE FILM PROTECTION, 
BUILT-IN REWIND for automatic Rewinding of one Film while another is being 
: Shown. 


FOR “TALKIES” —When coupled to a synchronizing equipment The VICTOR has 
shown great superiority owing to its even speed and silence—a silence that is not 
impaired by wear, due to the fact that the Victor adjustment for perpetual steadiness 
permits all play to be taken up in the intermittent. The Model 5 Victor Ciné -Pro- 
jector is especially designed to meet all “Talkie” conditions. 


A FINER CINE -CAMERA—Visual Focusing, as embodied in the New Victor 
Model 5 Camera, has proved to be one of the most important innovations since the 
advent of non-theatrical movie making. Has many other refinements, including an 
operating speed for every need. Ask about this super 16 m/m Ciné -Camera. 


VICTOR ANIMATOGRAPH CORPN. 


CINE-SALES DIVISION 
DAVENPORT, IOWA 


THE VICTOR MASTEK PROJECTOR is the 
ideal equipment for Business use. It provides, 
in the highest development, every desirable and 
available 16 m/m projection feature. In addi- 
tion, it embodies several decidedly important 
refinements that are to be had in no other 
16 m/m equipment . . . Admittedly a strong 
claim, but one that a demonstration and com- 
parative tests will fully substantiate. Light in 
weight, compact, easily — Plugs in to 
any light socket. For long or short throws, 
and pictures of any size up to 10 feet. Write 
for full information. 
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he 


1931 sales manager adds 
Talking Pictures to his staff 


ALKING pictures are 
getting results in the in- 
tense selling competition of 
today. Dramatized sales 
stories are driven home in 


a realistic, forceful way; 


proved by the experience of 
an automobile manufacturer, an oil producer, 
an air transport company and others who 
must sell. 

Talking pictures can aid you, too. Use them 
to train salesmen. They are effective in keeping 
a far-flung organization in constant touch with 
home - office and factory, officials and practices. 
They will convince the public of the sound prin- 
ciples back of your business and prove to them 
the sterling qualities of your product. With 


them you can show tests and methods of 


Electrical Research Products Inc. 


Distributors of 


Western Electric «™ 


PORTABLE TALKING PICTURE EQUIPMENT City State 


distribution and demon- 
strate uses. 

Electrical Research Pro- 
ducts Inc. stands ready to 


furnish all the equipment: 


pictures planned by special- 
ists who have the arts of 
showmanship and salesmanship at fingertips — 
film made by non-theatrical producers licensed 
to use Western Electric recording equipment 
—Western Electric portable apparatus which re- 
produces sound comparable in its high quality 
to that found in nearly 5,000 Western Electric 
equipped theatres. 

All these—an interview—a demonstration of 
sales-getting sound pictures made for representa- 
tive companies—are yours to command. A coupon 


is at your service. Clip and return it today. 


Electrical Research Products Inc. 


250 West 57th Street, New York, N. Y. 


Gentlemen: Please send me full information on 
uses of Talking Pictures in industry. 


Address : 
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intelligent continuity, b 


LOUCKS an 


245 West 55th Street 


BUSINESS FILMS 


FARKEISON ~ WALKER 
REFRACTORIES COMPANY 


PRESENTS 


REFRACTORIES 


LOUCKS &NORILING 
FILM 


HEN the world’s largest producers of refrac- 
tory brick wanted a sales film made with an 


high-quality animation, they came to an organization 


with 15 years experience making effective sales films. 


STUDIOS 


SOUND AND SILENT 


. 


A 


rilliant photography and 


p NORLING 


New York 


OF DISTINCTION 
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To Makers of Sales and Advertising Equipment: 


HE Reference Number of SALES MANAGEMENT, published in 
the Fall of each year, will bring your sales story before manufac- 
turers and their advertising agencies at the best possible time—when 
they are preparing plans for the new year. Not only does one copy 


reach the advertisers and agencies 


spending more than go per cent of 


national advertising, but in hundreds of the more important organi- 
zations there are copies on the desks of several important executives. 
For example, this issue has been ordered in quantities by: 


ComPANY QuanTITY 
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Dennison Manufacturing Company......................0005. 13 
American Tel. and Tel. Co........... RE Ore tae See 7, 
NS 55.5 Vie cn evn Si ee ENE yar en eed 25 
I 5 oc SA ds nk Rae Ra ER Sen a RR NESE II 
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III 6.835.5 Geriicks bedi rem eebcawes Kee wae Le’ 5 
Ee re er rer er Oe eee escent II 
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Bae GE CUNO NE BIR «sere cu cae s casos 6 
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Nia 5a 3 ie vx kee Th Ged vas eS 21 
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PS Roa, CS ICOTE. CORREIA caterer tra mene argh menses nL nr arta eee Rar 14 
NI ie cig in Cis. Sexes < wD as eH ULE DOW A LO FOR? 15 
BeM IN RIG NG Ss oro ston di cases osha ieee een 10 
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National Cash Register Co............. 


Your Advertisement in the 1931 Issue Will Reach Men Who 


Hundreds of Mill 


ee ee ee ee) ee oe ee ee 10 


Invest 
ions in Advertising 
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departments of the store’s activity, such as 
selling silverware, carpets, etc. Superim- 
posed on this, manufacturer’s advertising 
pictures can be syndicated and shown in 
the department store auditorium to con- 
sumers. 


TRAINING THE GAS AND OIL DEALER 

The Texas Co. (Warner Bros. Industrial 
Films, Inc., subsidiary of Warner Bros. 
Pictures, Inc.) Series of sound pictures 
to be released once a month. This series 
contains pictures on sales ideas, policies, 
etc., and is intended for showing to a 
majority of the Texas Company’s 40,000 
dealers. 


TRAINING THE SELLING ORGANIZATION 
IN PRODUCT AND POLICY 

“Texaco Business Builders.’”’ The Texas 
Company. (Pathescope Co. of America.) 
Series of still training films released every 
two weeks to be shown at scheduled meet- 
ings of the different branches of the com- 
pany’s selling organization. 

Some of the titles are ‘Lubrication,” 
“Through the Years with Texas,” “Com- 
mon Sense Merchandising,” “SOS of Texas 
Products,” “‘Gasolene Sales Power,” ‘“Meas- 
uring Profits,” etc. 


VISUALIZING A CORPORATION’S SIZE 
TO HELP SELL ITS SECURITIES 
Cities Service Corp. (Loucks and Norling 
Studios). Series of three silent one-reel 
movies, six prints. Each used by securities 
sales department to visualize extent of cor- 
poration’s properties. 


VISUALIZING A MERCHANDISING PLAN 
TO DEALERS 


Certain-teed Products Corp., New York. 
(Loucks and Norling Studios). Still-film 
series, single reel, 60 prints. Sales training 
and dealer training films explaining Cer- 
tain-teed home improvement plan. Shown 
at dealer meetings. 


VISUALIZING PROFIT-MAKING 
POSSIBILITIES 
“Come in—Customer.’” Coca-Cola Co. 
(Bray Pictures Corp.) Silent film for sales- 
men—controlled distribution to dealer. 


xkkKk * 


Typical of the straight advertising 
films were the following: 

“Business in Great Waters’. Western 
Electric Company and Western Union. 
(Audio Cinema, Inc., Western Electric 
Sound Equinoment). Shown in 350 theaters 
and descriptive of how a trans-Atlantic 
cable is laid. 


“General Electric Refrigerator’. General 
Electric Company. (Pathe-Films of Com- 
merce, Inc., R.C.A.-Photophone synchroni- 
zation). Two-reels, sound. Consumers’ pic- 
ture, shown in connection with an essay 
contest through R-K-O theaters. 


“Happy Landings”. Irving Air Chute 
Company. (Visugraphic Pictures) fifteen 
prints, silent, one-reel theatrical version, 
two-reel for non-theatrical distribution. 
Shows the use of a parachute. Used both 
in sales work and as institutional publicity 
po aviation schools, aviation enthusiasts, 
etc. 


‘Mechanical Marvel”. A. O. Smith Cor- 
poration. (Ray-Bell Films, Inc.) Three- 
reel, silent picture of a trip through their 
automatic frame building plant, shown to 
automobile conventions and engineering 
societies. : 


“Plumber’s Brass” and ‘“Enamelware’’. 
Crane Company. (Spoor and Ahbe Film 
Corporation). Two and three-reel films, 
respectively, showing manufacturing pro- 
cesses. 


“Power Insurance”. Franklin Railway 
Supply Company. (Loucks and Norling 
Studios). Two-reel, silent, 12 prints. Shows 
advantages of locomotive boosters. Used 
by salesmen for showing to purchasing and 
operating executives of railroads. 


“The Story of Nitrocellulose”. Hercules 
Powder Company. (Pathescope Company of 
America.) Three-reel, silent film, 15 prints 
for controlled distribution to chemical so- 
cieties, schools and colleges as well as 
personal sales uses to manufacturers of 
rayon, lacquer, artificial leather. 
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PREMIUMS, PRIZES AND ADVERTISING 


(1) PremMiumM ADVERTISING—ITS PuR- 
POSES AND How It Functions—Premium 
advertising—sometimes called “mer- 
chandise advertising,” because one arti- 
cle of merchandise is used to promote 
the sale of another—has won its place 
as one of the recognized forms of sales 
promotion and advertising, and has be- 
come one of the divisions of the Adver- 
tising Federation of America. 


It is not a substitute for all other 
forms of advertising. In its most effi- 
cient use it calls to its aid many of the 
other forms of advertising, such as 
newspapers, magazines, radio, bill- 
boards, wall and outdoor signs, direct 
mail and even advertising specialties. 
These supplemental aids vary accord- 
ing to the type of the particular cam- 
paign. 


Frankly, it is an open acknowledge- 
ment that both buying and selling are 
governed by motives of self-interest, 
and to those motives it makes an ap- 
peal that extends beyond the merchan- 
dise it is interested in selling, and to 
an extent impossible through any of 
the other forms of advertising. 


CLASSIFICATION OF Uses—The use 
of premiums may be divided into 
two major groups. One, to induce 
a larger volume of sales, and the 
other to induce larger or more constant 
purchases. The former relates (a) to 
the efforts of one’s own sales organiza- 
tion; (b) of jobbers’ salesmen and (c) 
of dealers and their clerks. To these 
may be added the activities of agents 
and solicitors, including house-to-house 
canvassers and specialty crews. The 
latter relates (1) to stocking new lines 
of merchandise by jobbers and retailers 
as well as larger purchases by retailers; 
(2) initial purchases of new products 
by the consumers and (3) continued 
purchases of the same products by con- 
sumers. 


SpEcIFIC Osyects—In connection 
with one or the other of these two 
groups arise a number of specific 
uses of premiums, each as the solu- 
tion of some particular sales prob- 
lem. Among them may be mentioned 
the following: (a) to overcome a sea- 
sonal slump or a dull period which may 
be the result of a general slowing up of 
business; (b) to extend the distribu- 
tion territory of established brands; 
(c) to offset competitive activity in 
one’s own territory; (d) to meet com- 
petitor’s price cuts without lowering 
one’s own prices; (e) to secure “leads” 
for salesmen; (f) to enlist members 
of a family or neighbors as an auxiliary, 
volunteer sales force to help create ad- 
ditional sales; (g) to crowd into a week 
or a month a season’s or a year’s nor- 
mal sales; (h) to secure the rendition 
of certain services and to encourage 
thrift and investments. 


Cost a Frxep Ratio—Premium ad- 
vertising differs from all other forms 
of advertising in that its cost in re- 
lation to results is always predeter- 
mined. There is a certain allow- 
ance set apart for premiums. It bears 
a fixed ratio to sales that is not ex- 
ceeded. If it does not produce, it costs 
nothing. It is very much akin to sales- 


- 


SPECIALTIES 


men’s commissions. If the amount 
expended for premiums is heavy, there 
has been a corresponding heavy volume 
of sales. It has been called “advertis- 
ing on velvet.” 

PROMOTING PREMIuMS—The _ value 
of a premium offer is largely in pro- 
portion to the number of those who 
know about it. The wider the pub- 
licity regarding it, the larger the 
returns. That is why successful pre- 
mium offers employ various forms of 
space advertising to reach the largest 
possible numbers of those who might 
be interested. 

There is a distinguishing feature in 
the copy advertising a premium offer. 
The emphasis is laid primarily on the 
premium, its advantages and how it 
may be obtained, and secondarily on 
the product with which the premium is 
offered. The reason is that as the pre- 
mium is offered as the deciding factor 
in the purchase of the advertised prod- 
uct, it should be given the greater 
prominence. Advertising specialties 
are frequently offered to all who wil! 
come to the store where the product 
carrying the premium offer is on sale, 
during a special sale, the object being 
to bring more people into actual contact 
with both the product on sale and the 
premium. 


STANDARD GOODS AS PREMIUMS—The 
success of a premium offer also largely 
depends upon the premiums selected. 
They must be worth the effort to se- 
cure them. They must not disappoint 
the prospect. Therefore the premium 
allowance should be as liberal as pos- 
sible that the premiums might be the 
best that can be afforded. There was a 
time when t was considered that any- 
thing was good enough to give away. 
That gave rise to a flood of cheap, sub- 
standard, “premium goods.” That day 
has gone. Premium advertising is be- 
ing taken seriously. Premiums, it is 
recognized, are founded on the most 
valuable consideration in the world of 
business—patronage—and the best is 
none too good to hold it. 


This change in the character of pre- 
mium merchandise has definitely swung 
to standard trade marked articles, na- 
tionally advertised and _ favorably 
known, and they are being more widely 
used every day. In many of the pre- 
mium catalogs the name of the manu- 
facturers of the premiums is given, and 
attention is directed to the predomi- 
nance of that class of premiums. Na- 
tionally advertised goods lend an air 
of unmistakable sincerity to the pre- 
mium offer, which extends to the 
products with which such premiums are 
offered, and particularly so in the case 
of new lines. 


Manufacturers of nationally adver- 
tised and trade marked merchandise 
are also turning to the premium ad- 
vertisers as an additional and most 
valuable outlet. Manufacturers of new 
quality merchandise are turning to this 
same field for a quick and widespread 
distribution of their products before 
attempting to market them through the 
usual channels. Manufacturers in both 
classes recognize that there is no ad- 
vertising comparable to their own 


products in actual use by others, and 
that when received via the premium 
route, the element of personal recom- 
mendation and endorsement has a very 
high sales value, to an extent unknown 
in general trade. For this reason pre- 
mium distribution has been found to be 
a great stimulant to retail sales. 


CLASSES OF PREMIUMS—The classes of 
premiums are equally important. Con- 
trary to first impressions, they need 
not be related to the article with which 
they are offered. Their selection should 
be influenced by the class of people to 
whom they are to be offered. Premiums 
for salesmen, whether of one’s own 
force, or jobbers’, as well as those for 
dealers, while including a number of 
articles for their own personal use, 
should make provision for the home and 
for women’s use. Premiums to dealers 
may be articles of store equipment, 
for their own personal use as well 
as for their homes and _ families. 
Where volume orders from the dealers 
are sought, the premiums are fre- 
quently articles suitable for resale, 
and generally a single item. The entire 
proceeds are practically that much 
more profit on handling the line, and 
are so considered. Wrigley uses pre- 
miums of this class frequently and with 
great success. His former campaign 
using Remington pocket knives is now 
being repeated, only on “P.K’s.” Pre- 
miums offered for the return of coupons, 
whether to the trade or to the consumer, 
are usually more varied in character 
and are for every member of the family, 
constituting a continuing incentive to 
consecutive purchases. The McCormick 
& Co. premium catalog to dealers and 
clerks and the Colgate and Quaker Oats 
Company premium catalogs to con- 
sumers are examples. Premiums with 
purchases of the niore expensive prod- 
ucts, such as ranges, kitchen cabinets, 
washing machines and the like, need 
not relate to the product, while in con- 
nection with the less expensive pur- 
chases, such as foodstuffs, there is more 
of that relation between the two. The 
footed flat top glass cake plate offered 
by Pillsbury with single purchases of 
the new Pillsbury Cake Flour is an in- 
stance of the latter. 

USABLE BY SMALL AND GREAT CONCERNS 
—Premiums are equally available and 
equally effectively used by both small 
and large manufacturing concerns. 
They serve the jobber and the inde- 
pendent retailer as well as the chain 
store organizations. They depend on 
human reactions and not amount of 
advertising space. They are concerned 
with making one sale at a time, and 
keeping the customer sold. They are 
no respecters of persons. 


(2) PRIZES AND PRIZE CONTESTS—Prize 
contests, particularly among sales or- 
ganizations are, in the great majority 
of cases, premium offers, as the prizes, 
so called, may be won by as many sales- 
men who make certain fixed quotas. 

Back of these contests, as with all 
premium offers, there are certain situa- 
tions that call for definite action. In 
each instance it resolves itself down to 
spurring the salesmen to greater effort 
and better results. The responsive 
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It has been our privilege to 


cooperate with numerous na- 
tionally prominent companies 
in sales campaigns involving 
the awarding of merchandise 
prizes to the participants. 


The following partial list of 
our clients will serve to iden- 
tify us in this field, 


Alemite Corporation 
Automatic Washer Co. 
Cincinnati Victor Company 
F, E. Compton Co. 
Georgia Power Co. 
United Autographic 
Register Co. 


Victor Adding Machine 
Company 


Our prospectus and catalogue 
of suggestions for this type 
of campaign contains much of 
interest to those interested in 
a proven plan for stimulating 
sales. A copy will be sent 


upon request. 


MARSHALL PIERCE 
Co. 


29 E. Madison St., Chicago, Ill. 


chord is the universal love of competi- 
tive struggle, that makes a man tackle 
his job with an energy no salary or 
commission could instill. 

With many large concerns sales con- 
tests are an integral part of their sales 
policies. Others reserve contests for 
special occasions, using them as the 
shock troops of business. Among the 
frequent users of prize contests are 
National Cash Register Co., Frigidaire, 
International Business Machines Corp., 
Federal Motor Truck Co., Michelin Tire 
Co., and Berry Bros. 

There is a manifest endeavor to have 
the contests take on varied forms, such 
as races of different kinds, baseball and 
football teams, tournaments and other 
symbols denoting competitive strife, 
often pitting one divisional organiza- 
tion against the other, with prizes to 
the winners in each division, and grand 
prizes for those who lead the country 
as a whole. 

As with other forms of premiums, the 
cost of the prizes is on a predetermined 
cost basis, and on a fixed ratio to re- 
sults. As the prizes are more generally 
for equalling or exceeding a former 
sales record, their cost cannot be said 
to be a tax on present business, but 
rather figured on a percentage of ex- 
cess or new business. The prizes should 
be merchandise prizes and not cash. 
Cash prizes have both a short life and 
memory. Too often they are looked 
upon as commission the firm ought to 
pay as a regular thing. Not so with 
merchandise prizes. There is the trophy 
character that cash can never have. 
It is a constant source of pride and 
incentive to stand among the leaders. 
Whether the prize be for personal use, 
house, or wife or mother, it carries a 
pride of ownership that bolsters the 
morale. 

The single prize plan for contests is 
not often popular. There are too many 
opportunities for disappointment, and 
too many of the men refrain from 
competing from assumed inability to 
win. 

(3) ADVERTISING SPECIALTIES—Adver- 
tising specialties may also be included 
in “merchandise advertising,’ as their 
use likewise looks forward to the sale of 
the products or services of the giver. 

There is the fundamental difference 
between the premium and the adver- 
tising specialty, namely, that whereas 
the premium is offered both as the in- 
ducement and later the reward to mak- 
ing sales or purchasing certain products, 
and is therefore only given after the 
desired result has been attained, the 
advertising specialty is given in advance 
of any service or purchase, but with the 
hope that its receipt will create suffi- 
cient good will to bring about the 
desired result. 

Another distinction, but not always 
controlling, is that advertising special- 
ties almost always carry the advertising 
imprint of the giver, while it is not good 
practice for premiums to do so. 

Usually advertising specialties cost 
far less than premiums, which makes it 
feasible for them to be widely distrib- 
uted. They are the ideal medium for 
reaching the parents through the chil- 
dren; for store openings, for retailer 
distribution in connection with a new 
product or to reawaken interest in an 
established one; for banquet and con- 
vention souvenirs; as “door openers” 
in the hands of specialty crews or house- 
to-house salesmen, solicitors or research- 
men; as means of drawing prospective 
customers to retail stores- where the 
giver’s products are on sale, in which 


latter case they are often supplemental 
to concurrent premium offers. 

Under this same general classification, 
but employing an entirely different 
class of merchandise, may be grouped 
the wide variety of articles given to 
mark some special event or at the holi- 
day season. These are gifts to and 
within the trade, and their value has 
practically no limit. Yet they are not 
premiums, nor are they strictly adver- 
tising specialties, although classed as 
such for want of a better designation. 

Many large manufacturers, including 
automobiles, tires, radio sets, etc., have 
created special departments that select 
and place at the disposal of their deal- 
ers the most effective advertising spe- 
cialties and at a price based on the 
probable aggregate quantity to be 
used. Like premiums, the use of ad- 
vertising specialties is growing rapidly 
as their value is being better under- 
stood. 

(4) COMBINATION SaLES—Another very 
successful form of sales promotion is 
the combination sale, which is also 
another phase of premium use. This 
is where two articles are sold for a unit 
price, as a shaving brush with a safety 
razor, or where, in consideration of pur- 
chasing a certain article, the privilege 
is given to purchase some other article 
at a specially low price, provided the 
second article is purchased at the same 
time. 

In these classes, the premium is the 
price-saving on the second article, 
whether included in the price or pur- 
chasable if wanted. This class of offers 
is confined to consumers. 

USED TO SELL ASSORTMENTS—This plan 
has been most successfully used by 
some of each of their products. A con- 
tainer, such as a decorated tin waste 
paper basket, an enamel dish pan, sauce 
pan, scrub pail, roasting pan and others, 
is filled with an assortment of the con- 
cern’s products, and sold at a special 
price, including the net cost of the 
container. By this means items in the 
line that have been laggards have been 
brought up close to the leaders, Procter 
& Gamble and Jas. S. Kirk & Co., have 
been large users of this plan. 

ITEMS May BE UNRELATED—The items 
in a combination sale need not be re- 
lated. It is enough that both are wanted 
merchandise. A. C. Murdock Co., 
coffee roasters of Kansas City, Mo., 
when they introduced a new blend of 
coffee, offered the housewives who would 
buy a pound can during the introduc- 
tory sale, the opportunity to purchase 
at the same time a $2.50 all-steel, white 
enamel kitchen stool for 98c. It re- 
quired 55 cars of kitchen stools to supply 
the demand. 

CoUPONS AND Part CasH—Allied to the 
“purchase privilege plan” is the provi- 
sion by some premium users employing 
the coupon system, permitting their 
customers to acquire the premiums in 
advance of saving sufficient coupons, 
by sending in a certain few and a sum 
of money, enough to cover the delivered 
cost of the premium. Quaker Oats Co. 
employ this plan as an alternate with 
their offer of their premiums for cou- 
pons only. 

(5) SELLING THE PREMIUM UsSEeRS—The 
desirability of the premium trade—the 
sale of one’s products for premium use 
to the various concerns employing pre- 
miums—is such that many of the 
country’s largest manufacturers have 
established separate departments to 
handle premium sales. As these de- 
partments have grown, a sales force, 
specially trained in premium selling. 
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you are interested in cooperating with your 
dealer organization to effect a greater distribution 
of local advertising material with the utmost effi- 
ciency and economy of operation, you will un- 
doubtedly want to know why our services have 
been employed by more than 25 National Indus- 
trials among whom are: 


American Bosch Magneto Corp. 

Carbide & Carbon Chemicals Corp., Pyrofax Division 
Converse Rubber Company 

Corduroy Tire Company 


E. T. Cunningham, Inc. 
Federal Motor Truck 


Federal Rubber Co. 

Fisk Tire Company, Inc. 

General Electric Co., Merchandise Dept. 
B. F. Goodrich Rubber Co. 

Guardian Life Ins. Co. of America 
Hood Rubber Co. 

India Tire & Rubber Co. 

Indian Motocycle Co. 

Insurance Co. of North America 

Lee Tire & Rubber Co. 

Michelin Tire Co. 

Phoenix Mutual Life Ins. Co. 

Dr. A. Reed Shoe Co. 

J. P. Smith Shoe Co. 

A. G. Spalding & Bros. ‘ 


« « One of our account 


executives will be glad to 
I oiter with you. » 


Advertising Corporation of America 
529-549 West 42nd Street 
New York City 
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which has a technique all its own, has 
been created, and many factories de- 
pend more on sales to the premium 
users are Eastman Kodak Co., Libbey 
of trade. Among the prominent manu- 
facturers actively selling the premium 
Glass Mfg. Co., Cannon Mills, Inc., 
Oneida Community, Ltd., Sebring Pot- 
tery Co., Aluminum Goods Manufac- 
turing Co., International Silver Co., 
Western Clock Co. (Big Ben), Clarence 
Whitman & Sons, The Alvin Corpora- 
tion, National Carbon Co., Sessions 
Clock Co., Du Pont, Marshall Field & 
Co. (Wholesale), and many others. 

A $265,000,000 ANNUAL MarKeT—The 
attractiveness of this market is due to 
the fact that approximately $265,000,000 
was expended for premiums last year, 
and that the use of premiums is rapidly 
growing. The important premium 
users are among the nation’s best con- 
cerns. Credits are of the best. Volume 
is higher than in any other channel. 
Premium buyers will place orders larger 
than any jobber in the land. It is a 
market that knows no seasons. It 
functions every month in the year. 
Each month is buying month in some 
classes of premium users. A careful 
survey has shown that to be the case. 

SoME OF THE PREMIUM USERS—The 
roster of premium users includes many 
of the leading concerns in America. 
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Since the success of every mailing 
depends upon the mailing list, it is un- 
fortunate that many companies pay 
so little attention to a list—after they 
have bought it. The best copy, built 
around the finest product, cannot suc- 
ceed if the list is not right. The mail- 
ing list can make or break the cam- 
paign. . 

A company may have a list of 30,000 
logical prospects for its products. The 
list has been secured from a reliable 
list house, or is in directory form, or 
has been developed by the company 
itself. At any rate, it is assumed that 
the list is “right” when the first mail- 
ing is made. This first mailing brings, 
let us say, 20 per cent inquiries. The 
second mailing—two months later— 
brings 16 per cent inquiries; the third, 
14 per cent. You will notice that the 
law of diminishing returns is at work. 
Too often the conclusion is that this 
is “logical”; that the cream is being 
worked off and the more the list is 
used the lower the returns will be. 

Only to a degree is this true. At the 
end of six months from 10 to 50 per 
cent of the list is inaccurate, depending 
upon the type of list used. According 
to R. G. Dun and Company, there are 
6,200 changes daily on their commercial 
lists. Even lists of the chief executives 
of business firms change 21 per cent a 
year. However, there are a number of 
way in which a list can be kept up-to- 
date, and—which is all-important—can 
be constantly fed with new names. 

For example, if one of the various 
trade directories is being used, care 
should be taken that one of the first 
available copies of the new directory is 
obtained. 

If the names are on cards, or stencils, 
they should be filed in an order that 
will allow the convenient pulling of 


Some of them are: William Wrigley 
Jr. Co., Quaker Oats Company, Coca- 
Cola Co., American Chicle Co., Colgate- 
Palmolive-Peet Co., Nestles Food Co., 
Kirkman & Son, Lever Bros. Co., Shef- 
field Milk Co., Pillsbury Flour Mills Co., 
Procter & Gamble, Washburn-Crosby 
Co., Jewel Tea Co., McDougall Co., 
Commonwealth Edison Co., Armour & 
Co., Durkee’s Famous Foods, Stude- 
baker Corporation, Curtis Publishing 
Co., Liberty Magazine, Chicago Tribune, 
Arbuckle Bros., Great American Tea Co., 
McCormick & Co., Grand Union Com- 
pany and a host of others, including 
stove and range manufacturers, wash- 
ing machines, vacuum cleaners, food 
products, beverages, public utilities 
corporations, banks, building and loan 
associations—in fact almost every class 
of business in the country is repre- 
sented. 

(6) TRADE ASSOCIATIONS — There are 
two trade associations covering the pre- 
mium and advertising specialty fields. 

In the premiums field, The Manufac- 
turers’ “Merchandise Advertising” As- 
sociation, offices 580 Fifth Avenue, New 
York City. The Associate Secretary is 
F. H. Waggoner, 420 Lexington Avenue, 
New York City. The membership is 
divided into two classes, active and 
associate. The active members are 
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post office ‘“nixies” between each mail- 
ing. Corrections also should be made 
between mailings. 

Changes of addresses and new names 
can be gotten in various ways. If you 
are mailing to a particular trade, the 
business publications in that field will 
contain many new names, as well as 
changes of addresses on old names. 

Many manufacturers, selling to re- 
tailers, find it profitable to subscribe 
for one of various services through 
which they obtain the names of new 
entries into the retail field. 

Organizations rendering a service of 
this type keep several hundred corres- 
pondents in the field at all times. 
These men report all new retailers a 
week or so before their stores are 
opened. In addition, they advise of 
changes of addresses, losses by fire, al- 
terations, new lines taken on, com- 
panies going out of business, credit 
rating of new companies, etc. 

This service is particularly helpful 
in getting new dealers lined up at a 
time when they are looking for new 
lines to handle. 

When mailing under two cents post- 
age, letters will either be forwarded by 
the post office to the prospects or will 
be returned marked “Undeliverable.” 
When mailing third class, it is well to 
keep in mind that “nixies” will not be 
returned unless “Return Postage Guar- 
anteed” is printed under the corner 
card of the mailing envelopes. 

A number of companies have been 
successful in weeding out names of 
disinterested prospects and obtaining 
changes of addresses through the simple 
device of sending a post card bearing 
nothing more than the imprint of the 
stencil used for addressing. The re- 
cipient is asked to correct or “kill” his 
name. 


manufacturers using premiums; the 
associate members are manufacturers 
selling their products for premium use. 
In both classes the membership repre- 
sents many of the leading concerns of 
the country. 

In the advertising specialty field, The 
Advertising Specialty Association, of- 
fices, 111 West Washington Street, 
Chicago, Ill. Bernice Blackwood is 
Executive Secretary. The association 
membership is among the manufac- 
turers of advertising specialties, and is 
strictly a trade association. It holds 
its annual convention and merchandise 
exhibits in Chicago annually, usually 
about the first part of October, the 1930 
convention dates being October 6-7-8. 
The meeting will be held at the Stevens 
Hotel, Chicago. 


Editor’s Note—Through special publication 
alliance with the editor of THE NOVELTY 
NEWS, the national authority on premiums 
and advertising specialties and their use, 
and its own authoritative sources of 
information on these subjects, SALES 
MANAGEMENT is glad to answer specific 
inquiries regarding plans for the use of 
premiums and advertising specialties, and 
suggest detailed ways and means of selling 
a given product to premium users. Address 
all inquiries to Premium Department, 
SALES MANAGEMENT, 420 Lexington 
Avenue, New York City. (See page 343 for 
companies manufacturing premiums, prizes 
and advertising specialties.) 
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If mailing to purchasing agents or 
superintendents of companies, and when 
you do not wish to spend the time or 
money necessary to keep the list up- 
to-date, it probably is wise to address 
by title in care of the company. Al- 
though superintendents and purchasing 
agents may change every six months or 
so, there are always men in the or- 
ganizations by those titles. 

An especially good way to keep a 
list in good shape is through the post 
office. If you will deliver to your post- 
master, cards bearing the names of 
your prospects and their addresses, 
these cards will be forwarded to the 
various post offices throughout the 
country and they will receive the regu- 
lar directory service. It is preferable 
that the names be run on 3x5inch 
white cards of a material that can be 
handled in the mails and with plenty 
of room on the cards for penciled nota- 
tions. 

The average cost of bringing a list 
up-to-date in this manner is one cent 
a name—a real investment when you 
consider that during the year you may 
spend a dollar or more on each of these 
names. 

When the list runs into many thou- 
sands of names and under such classi- 
fications as: “Doctors”, “Dentists”, 
“Lawyers”, etc., it would be wise to give 
the job of maintaining the list to a re- 
liable list house. Such a house will 
keep on file the latest telephone, city 
and trade directories. The cost of 
maintaining these complete sources of 
new names is tremendous, and most 
manufacturers will probably find that 
it will save both money and grief to 
turn the .list over to a mailing list 
specialist to be carefully checked at 
regular intervals. (See page 338 for list 
of companies supplying mailing lists). 
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. And now a complete coverage of the users 
mn of premiums, prizes and advertising specialties. 


: THE NOVELTY NEWS 


The pioneer publication and recognized authority for over 25 years 
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Ee Premium AND SpectALty ADVERTISING 


nt, Its supplemental publication with which is consolidated 
ees ADVERTISING SPECIALTIES. 


The great sales compelling power of premiums, prize competitions and combination 
sale offers and the personal appeal of advertising specialties is so generally recog- 
nized that upwards of $265,000,000 is spent annually for merchandise to be used 
for these purposes. 
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420 Lexington Ave. (Graybar Bldg.), New York. Chicago Office: 333 N. Michigan Ave. 
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Whenever two or three direct mail 
advertisers are gathered together, the 
conversation invariably turns to mailing 
lists. Someone always asks, “Why isn’t 
it possible to buy better mailing lists?” 

The answer is that it is possible to 
compile better mailing lists but that for 
ordinary purposes it is impracticable to 
do so. To understand this statement it 
is necessary to have a clear understand- 
ing of the list compiler’s procedure. He 
does not take his names out of the blue 
sky nor from the circumambient atmos- 
phere. He compiles these laboriously 
from various records. 

His library ordinarily comprises trade 
directories, city directories and tele- 
phone directories. In certain cases, a 
compiler specializing in limited fields 
may supplement his records with a re- 
porting service, clipping service, etc. 
Dun and Bradstreet are, of course, in- 
dispensable. 

From these records, the list compiler 
undertakes to select the particular clas- 
sification of names required. It is ob- 
vious that the completed list cannot be 
more accurate as to name, address and 
classification than the printed record 
from which it is taken, and the ac- 
curacy of these printed records varies 
tremendously. Nevertheless, the list 
compiler guarantees most of his com- 
mercial lists—manufacturers, whole- 
salers, retailers—to deliver 98 per cent 
through the post office. Obviously, he 
is gambling on the accuracy of the 
original record from which he worked. 

The question naturally arises as to 
why the purchaser of the list should 
not buy these directories himself and 
compile his own list. The answer is 
that almost any list involves the use of 
several sources and that it would be 
infinitely more expensive for the ad- 
vertiser to assemble the necessary li- 
brary than it is for him to take advan- 
tage of the established library of the 
list compiler whose costs are spread 
over a large volume of business. For 
example, complete lists of retailers in 
any given line are seldom available in 
trade directory form. In this case, the 
list compiler uses the classified tele- 
phone directory in cities where classi- 
fied telephone directories are published. 
His experience may have taught him 
that in that particular field he should 
supplement his telephone directory 
check by checking the city directory. 
He then has to locate the firms in 
towns which do not have classified tele- 
phone directories or city directories. 
These he usually secures from one of 
the rating books. Rating books, how- 
ever, do not give street addresses and, 
in many of these towns, post office reg- 
ulations require that street addresses 
be shown. In this case, the compiler 
must then check back to the alphabet- 
ical section of the telephone books to 
pick up street addresses. 

After all of this has been done, he 
then sells the list for from $6 to $10 
per 1000 names. The normal selling 
price of straight typing labor is $6 per 
1000 names. In other words, this is the 
price paid for having envelopes ad- 
dressed from an advertiser’s own list, 
and the actual labor involved in typing 
a mailing list is substantially the same 
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By Herbert F. Lewis 


as typing the addresses on envelopes. 

If the mailing list is sold at $8 per 
1000 names, and if the normal selling 
price of the labor is $6 per 1000, it is 
obvious that the list compiler has a 
margin of $2 for the maintenance of 
his library and the labor of checking 
the names. 

The compiler usually meets this sit- 
uation by making extra copies or car- 
bon copies of the list. If he is con- 
scientious, he sells these carbon copies 
only as long as the directories from 
which these were taken remain the 
current directories. When new direc- 
tories are available, he scraps his car- 
bon copies and starts over. 

There is one way in which the accu- 
racy of lists thus compiled could be 
improved, and by which the errors of 
spelling, address and classification in 
the original record could be eliminated. 
The finished list could be checked 
against alphabetical telephone direc- 
tories for correctness of spelling, classi- 
fication, address, and proof of existence. 
This is an expensive process. It was 
attempted some years ago by one of 
the larger list compilers and six months’ 
experience showed that, under this 
system, practically all list complaints 
disappeared. However, it also showed 
that lists compiled under that pro- 
cedure would have to be sold at a 
minimum price of $60 per 1000 names. 
It would be a very rare instance in 
which an advertiser would be justified 
in paying $60 or more per 1000 names 
for any list, no matter how accurate. 
It is much cheaper for him to accept 
the normal errors appearing in a good 
commercial grade of list at $10 per 1000 
than to pay an additional $50 per 1000 
to gild the lily. 

The one thing which, more than any 
other, would be of greatest help to the 
mailing list. buyer is a thorough under- 
standing with his compiler before the 
work is_ started. Advertisers are 
strangely reluctant to tell the compiler 
just what use is to be made of the list. 

A manufacturer of plumbing and 
heating appliances two years ago, or- 
dered a list of plumbers for certain 
territories and later turned the list over 
to his sales department for use by the 
salesmen in following up the mail cam- 
paign. The sales department came back 
with a bitter complaint to the effect 
that 30 per cent of the list was abso- 
lutely valueless. 

Investigation developed the fact that, 
in this particular instance, the list was 
to be used in promoting the sale of a 
gas water heater, but the advertiser had 
neglected to call the list compiler’s at- 
tention to the fact that a great many 
of the towns in the territory did not use 
artificial gas. And even if he had done 
so, it would have been necessary for 
either the advertiser or the list com- 
piler to make a special study of the sit- 
uation to identify these towns. This 
failure to analyze the situation in ad- 
vance resulted in a waste of at least 
30 per cent of this customer’s postage 
and printed matter. 

Space does not permit an exhaustive 
analysis of situations in which dissat- 
isfaction with mailing lists and conse- 
quent dissatisfacton with direct mail 


advertising are born of this failure to 
indicate needs definitely and failure to 
demand a clear understanding before 
the compilation is made. 

A few years ago, a serious effort was 
made to improve the situation. Under 
the auspices of the Direct Mail Adver- 
tising Association, a prominent firm of 
auditors was engaged to audit the re- 
sources and methods of all list com- 
pilers who were willing to submit to 
this examination. The list compilers, 
of course, were invited to pay the cost 
of this audit and did pay it. 

In return, those who received official 
approval were to be authorized to use 
the D. M. A. A. seal of approval in their 
advertising. This plan had for its pur- 
pose the sorting out of the sheep from 
the goats. The audit and its subsequent 
result merely demonstrated that most 
of the concerns engaged in the business 
were adequately equipped and that the | 
lists they produced represented a good 
commercial value. After a few months 
nothing more was heard of the plan. ( 

My final word of advice to any list 
buyer would be, “Select a list compiler 


of established reputation, take him into ( 
your confidence as to the uses of the 
list, and invite him to tell you in ad- I 


vance just what weaknesses are in- 
herent to this particular type of list.” 

If your list compiler knows exactly 
what you want and if you know ex- 


actly what you are going to get, it will F 
always be possible to make your plans 
accordingly and to avoid disappoint- F 


ment and a waste of postage and 
printing. 
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Cuicaco, ILL. if 
THE REUBEN H. DONNELLEY CORP., 320 
East 21st St. 


CLEVELAND, O. . 
The Advertising & Addressing Co., 2307 Chester 
Ave. L 
NEw York, N. Y. 
Advertisers Mailing Service, Inc., 64 West 23rd L 
HEUBEN H. DONNELLEY CORP., 79 Madi- 
son 
GLOBE MAIL SERVICE, INC., 148 West 23rd N 
Ww. S. PONTON CO., INC., 635 6th Ave. 
PITTSBURGH, Pa, N 
Tanki Mail Advertising Service, 319 5th Ave. 
Sr. Louis, Mo. N 
ROSS-GOULD CO., 10th & Olive St. 
A 
ARTISTS, COMMERCIAL 
CANTON, OHIO 
The Canton toe & Electrotype Co., 400- 
412 Third St., 
CHATTANOOGA, TENN. 
Dow-Griscom Co., Inc., 1002 Georgia Ave. 
EVANSVILLE, IND. 
Keller-Crescent Co. 
MONTREAL, CANADA 
Dodd-Simpson Press, Ltd., 2760 Notre Dame 
St., W. 
Tusa, OKLA. 4 
McCormick-Armstrong Co., Seventh and Elgin. 
VANCOUVER, CANADA Py 
Gehrke’s Ltd., 566 Seymour St. 
Pr 


Wicuita, KANSAS 
McCormick-Armstrong Co., 1501-1511 East 
Douglas Ave. 


hester 


SALE S 


MANAGEMENT 


DIRECT MAIL SPECIALISTS 


AND COUNSELLORS 


Below is given a selected list of printers and counsellors who create as well as 
produce direct advertising campaigns; see also lists of printers, typographers, 
lithographers, etc., appearing elsewhere in this section. 


AKRON, OHIO 
Monroe Letterhead Corp., 165 W. Union St. 


ALBANY, N. Y 
BRANDOW PRINTING CO., Broadway at 
N. Ferry St. 


AMSTERDAM, N. Y. 
Amsterdam Printing & Litho Co. 


ATLANTA, Ga. 
RURALIST PRESS, INC., 713 Glenn St., S. W. 


BALTIMORE, Mp 
NORMAN T. A. MUNDER CO., Candler Bldg. 
Schneidereith & Sons, 208 S. Sharp St. 


CANTON, O. 
The Canton Engraving & Electrotype Co., 400- 
412 Third St., S. E. 


Cuicaco, It. 
ig REUBEN H. DONNELLEY CORP., 320 

st St 
. Co., 704 Isabella Bldg., East Van Buren 


MANZ CORP., 4001 Ravenswood Ave. 

THE REGENSTEINER CORP., Jackson Blvd. 
and Racine Ave. 

The Stevens-Davis Co., 1234 W. Jackson Blvd. 


CINCINNATI, OHIO 
ta Bohnett Company, S. E. Corner 3rd and 
ine. 


CLEVELAND, OHIO 
Vance V. ‘Tompkins (formerly Ohio Printing Co.) 
1426 W. 3rd St. 


CoLuMBus, OHIO 
Warner P. Simpson Co., 108 W. Spring St. 


Detroit, MIcu. 
* iendaieetiama INC., 822 Hancock 
ve., W. 
The Mathews Co., 685 Mullett St. 
Speaker-Hines Printing Co., 154 E. Larned St. 


EVANSVILLE, IND. 
Keller-Crescent Co. 


Fort WAyNE, IND. 
General Printing Corp., 6th and Harrison Sts. 


GranD Rapips, MICH. 
The Jaqua Co., 100-110 Garden St., S. W. 


HARRISBURG, P. 
ROGERS-KELLOGG-STILLSON co. 


INDIANAPOLIS, IND. 
Colortype Corp., 433 North Capitol Ave. 


Kansas City, Mo. 
Smith-Grieves Co., 1701 Washington St. 


LANCASTER, Pa. 
ROGERS-KELLOGG-STILLSON co. 


Los ANGELES, CAL. 
California Letter Co., 91914 S. Broadway. 
The Mayers Co., Inc., 1240 S. Main St. 


MONTREAL, CANADA 
aaa Simpson Press, Ltd., 2760 Notre Dame St., 


NEw Haven, Conn. 
THE WILSON H. LEE CO. 


New York, N. Y. 
Advertisers’ Mailing Service, Inc., 64 W. 23rd St. 
AMBASSADOR LETTER SERVICE, 11 Stone 


Hooven Process Exclusively. 

Actually Typewritten. 
Coyne & Co., Inc., 131 Duane St. 
THE RUEBEN H. DONNELLEY CORP., 79 
Madison Ave. 
ENGRAVED STATIONERY MFRS. ASSN., 
Fisk Bldg., 57th St. and Broadway. 
Harry Fox Printing Co., 176 Johnson St., 
Brooklyn. 
Gertann Service, Inc., 150 Nassau St. 
GITHENS-SOHL CORP., 203 E. 12th St. 
NEW ERA LETTER CO., 130 Pearl St. 
THE W. S. PONTON CO., Inc., 635 6th Ave. 
ROGERS-KELLOGG-STILLSON CoO., 461 


Avi 
SWEETLAND ADVERTISING, INC., 25 W. 
r 


PaTERSON, N. J. 
Blauvelt Brothers Company, 680 Madison Ave. 


PITTSBURG, Pa. 
Tanki Mail Advertising Service, 319 5th Ave. 


PROVIDENCE, R. I. 
Livermore & Knight Co., 42 Pine St. 


St. Louis, Mo. 
Frank A. Roth Printing Co., 312 South 8th St. 


SCRANTON, Pa. _ 
The Commercial Printery, 549 Wyoming Ave. 


Tusa, OKLA. 
McCormick-Armstrong Co., Seventh and Elgin. 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


Wicuita, Kansas 
McCormick-Armstrong Co., 1501-1511 E. Doug- 
las Ave. 


ZIoNn, ILL. 
Zion Office Supply. 


DISPLAYS, COUNTER 


Boston, Mass 
EINSON-FREEMAN CO., INC., 302 Park 
Square Bldg. 


Joseph Pollak Tool & Stamping Co., 85 Freeport 
St. 


Cuicaco, ILL. 
MANZ CORP., 4001 Ravenswood Ave. 
National Printing & Engraving Co., 7 S. Dear- 
born St. 


— 


THE REGENSTEINER CORP., Jackson Biva: 
and Racine Ave. 


Coen, oO. 
U. S. PRINTING & LITHOGRAPH CO. 


Detroit, MICH. 
a Printing Co., 154-164 E. Larned 
S. 


INDIANAPOLIS, IND. | ; 
Colortype Corporation, 433 North Capitol Ave. 


LonG IsLanpD City, N. Y. 
Brett Lithographing Co., Skillman Ave. and 
Pierson Pl. 
EINSON-FREEMAN CO., INC., Beaver and 
Starr Aves. (After Jan. 1, 1931.) 


MILWAUKEE, WIs. 
Milprint Products Corp., Florida, Grove “and 
Virginia Sts. 


MONTREAL, CANADA 
Dodd-Simpson Press, Ltd., 2760 Notre Dame St. 
West. 


New Britain, Conn. 
Adkins Printing Co., 66 Church St. 


New York, N. Y. 
EINSON-FREEMAN CO., ne 53 511 E. 72nd 
St. (Until Jan. 1, 1931). 
FREEDMAN CUT-OUTS, INC. 121 121 West 17th 
St. 


Omana, NER, 
Epsten Lithograph Co., 20th and Webster. 


PeortA, ILL. 
W. P. York, Inc., 207 Hamilton Blvd. 


PHILADELPHIA, Pa. 
Brown & Bailey Co., 417 N. 8th St. 


PITTSFIELD, Mass. —— 
Berkshire Embossing & Finishing Co., 137 Sum- 
mer St. 


Tuxsa, OKLA. ; 
McCormick-Armstrong Co., Seventh and Elgin. 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


WIcHITA, KANSAS 
Horner Love Print & Box Co., 116-118 South 
Emporia. 
McCormick-Armstrong Co., 1501-1511 F. Do+-¢- 
las Ave. 


DISPLAYS, WINDOW 


Boston, Mass. 
EINSON-FREEMAN CO., INC., 302 Park 
Square Bldg. 
J a Pollak Tool & Stamping Co., 85 Freeport 


BuFFALo, N. Y. 
Davis Bulletin Co., 10 Lock St. 


Cuicaco, ILL. 
MANZ CORP., 4001 Ravenswood Ave. 
National Printing & Engraving Co., 7 S. Dear- 
born St. 


REGENSTEINER CORP., Jackson Blvd. and 
Racine Ave. 

Theo. A. Schmidt Lithograph Co., 1050 Fuller- 
ton Ave. 


CINCINNATI, O 
U. 8. PRINTING & LITHOGRAPH CO. 


Detroit, MICH. 
Speaker-Hines Printing Co., 154-164 E. Larned 
St. 


INDIANAPOLIS, IND. _ : ; 
Colortype Corporation, 433 N. Capital Ave. 


Lone IsLanp City, N. Y. 
Brett Lithographing Co., Skillman Ave., and 
Pierson Pl. 
EINSON-FREEMAN CO., INC., Beaver and 
Starr Aves. (After Jan. 1, 1931.) 


MILWAUKEE, WIs. ; 
Milprint Products Corp., Florida, Grove and 
Virginia Sts. 


MONTREAL, CANADA ’ 
Dodd-Simpson Press, Ltd., 2760 Notre Dame St. 
West. 


NEw York, N. Y. 
EINSON-FREEMAN CO., INC., 511 East 
72nd St. (Until Jan. 1, 1931). 
FREEDMAN CUT-OUTS, INC., 121 West 
17th St. 


Omana, NEB. 
Epsten Lithograph Co., 20th and Webster. 


Peoria, ILL. 
P. York, Inc., 207 Hamilton Blvd. 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


PHOTOGRAPHERS, 
COMMERCIAL 


Avsany, N. Y. 
BRANDOW PRINTING CO., Broadway at 
North Ferry St. 


Canton, O. 
The Canton a te & Electrotype Co., 400- 
412 Third St., S. E 


The Northern Engraving & Electrotype Co. 


Cuicaco, ILL. 
W. F. HALL PRINTING CO., 4600 Diversey 
Ave. 


MANZ CORP., 4001 Ravenswood Ave. 


CLEVELAND, O 
PHOTOGRAPHERS ASSOCIATION OF 
AMERICA, 2258 Euclid Ave. 


CotumBwus, O. ; 
Warner P. Simpson Co., 108 W. Spring St. 


New York, N. Y. 
International Commercial Photo Co., Inc., 570 
7th Ave. 


PHOTOGRAPHERS, 
PORTRAIT 


CLEVELAND, O. 
PHOTOGRAPHERS ASSOCIATION OF 
AMERICA, 2258 Euclid Ave. 


PHOTOSTATS 
NEw York, 


Fa F 
COMMERCE PHOTOPRINT CO., 80 Maiden 
Lane. 


DECALCOMANIA 


CHICAGO, ILL. 
MEYERCORD CO., 167 E. Ontario St. 


CIncINNATI, O. 
U. S. PRINTING & LITHOGRAPH CO. 


SALES 


MANAGEMEN T 


PRINTERS—GENERAL, CATALOGUE AND ROTO 


PRINTERS, GENERAL 


ALBANY, N. 
BRANDOW PRINTING CO., Broadway at N. 
Ferry St. 


AMSTERDAM, N. Y. 
Amsterdam Printing & Litho. Co. 


ATLANTA, GA. 
RURALIST PRESS, INC., 713 Glenn St., S. W. 


Battimore, Mp. 
NORMAN T. A. MUNDER CO., Candler Bldg. 


BuFFALO, N. Y. 
Baker, Jones, Hausauer, Inc., 45 Carroll St. 
_ Hubbell Printing Co., 457-9 Washington 


CAMBRIDGE, Mass. 
The Barta Press, 209 Massachusetts Ave. 


Cuicaco, ILL. 
CUNEO P aoe INC., 2242 Grove St. 
ae a - DONNELLEY CORP., 320 
s 
W. F. HALL PRINTING CO., 4600 DiverseyAve. 
MANZ CORP., 4001 Ravenswood Ave. 
— Printing & Engraving Co., 7 S. Dear- 


REGENSTEINER CORP., Jackson Blvd. and 
Racine Ave. 
(See advertisement this page.) 


CLEARFIELD, Pa. 
Kurtz Bros. 


CLEVELAND, O. 
= Advertising & Addressing Co., 2307 Chester 
v 
William Feather Co., 812 Huron Road. 


Der. MIcu. 
Figg S-WINTER-HEBB, INC., 822 Hancock 


a A 
tee a Printing Co., 154-164 E. Larned St. 


Etmira, N. Y. 
F. M. Howell & Co., 79-95 Pennsylvania Ave. 


EVANSVILLE, IND. 
Keller-Crescent Co. 


Fostoria, O. 
The Gray Printing Co. 


HARRISBURG, Pa. 
Nungesser Printing Co., 46-48 N. Cameron St. 
ROGERS-KELLOGG-STILLSON CO. 


HARTFORD, CONN. . 
The Kellogg & Bulkely Co., 419 Franklin Ave. 


INDIANAPOLIS, IND. 
The Bramwood Press, 121 W. North St. 
Colortype Corp., 433 N. Capitol Ave. 


Kansas City, M 
Smith-Grieves Co., 1701 Washington St. 


LANCASTER, P. 
ROGERS-KELLOGG-STILLSON co. 


MILWAUKEE, Wis. ? 
Milprint Products Corp., Florida, Grove and 
Virginia Sts. 


MONTREAL, CANADA 
— Press, Ltd., 2760 Notre Dame St., 


New Britain, Conn 
Adkins Printing Co., 66 Church St. 


New Haven, Conn. 
THE WILSON H. LEE CO. 


New York, N. Y. 
THE REUBEN H. DONNELLEY CORP., 79 
Madison Ave. 
Harry Fox Printing Co., 176 Johnson St., 
Brooklyn. 
GITHENS-SOHL CORP., 203 E. 12th St. 
+ pga CO., 461 
Strawberry-Hill Press, 432 W. 45th St. 


St. Lours, Mo. 
McMullen Printing Co., Inc., 4000 Laclede Ave. 


SCRANTON, Pa. 
The Commercial Printery, 549 Wyoming Ave. 


SyracusE, N. Y. 
Onondaga Printing Co., 251 W. Fayette St. 


TuLsA, OKLA. 
McCormick-Armstrong Co., Seventh and Elgin. 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


WIcHITA, KANSAS 
Horner Love Print and Box Co., 116-118 South 
Emporia. 
en nee Co., 1501-11 E. Douglas 
ve. 


WorcESTER, Mass. 
Woodbury & Co., Inc., Chadwick Square. 


PRINTERS, CATALOGUE 
A EANDOW PRINTING CO., Broadway at N. 
Ferry St. 


ATLANTA, GA. 
RURALIST PRESS, INC., 713 Glenn St. S. W. 


CAMBRIDGE, Mass. 
The Barta Press, 209 Massachusetts Ave. 


Curcaco, ILL. 
CUNEO PRESS, INC., 2242 Grove St. 
W. F. HALL PRINTING CO., 4600 Diversey 


ve. 
MANZ CORP., 4001 Ravenswood Ave. 
THE REGENSTEINER CORP., Jackson Blvd. 
& Racine Ave. 


CINCINNATI, O. 
U. S. PRINTING & LITHOGRAPH CO. 


CLEARFIELD, PA. 
Kurtz Bros. 


Detroit, MICH. 
pe ares INC., 822 Hancock 
ve. W. 
ects Printing Co., 154-164 E. Larned 
t. F 


HaMMonD, IND. 
B. CONKEY CO. 


HARRISBURG, Pa. 
Nungesser Printing Co., 46-48 N. Cameron St. 


INDIANAPOLIS, IND. f 
Colortype Corp., 433 N. Capitol Ave. 
KALAMAZOO, MICH. 
— Bros. Everhard Co., 259-69 E. Michigan 
ve. 


Kansas City, Mo. 
Smith-Grieves Co, 1701 Washington St. 


MONTREAL, CANADA 
oo Fine Ltd., 2760 Notre Dame St. 


NEw Britaln, Conn. 
Adkins Printing Co., 66 Church St. 


New York, N. Y 
Gibbs Press, Inc., 220 W. 19th St. 


Sr. Louts, Mo. 
McMullen Co., Inc., 4000 Laclede Ave. 


SCRANTON, Pa, | ; 
The Commercial Printery, 549 Wyoming Ave. 


Tusa, OKLA. 
McCormick-Armstrong Co., Seventh and Elgin. 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


Wicuita, Kan. 
neni Co., 1511-11 E. Douglas 
ve 


PRINTERS, ROTO 
AT URALIST PRESS, INC., 713 Glenn St. S. W. 


Curcaco, ILL. 
W. F. HALL PRINTING CO., 4600 Diversey 


Ave. 
THE REGENSTEINER CORP., Jackson Blvd. 
& Racine Ave. 


Coenen O. 
U. 8S. PRINTING & LITHOGRAPHING CO. 


New Yopk, N. Y. 
REINERS ROTAPRINT, INC., 1 Park Ave. 
(See advertisement this page.) 


MANUFACTURERS of 


Art and Commercial Calendars - Broadsides 
Booklets - Blotters - Book Covers - Display Posters 
Catalogs - Circulars - Cutouts - Car Cards - Display 
Containers - Folders - Folding Boxes - Fans - Fine 
Art Prints - Letterheads - Festoons - Inserts 
Wrappers - Labels - Menu Cards - Novelties - Off- 
set Lithography - Post Cards - Package Slips 
Window Trims - Show Cards - Window Pasters 
Hangers - Posters - Trade Marks - Poster Stamps 
Transparencies 


UNITED STATES 
PRINTING & LITHOGRAPH CO., 
CINCINNATI, OHIO 


We specialize in horticultural printing 
and have a complete line of plates in 
color and black. We solicit catalogs, 
broadsides, booklets, etc., in this line 
of printing. 


The RegensteinersCorporation 
Jackson Blvd. & Racine Avenue 
Chicago Illinois 


Do You Want $85,000 Extra a Year for Advertising 


—for Sales Work, Merchandise, to Reduce Obligations, for Profit — for Anything ? 


Or $50,000, or $10,000, or $2,000 or some other amount? 


A multitude of other startling 


How Are You Going to Get It? 


Westinghouse SAVES 
$85,000 a Year With 


Imagine Cutting Cost $5.46 
Per 1,000 Sheets 814 x 11! 


Former cost $8.50; Rotaprint entire cost $3.04, based on 
average of 17,750 impressions per machine and 35 jobs a 
day. First 100 impressions averaged $1.01 and each 
succeeding 100 23c, $3.08 for first 1,000, all averaging 
$3.04, saving $5.46! 
savings. Rotaprint relatively profitable to smaller users. 


The New Office Offset Lithography Machine—BETTER 
and CHEAPER—for every reproduction purpose. 


WRITE TODAY for particulars 


REINER’S ROTAPRINT, INC. 


22M-ONE PARK AVE. 


NEW YORK 
Agencies in Principal Cities 


—_ 


ee ee ee ee 
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ENVELOPE MANUFACTURERS 


ENVELOPE MANUFACTURERS ASSOCIA- 
TION OF AMERICA, 19 West 44th St., New 
York, N. Y. 


American Envelope Co. 

West Carrollton, Ohio. 
American Envelope Co. 

3100 W. Grand Ave., Chicago, Il. 
Berkowitz Envelope Co. 

19th & Campbell St., Kansas City, Mo. 
Berkowitz Envelope Co., of St. Louis 

23rd & Locust Sts., St. Louis, Mo. 
Berkowitz Envelope Co. of Iowa 

1013 Walnut St., Des Moines, Iowa. 
Berkowitz Envelope Co., of Minnesota 

500 So. Fifth St., Minneapolis, Minn. 
Berlin & Jones Co. 

547 West 27th St. .. New York, N. Y. 
Boston Envelope Co. 

315 Centre St., Jamaica Plain, Boston, Mass. 
Buffalo Envelope Co; 

268 Michigan Ave., Buffalo, N. Y. 
Burkley Envelope & Printing Co. 

417 So. 12th St., 7. Neb. 
Brown Paper Goods 

901 W. Lake St., i Il. 
Central Envelope Co. 

411 So. Jefferson St., Chicago, Ill. 
Coast Envelope & Leather Products Co. 

P. O. Box 87, Arcade Station, Los Angeles, Cal. 
Samuel Cupples Envelope Co. 

628 So. 6th St., St. ao | oo 
Samuel Cupples New York 

7-11 Laight St., New rk, N. ¥. 


Envel Corp., T’ 
352 Sixth St., P oo oo. Cal. 
Envel Mfg. Co. ke 


2nd St. & Clark ag St. Louis, Mo. 
Federal "hiecees Mfg. Co. 
1011 Douglas St., Omaha, Nebr. 
Field-Ernst Envelope Co. 
45 Fremont St., San Francisco, Cal. 
Gaw-O’Hara Envelope Co. 
500 N. Sacramento Blvd., Chicago, Ill. 
Gray Envelope Manufacturing Co., Inc. 
§5-33rd St., Brooklyn, N. Y 
Gulf Envelope Co. 
Houston, Texas. 
Heco Envelope Co. 
4500 Cortland St., ‘area Ill. 
Heinrich, John A., 
108 N. Goshinaion Ave. ., Minneapolis, Minn. 
Hesse Envelope & Litho Co. 
Kingshighway & Penrose St., St. Louis, Mo. 
Hesse Envelope Co. of Texas 
Caruth & Carter Sts., Dallas, Texas 
Midwest Envelope Co. 
817 Broadway, Kansas 4 Mo. 
Milwaukee Envelope Megf. C 
343 7th St., Milwaukee, Wis. 
Mid-States Envelope Co. 
500 N. Madison St., Rockford, Ill. 
Murray Envelope Corp 
4201 Belmont Ave., ~—— Til. 
New England Envelope Co. 
16 Eden St., Worcester, Mass. 
Niagara Envelope Manufactory 
567 Washington St., Buffalo, N. Y. 
Oles Envelope Corp. : 
Montebello Ave., Near 25th St., Baltimore, Md. 
Ontario Co., The 
500 So. Throop St., Chicago, Il. 
Outlook Envelope Co. 
1001 West Washington Blvd., Chicago, Ill. 
Pittsburgh Envelope Co. 
. Otterman St., Greensurg, Pa. 
Portland Envelope Co. 
0 E. Morrison St., Portland, Ore. 
Quality Park Envelop Co. y 
ae o. Syndicate St., Quality Park, St. Paul. 
Ruvene & Perkins Envelope Co. 
220 William St., New York, N. Y. 
Rochester Envelope Co. 
72 Clarissa St., Rochester, N. Y. 
Rocky Mountain Envelope Co. 
Acoma at Spear Blvd., Denver, Colo. 
Security Envelope Co. 
2900-5th Ave., So., Minneapolis, Minn. 
Smith Envelopes, Inc. 
2460 East Grand Blvd., Detroit, Mich. 
Specialty Envelope Co. 
Newport, Kentucky 
Standard Envelope Mfg. C 
1600 E. 30th St., Cleveland, Ohio 
Standard Envelope Mfg. C 
2nd & Liberty Ave., Pittsburgh, Pa. 
St. Louis Envelope Co. 
8th & Walnut Sts., St. Louis, Mo. 
Transo Envelope Co. 
3542 N. Kimball Ave., Chicago, Ill. 
U. S. Paper Goods Co. 
1224 W. 8th St., Cincinnati, Ohio 
estern Envelope Mfg. Co. 
17th & Washington Sts., Kansas City, Mo. 
Western States Envelope Co. 
740 South Pierce St., Milwaukee, Wis. 
Vhiting-Patterson Co. 
320 N. 13th St., Philadelphia, Pa. 


Cuicaco, Int. 
DU PLEX ONVELOPE CORP., 3026 Franklin 


Blvd 
GAW-0O' HARA ENVELOPE CO., 500 N. Sac- 
remento Blvd. 


CLEVELAND, O: 
ee ENVELOPE MFG. CO., 1600 E 
30th St. 


HARTFORD, CONN. 


Kellogg & Bulkely Co., 419 Franklin Ave. 


Kansas City, Mo. 
Smith-Grieves Co., 1701 Washington St. 


New York, N. Y. 
ADVELOPE CORP., 127 Beekman St. 


Kansas City, Mo. 
Berkowitz Envelope Co., 19th and Campbell Sts. 


SANDUSKY, OHIO 
—_— & DAUCH PAPER CO., 143 Decatur 
t. 
(See advertisement this page.) 


SPRINGFIELD, Mass. 
U. S. ENVELOPE Co. 


PACKAGING MFRS. 
Curcaco, ILL. 
Reynolds Metals Co., 5 N. Wabash St. 
_ A. Schmidt Lithograph Co., 1050 Fullerton 
ve 


Etmira, N. Y. 
F. M. Howell & Co., 79-95 Pennsylvania Ave. 


LOUISVILLE, Ky. 
Reynolds Metals Co., 2934 Grand Ave. 


MILWAUKEE, WIs. 
— Products Co., Florida, Grove & Virginia 
ts. 


New York City 
Reynolds Metals Co., 212 5th Ave. 


PHILADELPHIA, Pa. 
Brown & Bailey ‘Ca. 417 N. 8th St. 


SAN FRANCISCO, CAL. 
Reynolds Metals Co., 345 Ninth St. 


Wicuita, KANsAs 
Horner Love Print and Box Co., 116-118 South 
Emporia. 


CONTAINER MFRS. 
Boston, Mass 
EINSON-FREEMAN CoO., INC., 302 Park 
Square Bldg. 


CINCINNATI, 
U.S. PRINTING & LITHOGRAPH CO. 


LonG IsLanp City, N. Y. 
EINSON-FREEMAN CO., INC., Beaver and 
Starr Aves. (After Jan. 1, 1931.) 


MILWAUKEE, Wis. 
Milprint Products Corp., Florida, Grove and 
Virginia Sts. 


New York, N. Y. 
EINSON-FREEMAN CO., INC., 511 E. 72nd 
St. (Until Jan. 1, 1931.) 
TOLEDO, O. 
The Ottawa River Paper Co., Matzinger Rd. 
WICHITA, KANSAS 
Horner Love Print and Box Co., 
Emporia. 


116-118 South 


LABEL MANUFACTURERS 


AMSTERDAM, N. Y. _ ; 
Amsterdam Printing & Litho Co. 


BALTIMORE, MD. 
H. Gamse & Bro., Inc., Gamse Bldg. 

Cuicaco, ILL. 
MANZ CORP., 4001 Ravenswood Ave. 
REGENSTEINER CORP., Jackson Blvd. and 
Racine Ave. 
Theo. A. Schmidt Lithograph Co., 1050 Fuller- 
ton Ave. 
Frank G. Shuman Co., 771 W. Jackson Blvd. 


CINCINNATI, 
U. S. PRINTING & LITHOGRAPH CO. 


Evmira, N. Y. 

F. M. Howell & Co., 79-95 Pennsylvania Ave. 
HARTFORD, CONN. 

Kellogg & Bulkely Co., 419 Franklin Ave. 


LonG IsLanp City, N. Y. 
Brett Lithographing Co., 
Pierson Pl. 


Skillman Ave. and 


MONTREAL, CANADA 
Dodd-Simpson Press, Ltd., 2760 Notre Dame St., 
W. 


NASHVILLE, TENN. — 
Brandau Craig Dickerson Co. 


New BritaIn, Conn. 
Adkins Printing Co., 66 Church St. 


New York, N. Y. 
Elliot Ticket Co., 12 Vestry St. 
Harry Fox Printing Co., 176 Johnson St., 
Brooklyn. 


Omana, NEB. 
Epsten Lithographing Co., 20th and Webster. 


PROVIDENCE, R. I. 
FOXON CO., 227-235 W. Park St. 
Salisbury Mfg. Co. 


St. Louts, Mo. 
St. Louis Label Works, 2419 Glasgow Ave. 
— LOUIS STICKER CO., 1627 Washington 
ve. 
(See advertisement this page.) 


Wicuita, Kansas | 
Horner Love Print and Box Co., 
Emporia. 


116-118 S. 


LOOSE LEAF BINDERS 


BUFFALO, N .Y. 
— RAND BUSINESS SERVICE, 


CurcaGco. IL. 
D. J. MOLLOY CO., 2857 N. Western Ave. 
WILSON-JONES CO., 3300 Franklin Blvd. 


CLEARFIELD, Pa. 
Kurtz Bros. 


Detroit, MIcH. 
BURKHARDT CO., 545 W. Larned St. 


Lone IsLanp City, N. Y. 
The C. E. Sheppard Co., 260 Van Alst Ave. 


New York, N.Y. 
ADVERTISING CORP. OF AMERICA, 529 
West 42nd St. 


PITTSFIELD, MAss. 
Berkshire Embossing & Finishing Co., 137 Sum- 
mer St. 

VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


TAG MANUFACTURERS 
Curcaco, ILL. 
AMERICAN TAG CO., 6151 S. State St. 
International Tag Co., 319-29 N. Whipple St. 


PHILADELPHIA, PA. 
Reyburn Mfg. Co., Alleghany Ave. & 32nd St. 


PROVIDENCE, R. I. 
Salisbury Mfg. Co. 


SALESMEN’S PORTFOLIOS 


Detroit, MIcH 
BURKHARDT CO., 545 W. Larned St. 


LonG vr" % City, N. Y. 
The C. E. Sheppard Co., 260 Van Alst Ave. 


PITTSFIELD, Mass. 
Berkshire Embossing & Finishing Co., 
mer St. 
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‘STICKERS aunoesaD SEALS 


in gold and colors 
We make all kinds for advertising 
purposes, address labels, Lo TO 
etc. a artistic, individual 
signs. Write for free samples and oulen. 
ST. LOUIS STICKER CO. 
1627S Washington Ave., St. Louis, Mo. 


Hinde & Dauch Paper Co.,The 


The PHOTOMAILER 
DUOSAFE Mailing Envelopes 
SECURITY Mailing Envelopes 
Corrugated Fibre Products 


2 Lafayette St. 143 Decatur St. 
New York City Sandusky, Ohio 


SALE §S 


MANA‘'GEM ENT 


MANUFACTURERS OF EQUIPMENT FOR THE 


SALES AND ADVERTISING DEPARTMENT 


MAP AND TACK SYSTEMS 


BERLIN, S, 42 
Gripfix Comp. G. M. B. H., 23 Wassertorstrasse. 


BuFFALo, N. Y. 

The Chas. D. Hevenor Co., Inc., Lincoln Bldg. 
INDIANAPOLIS, IND. 

GEORGE F. CRAM, 32 E. Georgia St. 


NATIONAL MAP CO., Murphy Bldg. 

LONDON. 
V. K. Rotary . % ia and Salmanger Map Co., 
Grove Park, S. 


St. Louris, Mo 
MULTIPLEX DISPLAY FIXTURE CO., 
925 N. Tenth St. 


RocuEstTEeER, N. Y. 
Yawman and Erbe Mfg. Co., 1099 Jay St. 


ADDRESSING MACHINES 


CLEVELAND, OHIO 
AMERICAN MULTIGRAPH SALES CO. 
(Manufacturers of Equipment). 1832 E. 40th St. 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


MAILING MACHINES 


STAMFORD, CONN 
POSTAGE METER CORP. 


VISIBLE RECORD SYSTEMS 


BuFFALO, N. Y. 
— RAND BUSINESS SERVICE, 


Lone Istanp City, N. Y. 
The C. E. Sheppard Co., 260 Van Alst Ave. 


RocueEsTEr, N. Y. 

Yawman & Erbe Mfg. Co., 1099 Jay St. 
VANCOUVER, CANADA 

Gehrke's Ltd., 566 Seymour St. 


DUPLICATING MACHINES 


CLEARFIELD, Pa. 
Kurtz Bros. 


LANSDALE, Pa. 
SAFE GUARD CORP. 


NEw York, N. Y. 
Hooven Letters, Inc., 352 4th Ave. 


VANCOUVER, CANADA 
Gehrike’s Ltd., 566 Seymour St. 


AUTOMATIC TYPEWRITERS 


Cuicaco, ILL. 
Doolittle & Co., Inc., 141 South Wells St. 


New York, N. Y. 
Hooven Letters, Inc., 352 4th Ave. 


PITTSBURGH, Pa. 
Tanki Mail Advertising Service, 319 Fifth Ave. 


PHOTO ENGRAVERS 


Canton, O. 
The Canton Engraving & Electrotype Co., 400- 
412 Third St. S. E. 
The Northern Engraving & Electrotype Co. 
CHATTANOOGA, TENN. 
Dow-Griscom Co., Inc.; 1002 Georgia Ave. 


Curcaco, Iii. 
W. F. HALL PRINTING CO., 4600 Diversey 


Ave 
THE REGENSTEINER CORP., Jackson Blvd. 
& Racine Ave. 
EVANSVILLE, IND. 
Keller-Cresent Co. 


NEw York, N. Y. 
POWERS ENGRAVING CO., 216 E. 45th St. 
STERLING ENGRAVING CO., 304 E. 45th St. 


PITTSBURGH, Pa. 
Robert Rawsthorne Co., 8th and Pennsylvania 
Aves. 


St. Louis, Mo. 


Central Engraving Co., 114 N. 7th St. 


WoRCESTER, Mass. 
Woodbury & Co., Chadwick Square. 


LITHOGRAPHERS, OFFSET 


AMSTERDAM, N. Y. 
Amsterdam Printing & Litho Co. 


Boston, Mass. 
EINSON-FREEMAN CO., INC., 302 Park 
Square Bldg 
Forbes Lithenvegh Mfg. Co., P. O. Box 5130. 


Cuicaco, ILv. 
MANZ CORP., 4001 Ravenswood Ave. 
“ia, Printing & Engraving Co., 7S. Dearborn 


THE REGENSTEINER CORP., Jackson Blvd. 
and Racine Ave. 

Theo. A. Schmidt Lithograph Co., 1050 Fuller- 
ton Ave. 


CINCINNATI, O. 
U. S. PRINTING & LITHOGRAPH CO. 


CoLumsvs, O. 
Warner P. Simpson Co., 108 W. Spring St. 
Detroit, MIcu. 
National Lithograph Co., 1010 Beaubien St. 
HARRISBURG, PA. 
ROGERS-KELLOGG-STILLSON CO. 
HARTFORD, CONN. 
Kellogg & Bulkely Co., 419 Franklin Ave. 


INDIANAPOLIS, IND. 
Colortype Corp., 433 North Capitol Ave. 


LANCASTER, Pa. 
ROGERS-KELLOGG-STILLSON CO. 


Lonc IsLanp City, L. I. 
ang ns Co., Skillman Ave. & Pier- 


son Pl. 
EINSON-FREEMAN CO., INC., Beaver & 
Starr Aves. (After Jan. 1, 1931). 
Offset Gravure Corp. 110 Seventh Ave. 
MILWAUKEE, WIs. 
Milprint Products Corp., Florida, Grove & Vir- 
ginia Sts. 


NEw Haven, Conn. 
THE WILSON H. LEE CoO. 


NEw York, N. Y. 
epee org CO., 511 E. 72nd St. 
(Until Jan. 1, 1931). 
ROGERS-KELLOGG-STILLSON CO., 461 
t 
Trautman, Bailey & Blampey, 13 Laight St. 


OmaAHA, NEB. 
Epsten Lithograph Co., 20th and Webster. 


TYPOGRAPHERS 


ARKON, OHIO 
The Akron Typsetting Co., 42 Cherry St. 


CuIcaGo, ILL. 
J. M. Bundscho, Inc., 65 East South Water St. 
W. F. HALL PRINTING CO., 4600 Diversey 


Ave. 
MANZ CORP., 4001 Ravenswood Ave. 


MILWAUKEE, WISs. 
Milprint Products Corp., Florida, Grove & Vir- 
ginia Sts. 


New York, N. Y. 
E. M. Diamant Typographic Service, 189 Lex- 
ington Ave. 


SYRACUSE, N. Y. 
Onondaga Printing Co., 251 W. Fayette St. 


Tulsa, OKLA. 
McCormick-Armstrong Co., Seventh and Elgin. 


VANCOUVER, Canada 
Gehrke’s Ltd., 566 Seymour St. 


Wicuita, KANSAS 
Horner Love Print and Box Co., 116-118 South 
Emporia. 
ne Co., 1501-11 E. Douglas 
ve. 


MULTIGRAPHERS-MACHINE 
TYPEWRITING 


AMSTERDAM, N.Y. 
Amsterdam Printing and Litho Co. 


Curcaco, Itt. 
gg — H. DONNELLEY CORP., 320 
» 218t St. 
Doolittle & Co., Inc., 141 S. Wells St. 


CLEARFIELD, PA. 
Kurtz Bros. 


CLEVELAND, O. 
The Advertising & Addressing Co., 2307 Chester 


ve. 
AMERICAN MULTIGRAPH SALES CO., 
(Manufacturers of Equipment). 1832 E. 40th St. 


CoLumBus, O. 
Meredith’s Letter Service, 710-12 Atlas Bldg. 


MILWAUKEE, WIs. : 
Milprint Products Corp., Florida, Grove and 
Virginia Sts. 


NEw York, N. Y. 
Advertisers Mailing Service, Inc., 64 West 23rd 
St. 


AMBASSADOR LETTER SERVICE, 11 Stone 
St. : 


Hooven Process Exclusively. 
Actually typewritten. 


DE HAAN LETTER, INC., 145 W. 30th St. 
(See advertisement this page.) 


REUBEN H. DONNELLEY CORP., 79 Madi- 
son Ave. 


Gertann Service, Inc., 150 Nassau S 

— MAIL SERV ICE, INC., 148 W. 23rd 
st 

“James Gray, Inc., 240 W. 40th St. 

Hooven Letters, Inc., 352 4th Ave. 

Hoover Processed Letters, Inc., 1261 Broadway. 
NEW ERA LETTER CO., 130 Pear! St. 


THE W. S. PONTON CO., INC., 635 6th Ave. 
— SERVICE LETTER CO., INC., 3 Park 


TERMINAL LETTERS CO., 420 Lexington 
Zoniin Service, 250 W. 57th St. 


PITTSBURGH, Pa. ; f 
Tanki Mail Advertising Service, 319 Fifth Ave., 


VANCOUVER, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


ELECTROT YPERS 


ATLANTA, G 
RURALIST PRESS, INC., 713 Glenn St. S. W. 


CANTON, O. 
The Canton Engraving & Electrotype Co., 400- 
412 Third St. S. E. 
The Northern Engraving and Electrotype Co. 


CHATTANOOGA, TENN. ; 
Dow-Griscom Co., Inc., 1002 Georgia Ave. 


CuicaGo, ILL. 
W. F. HALL PRINTING CO., 4600 Diversey 


Ave 
MANZ CORP., 4001 Ravenswood Ave 
The Rapid Electrotype Co., iesadaad Block. 


CiIncINNATI, O. 
Rapid Electrotype Co., McMicken Ave., at Race. 


NEw York, N. Y. 
The Rapid Electrotype Co., 247 Park Ave. 


PHILADELPHIA, Pa. 
The Rapid Electrotype Co., 1201 Chestnut St. 


St. Pau, MINN. ; ; 
John Beissel Co., Sibley and Ninth Sts. 


FAC-SIMILE TYPEWRITTEN 
LETTERS IN SIX NEW TYPES 
Envelopes addressed and letters filled-in in 
type to match. 

If you think your direct mail can be im- 
proved, it will pay you to write for our book- 
let describing this service. Its free of course. 
DE HAAN LETTERS INC. 
145 West 30th St., New York, N. Y. 
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MANUFACTURERS OF PREMIUMS, PRIZES 
AND ADVERTISING SPECIALTIES 


ADVERTISING SPECIALTIES 


ADVERTISING TIRE COVERS 


CANTON, O. 
The Dura-Products Mfg. Co. 


CuIcaGo, ILL. 
G. H. Robinson Co., 1455 S. Michigan Ave. 


APRONS, CAP AND CLOTH 
SPECIALTIES 


CANTON, O. 
The Dura-Products Mfg. Co. 


CresTON, Iowa, 
Cloth Advertising Specialty Division of Hender- 
son Glove Co. 


New York, N. Y. (Paper Aprons) 
Kary-Safe Paper Bag Co., Inc., 624 E. 13th St. 


BADGES AND BUTTONS 


Cuicaco, ILL. 
Parisian Novelty Go., 3510 S. Western Ave. 


CINCINNATI, O. 
Fox Company, Fox Bldg. 


NewakK, N. J. 
Orange Manufacturing Co., 190-194 Emmett St. 


BALLOONS 
“OAK RUBBER CO. 


BLOTTERS, ART 


Boston, Mass. _ 
The Forbes Lithograph Mfg. Co., P. O. Box 5130. 


CELLULOID SPECIALTIES 


Cuicaco, IL. 
Parisian Novelty Co., 3510 S. Western Ave. 


REMINDER ADVERTISING 


CuHrcaco, ILL. 
MEYERCORD CO., 167 E. Ontario St. 


New York, N. Y. 
Advertising Corp., of America, 529 W. 42nd St. 


CIGARETTE LIGHTERS 


NEw York, N 
CLARK LIGHTER CO., 580 Fifth Ave. 


PROVIDENCE, R 
ALFRED VESTER SONS CO. 


KEY CHAINS AND CASES 


INDIANA, Pa. 
King Leather Goods Mfg. Co., 218 Tenth St. N, 


LEATHER GOODS 


WEst BEND, Wis. 
Amity Leather Products Co. 


LEATHER POCKET BOOKS 


INDIANA, Pa. 
King Leather Goods Mfg. Co., 218 Tenth St. N. 


Legs, N. Y 
E. H. FERREE co. 


West BEND, WIs. 
Amity Leather Products Co. 


MANUFACTURERS OF 
ORIGINAL AND PATENTED 
ADVERTISING SPECIALTIES 

AND NOISE-MAKERS 


LEXINGTON, Ky. 
Spotswood Specialty Co., Inc., Box 348. 


BLOTTERS, DESK 


Cincinnat]I, O. 
. PRINTING & LITHOGRAPH CO. 


MEMORANDUM BOOKS 


INDIANA, Pa. 
King Leather Goods Mfg. Co., 218 Tenth St. N. 


CALENDARS 
ART 
CINCINNATI, O. 
U. S. PRINTING & LITHOGRAPH CO. 
PAPER 


Boston, Mass. 
Forbes Lithograph Mfg. Co., P. O. Box 5130. 


Paris, ILL. 
U. O. Colson Co. 


CARDS, CELLULOID 


Cuicaco, ILL. 
Parisian Novelty Co., 3510 S. Western Ave. 


DESK 


Boston, Mass. 
Forbes Lithograph Mfg. Co., P. O. Box 5130. 


Newark, N. J. 
The Fay Company, 297 Washington St. 


CLOCKS AND WATCHES 


La SALLE, ILL. 
Western Clock Company. 


EMBLEMS 
CincinnatI, O. 
Fox Company, Fox Building. 


HOUSEHOLD ARTICLES 


IcaGo, ILL. 
Morton Sales Co., Inc., 125 S. Market St. 


Creston, Iowa 


Household Specialty Division of Henderson Glove 
0. 


Futton, ILL. 
PATENT NOVELTY CoO. 


West Benn, Wis. 
West Bend Aluminum Co, 


MEMORANDUM PADS 


Newark, N. J. 
The Fay Company, 297 Washington St. 


NAME PLATES 
CINCINNATI, O. 
Fox Company, Fox Building. 


OFFICE ADHESIVES 
BERLIN, S. 42 
Gripfix Comp—G.M.B.H., 23 Wassertorstrasse. 


LonpDon, ENG. 
Weta Rotary Ce., ee and Salmanger Map Co., 
Grove Park S. E. 


PAPER SHOPPING BAGS 
NEw York, N. Y. 
Kary-Safe Paper Bag Co., Inc., 624 E. 13th St. 


PAPER WEIGHTS 


INDIANA, Pa. 
King Leather Goods Mfg. Co., 218 Tenth St. N. 


PENCILS 
MECHANICAL 
ALAMEDA, CAL 
LISTO PEN iCIL CORP. 
Cuicaco, ILL. 
AUTOPOINT CO., 1801 Foster Ave. 
—- PENCIL CO., 4541 Ravenswood 
ve. 
woop 


Sr. Louts, Mo 
OZARK PENCIL CO., 6118 Gambleton Place. 


PENCIL BOXES 


St. Louts, 
OZARK PENCIL CO., 6118 Gambleton Place. 


RULERS, METAL 


SAGINAW, MICH. 
The Lufkin Rule Co. 


RULERS, WOOD 


SAGINAW, MICH. 
The Lufkin Rule Co. 


TAPE MEASURES 


SAGINAW, MICH. > 
The Lufkin Rule Co. 


THERMOMETERS 


Cuicaco, ILL. 
Parisian Novelty Co., 3510 S. Western Ave. 
RYMAL NOVELTY CO., 225 N. Green St. 
Futton, IL. 
PATENT NOVELTY CO. 
PREMIUMS 
ALAMEDA, CAL 


LISTO PEN CIL CORP. 


Canton, O. 
The Dura-Products Mfg. Co. 


Cuicaco, IL. 
AUTOPOINT CO., 1901 Foster Ave. 
eee PENCIL CO., 4541 Ravenswood 


ve. 

MARSHALL PIERCE CO., 29 E. Madison St. 
May & Malone, Inc., 37 South Wabash Ave. 
RYMAL NOVELTY CO., 225 N. Green St. 
Tarrson Co., 32 W. Randolph St. 


Creston, Iowa 
Household Specialty Division of Henderson 
Glove Co. 
ro ILL. 
PATENT 5 eae Co., INC. 
New York, N 
ADVERTISING CORP. OF AMERICA, 529 
W. 42nd St. 


PREMIUM SERVICE CO.,; INC,. THE 


Organizers and Operators of Premium 
and Prize Departments for Manufac- 
turers and Distributors. 


GOW Betas ca cicowns WATkins-158 


West Bend, Wis. 
Amity Leather Products Co. 


SALES CONTEST PRIZES 


ALAMEDA, CAL. 
LISTO PENCIL CORP. 


Cuicaco, IL. 
AUTOPOINT CO., 1801 Foster Ave. 
DARTNELL CORP., 4660 Ravenswood Ave. 
DUROLITE PENCIL CO., 4541 Ravenswood 


Ave. 
MARSHALL PIERCE CO., 29 E. Madison St. 
May & Malone, Inc., 37 S. Wabash Ave. 


New York, N. Y. 
ADVERTISING CORP. OF AMERICA, 529 
W. 42nd St. 


WEst BEND, WIs. 
Amity Leather Products Co. 


COMPLETE BOOK MFRS. 
A EEADOW PRINTING CO., Broadway at N. 
Ferry St. 


HAMMOND, IND. 
W. B. CONKEY CO. 


NEw York, N. Y. 
ee Press Sales Agency, Inc., 578 Madison 
ve. 
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SIGNS—OUTDOOR, ELECTRIC AND 
STORE FRONT 


POSTERS, ADVERTISING 


Cuicaco, ILL. 
MANZ CORP., 4001 Ravenswood Ave. 
National Printing & Engraving Co., 7 S. Dear- 


orn St. 
THE REGENSTEINER CORP., Jackson Blvd. 
& Racine Ave. 
_ A. Schmidt Lithograph Co., 1050 Fullerton 
ve, 


CINCINNATI, O 
U. 8. PRINTING & LITHOGRAPH CO. 


MILWAUKEE, WIs. 
Milprint Products Corp., Florida, Grove & Vir- 
ginia Sts. 


MONTREAL, CANADA 
Dodd-Simpson Press, Ltd., 2760 Notre Dame 
St. W. 

New York, N. Y. 
General Outdoor Advertising Co., One Park Ave. 


Vancouver, CANADA 
Gehrke’s Ltd., 566 Seymour St. 


ELECTRIC SIGNS 


New York, N. Y. 
General Outdoor Advertising Co., One Park Ave. 


SIGNS, OUTDOOR 


BEAVER FALLs, Pa. 
Ingram-Richardson Mfg. Co. 


Cuicaco, ILL. 
National Printing and Engraving Co., 7 S. Dear- 
born St. 


Coser. 0 
U.S. PRINTIN G & LITHOGRAPH CO. 


MILWAUKEE, Wis. es 
Milprint Products Co., Florida, Grove & Virginia 
ts. 
New York, N. Y. 
General Outdoor Advertising Co., One Park Ave. 


Omana, NEB. 
Epsten Lithographing Co., 20th & Webster. 


STORE FRONT SIGNS 


BEAVER FALLs, Pa. 
Ingram-Richardson Mfg. Co. 


Cuicaco, ILL. 
MANZ CORP., 4001 Ravenswood Ave. 


CINCINNATI, OHIO 
U. S. PRINTING & LITHOGRAPH CO. 


NEw York, N. Y. 
General Outdoor Advertising Co., One Park Ave. 


CATALOGUE COVER MFRS. 


Cuicaco, I 
D. J. ‘MOLLOY CO., 2857 N. Western A 
THE REGENSTEINER CORP., pote eng Bivd. 
and Racine Ave. 


Detroit, MIcu. 
BURKHARDT COMPANY. 545 W. Larned St. 
Speaker-Hines Printing Co., 154-164 E. Larned St. 


Lona! IsLAND City, N. Y. 
E. Sheppard Co., 260 Van Alst Ave. 


MILWAUKEE, WISs. 
Milprint Products Corp., Florida, Grove & Vir- 
ginia Sts. 


NEw York, N. Y. 
AD VERTISING CORP. OF AMERICA, 529 
West 42nd St. 


OmaBA, NEB. 
Epsten Lithographing Co., 20th and Webster. 


aha 3 Mass 
—— Embossing & Finishing Co., 137 Sum- 
mer St 


VANCOUVER, CANAD 
Gehrke's Ltd., 566 _— St. 


Distinguished Printing 


MANZ CORPORATION 
Chicago 


See page facing 312 


BIBLIOGRAPHY OF RECENT ARTICLES 
ON DIRECT MAIL ADVERTISING 


(Continued from page 300—all references are to Sales Management Magazine) 


Date Page 
Inquiries Jumped When We 
Sampled Industrial Prospects... 6/15/29 547 
By Charles S. Trott, sales man- 
ager, The Parker- Kalon Corpora- 
tion, New York 


Big Mailing Test Proves Business 

eply Card 13 Per Cent More 
Efficient than Government Postal 6/15/29 550 
By C. D. Maddy 


Shall We Use Hard-Boiled Collec- 
ee ee Cr 
By Maxwell Droke, president, 
Business Letter Institute 


Shall We Use Hard-Boiled Collec- 
tion Letters? No.. 
By R. A. Dunkleberg, attorney ‘at 
law, specializing in collections 


6/22/29 596 


6/22/29 597 


Caterpillar Tractor Sells nen 
Buyers with Pictures ....... 
By George C. McNutt 


4/6/29 16 


How Printz-Biederman Checks De- 
mand on Style Merchandise... . 
By J. F. Kerwin 


4/13/29 68 


“Bargain Sale’’ Puts Over Delco- 
—s Direct Mail Story. 
By D. G. Baird 


4/13/29 71 


Some Things I have Learned about 
Making Mailing Pieces Pull. ... 
By C. D. Maddy 


4/20/29 124 


One New Item Breaks Trail for En- 
tire Line. pateets 
By Herbert Kerk 


4/20/29 144 


98 Per Cent of Glidden’s Dealers 
Use Their Tested Selling Plan. .. 
As told to D. G. Baird by George 
S. Sturges, The Glidden Company, 
Cleveland, Ohio 


When the Buyer one at the 
Dotted Line. ssh 
By Maxwell Droke 


4/27/29 180 


4/27/29 184 


Schrader Sponsors a New heath of 
Service for Motorists. .... 
By Bruce Crowell 


3 Per Cent More Returns When We 

Added a Postscript. . estate 
By Charles A. E mley, Delong 
Hook & Eye Company, Phila- 
delphia 


5/11/29 283 


5/11/29 296 


Date Page 
Just Inquiries—Or Inquiries That 
Yield Sales at a Profit?........ 3/9/29 552 
By Allen W. Ricker 
How to Lasso a Cagy Prospect in 
the Opening Paragraph........ 3/9/29 608 


$78,000 in Orders on First Call 
After This Direct Mail Campaign 3/23/29 671 
By Herbert Kerk 


Willys-Overland’s Year-inand Year- 


out Direct-Mail Program....... 3/30/29 710 


Novel Campaign Brings 1658 New 
Customers to Standard Accident 2/9/29 322 
By D.G. Baird 


How Todd Lock-Steps Direct Mail 
With Personal Selling. . ; 
By J. F. Kerwin 


3/2/29 495 


Selecting the Right Paper Stock 
(Continued from page 313) 


Such a plan saves much time and 
makes possible the selection of the 
exact paper for the purpose. If the 
paper is too smooth it is uninteresting; 
if it is too rough for certain purposes 
it will cause a lot of trouble. The 
right texture can be found and ‘one 
printer has said: “Find the surface, 
cave the job.” The antique papers 
come in a great many textures, some 
of them odd, some of them very beauti- 
ful. These antique papers are often 
plated and thus are suited for fine 
halftone work. This provides a change 
over regular enamel paper. In recent 
years some interesting textures have 
been brought out on dull coated pa- 


pers in white and in color; they are very 


modern and very beautiful, and they 
are particularly suited to many kinds 
of advertising layouts in the modern 
manner. 

THE LETTER SHEET—Just as the paper 
is chosen and engraved or printed to 
reffect the institution and its product, 


this same procedure can be followed 
in letter writing. The selection of 
writing paper is by no means as diffi- 
cult as selecting paper for good adver- 
tising literature, but it is of equal or 
even greater importance. 

After a fine impression has been 
made through good advertising litera- 
ture it is very wise to carry out the 
same influence in letter writing, which 
is a follow-up. Confidence, that all-im- 
portant thing in business, is estab- 
lished through impressive literature, 
which means both design and paper. 
The prospect is not so likely to go to 
Dun’s or Bradstreet’s when he receives 
a well dictated letter on very good 
paper appropriately engraved or 
printed. 

Letter writing of itself with or with- 
out stuffers, is a proved method today 
of securing business. This will not be 
the case if the paper and its handling 
are neglected. The mails are just full 
of the ordinary kind which emphasizes 
the importance of the better kind. In 
other words, those who neglect their 
advertising really help those who do 
the opposite. When you receive a finely 
executed letter sheet on a good crisp 
paper, finely typewritten and equally 
well dictated, you are very much im- 
pressed and quite apt to reply and 
favorably. It is fatal to have the re- 
verse of these things. 

These simple rules for selecting the 
proper paper should be useful to ad- 
vertisers. 

(Editor’s Note: The Norman T. A. Mun- 
der Co. has worked out a simple system 
for paper selection which is available to 
users of this issue of SALES MANAGE- 
MENT. Inquiries should be directed to 
the Reader’s Service Bureau, Sales Manage- 
ment, Inc., 420 Lexington Avenue, and 
mention made of this volume.) 

* * * * 

(For list of companies manufacturing 
paper stocks for announcements, blot- 
ters, box covers, broadsides and folders, 
catalogues and booklets, cover stocks, 
dealers displays and cutouts, letter- 
heads and sales letters, see pages 314, 
315, 316 and 317.) 
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GENERAL 
EXPORTING 


TOTAL COMMERCIAL AND FINANCIAL TRANSACTIONS OF 
THE UNITED STATES WITH THE REST OF THE WORLD 


These commercial transactions, however, tell only part of 
the story. Our exports of merchandise exceeded our imports 
of merchandise last year by the sum of $841,000,000 in value. 
But the balance of “invisible” items, as estimated at Wash- 
ington, was against us to the extent of $250,000,000, and our 
investments abroad were $414,000,000 more than foreign 
investments in the United States. 

Complete balance was established by gold shipments and 
other transactions indicated below. 

The table shows at a glance how we stood with the world 
in a commercial and financial sense at the opening of the 
current year. 


In the table below is compiled in highly condensed form 
an income statement of the commercial and financial trans- 
actions of the United States with the rest of the world in 
the calendar year ended December 31, 1929. 

The figures entering into this table were furnished by the 
Bureau of Foreign and Domestic Commerce of the Depart- 
ment of Commerce. Estimated items are subject to slight 
margin of error. 

Foreign trade is generally understood to refer to exports 
and imports of merchandise and specie, our position being 
regarded as favorable when the excess is on the side of 
goods sent abroad. 


Consolidated Income Statement of Foreign Business in the Year Ended Dee. 31, 1929 


Breau hrumetines @usicie tS Gtdl ANITMIEC 3 od SSO ae a Cad dS Seo dleoias adi ohana eae a a eRe we auras Haus Gaede 
Ral Wks Aceh Ciel AUOITEic arc/e: 4 our Si alelo cao eo a wh adda dat: Bad Rana a eaten wadanuaWalen Veae eaee eee 


“Invisible” items: 
Freight (ocean, lake, and railway) .. 
Tourist expenditures... eee 
Interest on private investeante. 


Government transactions, ak ten bibie.... eS aerate aaa RG Ba He Solace ael Bilal es whi ee aa hae 


Immigration remittances. 


Charitable and missionary remittances. PPP OL Oe ETE TL CCRT TEC EERE CEE CCC ET ee 


Insurance, cable tolls, royalties, etc., 


War-debt receipts. nea eiataa 
New private loans, diouitte, “ 
Net increase in long-term euadiomeatn.. 
Bond discounts and commissions. 


Sidi tin aie Ga ak Mnadiaaila We. . <5 os se ac cne-se-ac.cdocnc on acasseacaccaes 


Cash items: 
Gold.. nace Ae 
Changes i in denned: on... 


Discrepancies due to error. 
0 


ee 


Credits Debits 
(Cash claims due from (Cash claims due foreigners) 
foreigners) 
$5,241,000,000 $4,400,000.000 
249,000,000 356,000,000 
. .$154,000,000 $269,000,000 
. 180,000,000 745,000,000 
. 976,000,000 414,000,000 
60,000,000 152,000,000 
24,000,000 247,000,000 
49,000,000 
.. 192,000,000 1,586,000,000 167,000,000 2,043,000,000 
212,000,000 5,000,000 
. 396,000,000 808,000,000 
26,000,000 
13,000,000 435,000,000 808,000,000 
. 117,000,000 292,000,000 
.. 128,000,000 245,000,000 73,000,000 365,000,000 
a 9,000,000 San 
$7,977 ,000,000 $7,977,000,000 
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Exports Imports 
(In Millions of Dollars) (In Millions of Dollars) 
— ; a | c on _— 
EUROPE 
United Kingdom 
Cotton.. 160 Cotton 17 
Gas and Oil. 96 ae 8 
Tobacco........ 80 Leather 22 
Pork Products . means’ 66 Rubber 2 
Grain and Flour............ 45 Linen, etc.. 26 
SS ee ee 37 Furs. . 16 
Miscellaneous.............. 364 Carpet, Wool. 9 
Wool Fabrics. paisa es 9 
Miscellaneous......... es he 221 
mre fot 2028s 5 esses 847 Total tor4s028 ........<..06 348 
‘Total for 1927............ 840 TOtALIGl 1927 .....0. cece. B58 
aoe for i920 ........3... B48 Total €6P 1929. <..6.i.0505 330 
Belgium 
Autos, etc.. 26 Diamonds.. 21 
Cotton.. 18 Furs. a aibhc gt ae 7 
Copper Bars. . 8 Flax Manufacturers. eas come 6 
Gas and Oil.. iz Fertilizer. . se, 
Linseed Cake . A Creosote Oil. 2 
Grains . ee 7 Glass. 1 
Miscellaneous... 40 Miscellaneous... 38 
Total for 4928... 6... o%. 112 Total Cor 492s... 6s acces 75 
Ce 116 DOURIEOP 9927 . «oe cas 72 
(ror bcs |), a 115 Total for 1929... 0... 6500s 74 
France 
eS ee Ce 20 ONE Sos aoe ce wid eg vie ch ok 
SS eee 86 Lingerie.. ene 
SERMON odsh omnes vwcins 53 Women’s Clothing....... 48 
Copper...... OE AES 33 Gloves... i ee 
Es Sere ae 42 flewelry ... { 
Miseellaneous.............. 62 Perfumery . / 
Art Work.. 13 
Miscellaneous.. 87 
(yor Lcd) ee 241 PUBS soc is ois oe se 157 
WOU TOR 1087 665 coe cccee 229 WOUNI TOP PORT... os ss 168 
Total for 1929.. 266 OCR TOP 1929 icc sone x 171 
Germany 
oy <i ll ee a 13 per Leather .. er 11 
Dried Fruits. . 9 Chemsca and Fertilizers... . 27 
EG Sic tp pha ph caps oye B We has bp cee ees avsds 24 
Cotton. 169 for Gloves.. 6 
ies Nakata cass ss 34 Cotton Products. . 8 
27 Newsprint, Products. 6 
Grain and Flour............ 11 Art : 6 
eee + Miscellaneous... 167 
1 c 9 
Miscellaneous 106 
Total for 1928... ........ 467 Total for 1928... 5s... 222 
DOME TOP 41927 |... cess 482 WOPs TOF B27 ow cc ccs 201 
TOeRl FOP 1920 |... wk ke es 410 Total TOP 1929... s ce ses 255 
Netherlands 
SRR ONAL 55 ces b ww veveiorc cs ssc 18 ee ee Cn ep ae 19 
BPR eee ee ee 15 T. “ 15 
WD NNO R sae dx Gos euss 15 Tin.. sath erkes 8 
Copper... 7 Bulbs. . Se RIKI ae He S 
Linseed ‘Cake 3 Brick, Glassware......... 
Pork.. 5 Linseed Oil.. Sansieetv ate a7 
Miscellaneous.. 65 Miscellaneous... . ; 
Teta Got 1928. ....6 6... 142 TOOL TOF C88 oc cs cass 84 
wwe eer 1927... eas 148 Dovel for 1927. occ bic es 87 
DORR TOP F929. sce des 128 POO! FOP ASLO 0 ic eisaee 84 
Sweden 
Autos, etc.. 13 Chem. Woodpulp........... 33 
Gas and Oil. . 9 SSUCON COPA GUC. ics eine nc sss 3 
Cotton.. 5 PRIMER 55, S isis aivvb:k 9S pin 8 3 
Copper.. 6 Oo SS aeee e eee 2 
Miscellaneous... 26 Miscellaneous.............. 12 
men For 1028... 2... kes 57 pu OE Oo |) 46 
bo io dg |) + 45 ‘Rotel for 1927 «ccc sce 48 
Total for 1929........... 59 Total tor 1929... access 53 
Russia in Europe 
Cotton Manufactures....... Ad Manganese Ores............ 5 
Tractors. . cok 2 Furs. . 1 
Miscellaneous... 27 Miscellaneous... 8 
Total for 1928... ....... 73 Total for 1928...... 14 
Total for 1927........... 64 Total for 1927. . 12 


‘Seees For 1929... ......s05 


Total for 1929........... 


Exports 


FOREIGN TRADE OF THE UNITED STATES IN GOODS—1929 AND 1928 


(In Millions of Dollars) 


Imports 


(In Millions of Dollars) 


EUROPE (Continued) 


Spain 
NF 2+ vexrvieexnes 6 Copper 2 
Cotton.. 29 Olives 4 
Autos, etc.. 17 Olive Oil. 3 
Gas and Oil.. 7 Cor Rr ae 4 
Tobacco.. Ae OPA ee 1 Hides and Steins. .000.00. 00) 3 
Miscellaneous.............. 32 Nuts.. “ Ds desta ier taet 4 
Onions. . 1 
Miscellaneous .. 1§ 
fo Col Or rr 87 Total for 1928 5.6. cc ces. 34 
TOUBUIO! SORT « . . kyceng cue 74 "FT Otel TOF 4927 «5 5 sels os. 00 3s 
POUR TOL AOE 5 6c oes ans 82 LOG! 107 9929 5.0.5 sccaences 36 
Italy 
PET 56.5 le a eee once es Cheese. . 10 
ROMS 6 fig orn Sal pacs eis oi Sil 80 Olive Oil. raya siae Oh 15 
RE erat: 48 6 hs ch seen 15 Tomatoes Canned... +4... 10 
EE oe 67) I rr 13 Nuts.. ‘ 4 
SS Ee pe ener e tat 5 Straw Hats. . 4 
| SS er es ee hv 2 Felt Hats.. 7 
Miscedanaos ... .2.. 05.00% 00 35 Lemons........s00: 2 
Miscellaneous...... 65 
TOUOl fOr 1996. ck cicicccss 862 Total (or 1929.66 ssecsces 102 
phos eo Cee 132 TEOUAL FO TOE 6. ocsrertre 860 109 
Total for 1929... 60 ee cas 154 TEOUEL IOP TOTO v. <<. sa aoe Boe 117 
Other Countries 
DOvAl 10f F92B. oe vcwes 140 "Total for £028). 0-6 wicieees 162 
"Petal €60f 4987... ok op Ses 121 RORMU TOP ONUES <6. 50.0ue0e 171 
Total for 1929... cckaccss 197 Total for 1979 ccc «=O 
European Total—1928.... 2,375 European Total—1928...... 1,249 
European Total—1927.... 2,310 European Total—1927...... 1,264 
European Total—1929..... 2,340 European Total—1929....... 1,333 
Excess of Exports for 1928.. 1,126 
Excess of Exports for 1927. 1,264 
Excess of Exports for 1920. . 1,007 
NORTH AMERICA 
Canada 
Machinery. 141 Newsprint... aaa 132 
Autos, etc.. 98 Pulp and Pulpw GN soins xox’ 37 
Coal and Coke. . 94 Lumber.. ahah favor brass 50 
Gas and Qil.. 61 Copper and Nickel. seen rm yee 47 
Iron and Steel.. 73 Cattle... Asta eta oom 14 
Cotton .. Be re ee 32 Furs. . ‘ Sie sete ave 11 
Miscellaneous............ 480 Miscellaneous... PRE 213 
Total for 1928........... 916 Total Sor 1928... 0.65.00 489 
Tetel for 4927... .....6.. 837 ate) tae 2087 on cnccceces §«=6D 
TOtal FOF TZ... ee vans 948 Ay de 504 
Mexico 
Tron and Steel Products..... 10 Copper and Lead........... 54 
Machinery . eae Petroleum Products......... 14 
Autos, etc.. setenueaseuraies 13 Sisal, etc. : 3 12 
Ne anes oa cud eens 8 Coffee 8 
Wheat and Flour........... 4 Cattle i 
CORTGB LOGO oiic cis ors. os ek 2 Cotton , 5 
Petroleum Products......... 6 Miscellaneous.. 38 
MiSGSHARGOUS 66.5 o2c 0:0 oc 00s s 71 
Total for 1928........... 116 (yore), 125 
oo Lee 109 Total for 4927........... 18 
Total FOTMGLE «occ sesless 134 WOtal for P92... «csc ccdee 118 
Cuba 
Medicines . 2 Sugar 157 
Pork Products. Pees wah 14 Tobacco erreur ees 19 
Cotton Manufactures... .... 12 PI ABEED oss 5! 5 Osis OR 12 
Petroleum Products......... 7 Ey 6 6isl gin sod os Rees 3 
Flour . ats br 8 CO Uo ods! sc sare vinden 4 
Autos, ete....... : 6 POORBINEE 5.656505 Gs sales acest 2 
Milk and Bee. . 3 Miscellaneous.............. 10 
Miscellaneous.. 44 
Tetel for 2928... .co% 6. cn 128 Total for 1928........... 203 
(Cubic & |) (eae 155 Tate fOr 1907 cc cee | SNE 
Total for 1929...... 129 Total for 1929... 2.5.0... 2 
Other Countries 
Total for 2926... 2. scans. 163 Total for 1928........... 148 
Total Tor 49el oo kcce ea es 152 ‘Detaltor 1927... .6cacs.. 98 
Total for 1929... ow... css WE Total for 1929....... 153 
SOUTH AMERICA 
Colombia 
Machinery.. nee aaae 5 Coffee... 79 
Cotton Manufactures. irae an 4 Petroleum. 18 
Autos, etc.. stews 3 Platinum 3 
Lards. . 4 Bananas. . 1 
Steel piping.. 1 Cattle Hides.. 1 
Medicines . sVikve fave oles bs 1 Miscellaneous.. z 
Miscellaneous... .. - 31 
fie), ee 59 Total for 1928........... 9% 
Total tor 1927. 6 osc s 49 Total for 19027... 3.66.00 88 


"TOUR! TOP AGED «0.5 os) doeine< 


Total for 1929. oi. 6 cose 
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FOREIGN TRADE OF THE UNITED STATES IN GOODS—1929 AND 1928—(Continued) 


Exports Imports Exports __ Imports 
(In Millions of Dollars) (In Millions of Dollars) | (In Millions of Dollars) (In Millions of Dollars) 
enn oo ~ | _— . 7 | ——_—-—————a_cwew—e N~ s 
SOGTH AMERICA (Continued) ASIA (Continued) 
| € 
Argentina China 
i | SC eee ara 50 Hides Gae GRINS 03025555... 29 Machiner y Skiis.. 7 
MAGEHICEY «066 oo cess cess 53 pep eee re 44 jaan aie a 7 Eggs... 7 
| oh yet eee a 27 Oe eee ere eee 12 Gas and Oil. i are 25 Silk 65 
Cotton Goods. . 12 | ERO a eee ane pre 9 DT Nee aan RR as 14 Furs 16 
Lumber.. 8 Furs, . 4 | _ _.. Snes 23 Weod Oil 15 
Miscellaneous... 60 Casein . es 3 CREE 6 ce cas nasneesny: 8 Wool 13 
Miscellaneous... 17 WRG WES <i0 a2 ene eddies 15 Cotton.. 3 
bate RTA ike ka toca ks cores cae 4 Bristles.. : 6 
Tote) fot 1928)... occa. ENS Total for 1928... 99 ; $7 
Total for 1927... 1.11212) (163 Total for 1927........... 97 POO cae ewscenda sae Miscellaneous... ea 
Total for 1929.........-. 216 Total for 1929. ... 118 Total for 1928........... 137 Total for 1928........... 140 
AC 3S ee 83 pC 8 152 
. "Total e190 es . csc eceu 155 Total for 1929 183 
Brazil 
Autos.. 28 AM c oot padasraccawera cone 178 
Gas and Oil.. 18 eee eee 8 one 
Machinery .. 14 Rubber. . a sie sate A 4 Machinery . 13 Silk.. 364 
Flour. a 5 Skins and Hides............ 7 Cotton.. 109 Crab Meat . 5 
Iron and Steel . 6 Nuts.. 2 Gas and Oil. 13 Tea.. 5 
Ort Co renee 1 Miscellaneous... 9 Autos, etc.. 17 China See ce cece cncee 4 
Miseellaneous.............. 37 Iron and Steel. 20 Caos nine an cceueus 2 
on ——. Lumber . 4 Miséellanéegus.............. 52 
Og et 0! | re 100 ‘Fotal for 1978. ........6«: 221 Wheat. 9 
Fotal for 1927........... 89 Total for 1927. ........... 2 Miscellaneous... 74 
Total fot 1929. .......... 109 Total for 1929. 208 es are 
; yo 0 8) err 288 Meees foe 1978 oc... cases 384 
FOURETOE EEE | os swede cea 258 "ROGGE BOE 1988. 6 6 cc eo bas ree 
Chile (ROCHE 08 1929... 25. ce coe 259 ‘Fé@al for 1929... .. 2... 432 
ABANEMONE. Ones c cee cs ees 5 Nitrate... 34 CO " 
Iron and Steel.............. 7 Copper. ... 56 | Other Countries 
Autos, ete.. 9 2 | 
4 | "VOUAn OP £9708... os cs ce 73 ROGGE 1P 1979 oe esc anes #51 
Machinery... 8 Iron Ore.. ree 2 7 
Cotton Cloth. 3 Hidesand Skins..0..1....) 2 fee ee =” Ne nal aa > 
Miscellaneous .. 24 Miscellaneous.. 6 | otal tor i LSE . a SS eae 4 
Ota 108-1908... . 2. 2 6. 5s 40 eC AO De 75 | 
Total for 1927 ............ 38 Total for 1927............ 62 | Asia Total for 1929......... 643 Asia Total for 1929......... 1,280 
Total for 1929............ 56 Total for 1929............ 102 } Asia Total for 1928......... 654 Asia Tota: for 1928......... 1,169 
| Asia Total for 1927......... 563 Asia Total for 1927......... 1,269 
Other Countries | Heaeens of Bapatts 1970. : 2.3.6 oc ci cece en's 515 
| Excess of Exports 1927................+. 706 
Total for 1928......... 103 "ROtas fot 1978... oo ec es 80 | Excess of Exports 1929... .............. 637 
ROCML IOP SORE oo bes kk oe 99 ROUAR LOE E928 «ik i ieee ss 68 | 
RAPTOR E929... ss «© EES Total for 19279.........-.. 108 | 
} AFRICA 
| British South Africa 
§. America Total for 1928... 481 S. America Total for 1928... 570 Agricultural esseesineatiite 6 Furs, etc.. 2 
S$. America Total for 1927... 438 S. America Total for 1927... 518 Autos, etc.. ; chara 19 Wool and Mohair... 2 
S. America Total for 1929. .. 539 S. America Total for 1929... 639 Machinery... a i nk a 9 Diamonds. 1 
i Cae at GBs... d ow ee cc cee 10 Miscellaneous... 5 
Excess of Exports for 1928...........0.-- 89 | | Se ae eee 2 
Excess of Bxports for 1927........ cecee.. 80 Misceflameous.............. 18 
Excess of Exports for 1929.............. 100 
Total for 1929........... 59 "Teabek fot $908 oc 6 cc tees 9 
Total foe 1927........... 52 ‘Total foe $907 5. ... 5. se 9 
Total for 1978: . . oc eccns 64 BS 10 
ASIA 4 
ve , Other Countries 
British Indies 
A eee 66 ROUGE fie BOR oc cc ce sied 99 
CO | 10 Jute, Burlaps, etc........... 70 Total for 19278... ........ 58 yo oS. . ee Si 
utos, etc 12 re ake woes eat Ss. 11 Tetab ier 1987... ..0 5... 55 "ROGGE MIE NOES 6 oc 6d ks de 84 
Cotton 2 Hides and Skins............ 17 
Oil. . 6 VMI CBG oo. coe 5s cokenee « 14 
Tobacco 2 ee 6 African Total for 1928...... 117 African Total for 1928 90 
in. 2 Wool Carpet... . 242... .+--. 5 African Total for 1927...... 107 African Total for 1927 93 
Miscellaneous ... 21 Miscellan@ous............... 26. African Total for 1929...... 130 African Total for 1929 109 
Totat for 1928........... 54 Total fow £928... ......... 149 Excess of Exports for 1928................. 27 
ROU OE IOEE 6c in oes 63 Totak fer £9272 .2..0..-... "3% Excess of Exports for 1927............... 14 
Total for 1929... . 55 ‘Total fe 1929... i. ccs 149 
British Malaya AUSTRALIA 
Agricultural en: 6 Hides and Skins............ 5 
Autos.. Rubber 169 Autos, etc....... nears 36 Wool. ; eat 1t 
Miscellaneous .. 11 Tin.. 61 Gas and Oil 30 Furs. . 12 
Copra 3 Tobacco... 7 Miscellaneous .. 5 
Varnish Bo Rie ca arate I Machinery 1 
Miscellaneous.............. 6 pS SEO roe ae 4 
= Miscellaneous.......-...... 53 
Total for 1928............ 12 Total for 1928............ 204 —_———. 
‘ROtal for 1927. . .. osc. 14 BN a7 / eae 278 Total for 1928... ....2... 141 Total fer 2906... 2.0. 2. sc 32 
Retal for 19299... o.oo ess 15 Total for 1929... 239 po Ue > | oe ne 159 po 3 a 39 
Rotal for 19GG ss ..6icc ccs 150 ‘Total for 8920. ....<. 20: 32 
Philippine Islands Excess of Exports for 1928............... 109 
¢ : Excess of Exports for 1927............... 120 
sas and Oil. 7 WAN Eite rgicke cua cases cewek 13° Excess of Exports for 1929........-....... 118 
tton Manufactures . , 10: Dr icc Raw ccdwtho ac oaks 50 
iron and Steel Manufactures. 11 Cocoanut Products......... 30 
oe eS 9 ani eae ee t3 OCEANIA 
Food Products 9 Tobacco Products . 3 
Ci b en... 3 ee 5 ‘Vetel fat: GONG: ..... oc. 6 casas 1492 "Te GR BG, 5 ose ctw nie Ss 57 
vigarettes - 2 Straw Hats. . 2 y CON SS: ees 1380 Total for 1928...... 54 
iscellaneous.. gieees 35 Miscellaneous .. 10 By 194 Total for 1927. . 55 
=e 80 Total for 1928........... £85 Excess of Exports £928.........-.-..... 126 
Total for 1927........... 70 Tote me tea7?........... 6 Excess of Exports 1927.......4.......... 139 
otal for 19279... ...... 86 Total for 1929........... 126 Excess of Exports 1929.................. 135 
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By HAMILTON 


SOME OF — SOME OF 
our cuents To get the best results from your advertising ovr curnts 
Lux ° ° i 
Bosco in Canada, you must use a Canadian Agency! —. 
Jeysol Olajen 
ol Canadian agencies are specialists in advertising to Canadian people. It is Vi-Tone 
TN Toilet their business to know Canadian people, with their different racial and Celanese 
Leipzig Fair temperamental characteristics, and to know Canadian markets with the a 
Thermogene varying factors that determine their purchasing power, as no other Fry's + omit 
Hovis Bread agency in another country could possibly know them. Purity Flour 
oe bsg Punch Cigars 
ee And among Canadian Agencies you will be eetue i 
Cosmopolitan wisest to choose one that combines years of Cream of Malt 
t : , — , 
ore wena nl successful experience with the ability to give Ps dy 
Nicholson Files localized service in the chief centres of Vapo Cresolene 
Eno’s Fruit Salt . as . Lux Toilet Soap 
Jaeger Woollens Canadian distribution. Parkhill Bedding 
es or 
u ‘ 
Ryrie-Birks Ltd. A, ieee 8 Co, 
Aladdin Houses “Save the Surface” 
Calgary Brewery Montreal La Presse 
ec - — Winnipeg Tribune of 
— shutt Plows Mount Royal Hotel Ww 
itchen Overalls King Edward Hotel T 
Neilson’s Candies Swift Canadian Co. : 
ee & yr or Seaman Kent Floors pe 
peian Products Vancouver Province on 
Cunard Steamships Bank of Nova Scotia C 
Good Housekeeping Garden City Feeders : 
Speirs, Parnell Bread ce a ie 
Drewry's Ginger Ale G. F, Stephens Co. 
Queenston Limestone Crown Life Insurance 
a —— ——. American Oils 
tanfield’s Underwear tia High 
Ontario Tourist Bureau YORK OF F Ic pine Macieny' Co, ” 
Toronto Hydro Electric 


Allan, Kellam & McKay i °C )) EE (( es yo > 


Robert Simpson Limited 
eS CS Prov. of Ont. Lands & Forests 


Massey Harris Implements 
« a 


Canada Life Assurance Co. 
Imperial Life Assurance Co. 
pS bo SE CESaxr XGEXCRA Dept. of Nat’l Rev. (Inc. Tax) 
wJ-JS - CIBBONS LIMITED ie 


Province of Ontario Savings 
Brandram Henderson Paints 
WITH WHICH IS AFFILIATED CRAWFORD-HARRIS LIMITED, 119 WEST WELLINGTON ST. TORONTO CANADA 
BRANCHES — HALIFAX — MONTREAL —HAMILTON —WINNIPEG — REGINA ZO} 
CALGARY—- EXOMONTON-—VANCOUVER-VICTORIA—~LONDON, ENG. 


American Watch Cases 
Western Steel Products Ltd. 20 
National Life Assurance Co. 
Manitoba Provincial Savings 


Thomas L. Briggs 
Manager for United States 
2152 Graybar Bldg. 
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CANADIAN 
MARKETS 


CANADA IS WORLD’S LARGEST BUYER FROM U. S. 


Again Displaces Great Britain As Our Largest Customer 


countries in the amount of goods bought from the United 

States. According to the records of the Dominion Bureau 
of Statistics, our exports to Canada amounted to $868,012,000, 
while we purchased from her goods valued at $500,167,000. 
These figures do not, of course, include the business done in 
Canada and the United Kingdom by wholly or partly owned 
Canadian subsidiaries of U. S. A. companies. It is to be ex- 
pected that as a result of probable increases in Canadian tariffs 
on American goods and the preferential duties accorded to 
Canadian manufactures by other countries in the United King- 
dom there will in the future be considerable increases in the 
exportation of capital from the United States to Canada for 
the purpose of setting up manufacturing and distributing plants. 


[ 1929 Canada for the third consecutive year led all foreign 


Five Marketing Zones with Trading Centers 
(The market data on page 352 is also given by zones) 


ZONE I Maritime Provinces—Prince Edward Island, Novia Scotia 
and New Brunswick. 
TRADING CENTERS:—Halifax, Sydney and Saint John are the 
three big centers with water and rail routes. Accessible to Boston 
and New York by steamship service. 


ZONE II Province of Quebec. 
TRADING CENTERS:—The cities of Quebec and Montreal, both 
in direct rail connection with eastern and mid-western sections 
of the U. S. A. Interconnected by rail and water and accessible 
to us by water routes. 


ZONE III Province of Ontario. 
TRADING CENTERS:—The cities of Windsor, Toronto and Ottawa, 
which are all nearer, by rail, to the port of New York than is 
60 per cent of our domestic markets. 


ZONE IV The Provinces of Manitoba, Saskatchewan and Alberta. 
TRADING CENTERS: —Represented in part from Winnipeg with 
secondary distribution from Calgary. 


ZONE V Province of British Columbia. 
TRADING CENTER:—From Vancouver which has the Pacific 
coastwise steamship services. 


A distributor should be placed in each of the trading centers 
mentioned above, however, a fair coverage could be obtained 
with but five distributors. One in either Halifax or Saint 
John; one in either Quebec or Montreal; one in Toronto; one 
in either Winnipeg or Calgary, preferably the former, and 
one in Vancouver. 


While there is no particular problem in locating distributors 
in zones 1, 2, 3 and 5, there is a question relative to zone 4 


To obtain complete coverage in Zone 4 would require at 
least three and possibly five distributors located in Winnipeg 
for the province of Manitoba; in either Regina or Saskatoon, 
or both, for Saskatchewan; and in Calgary or Edmonton, or 
both, for Alberta. 


Out of the total population of 9,796,800, 5,000,000 (more than 
half) are in the territory between and including Quebec and 
Windsor—the great lakes section. Approximately 1,000,000 
are located in the Maritime Provinces. This gives us approxi- 
mately two-thirds of the entire population, which may be 
reached fairly well from either Quebec or Montreal to advan- 
tage. 


Fixing the Sales Price in Canada 


If a manufacturer in the United States does not sell in the 
open market at home, but has factory branches, distributors or 
agents with exclusive sales rights in certain territories—so that 
all customers in those sections have to buy from the factory 
branches, distributors or agents, the Canadian customs authori- 
ties consider the home fair market value of the manufacturer’s 
products as at least 5—and sometimes 10—per cent higher than 
the price quoted by the manufacturer to his Canadian customers, 
and advance the Canadian invoice value for duty purposes 
accordingly. It does not matter how the American manufac- 
turer handles his Canadian sales—he may grant exclusive terri- 
tory to his representatives there—but it is the manner in which 
he sells in the United States that determines the preparat‘on 
of his Canadian invoices. 
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CANADIAN POPULATION, 


FAMILIES WITH AUTOMOBILES, TELEPHONES, ELEC. 


TRIC LIGHT, ETC.; PAY ROLLS, BANK DEBITS, WEALTH, BUYING POWER, ETC. 


Zone 1 comprises the territory commonly known as the “‘Mari- 
Prince Edward Island, Nova Scotia, and New 


or) 


time Provinces’ — 


Brunswick. Zone 2 the Province of Quebec, Zone 3 the Province 


British Columbia. 


of Ontario; Zone 4 the Provinces of Manitoba, Saskatchewan 
and Alberta; Zone 5 


‘Includes 9,050 population in the Northwest Territories, or 0.09 p 


*As the statistics of population and wealth for the Yukon are waiebidt, the per capita estimate of 


wealth is open to q question and has not b 


een shown. 


Totals 


3,684,723* 


2,088,744*A 
1,941,881A 
62B 


$1,108,919* 
$1,228,207* 
921,547C 
129,614C 
12.75% 
1,259,851* 
1,107,281*D 
57 
$43,476,959 
20.5 
$472,032 


1 
232,750* 


151,597 
3,170,7 10% 


122,026F 
$23,752,743 
945,113 


$693,932 
$3,425,498 


| Zone 5 | Zone 4 | Zone 3 Zone 2 Zone 1 
iiaieek sctebintanl oem | ee eee | apd aad ae 
oe ide | OS eee ee eee gee ae eee 355,855 758,817 407,262 594,434 53,597 
Population in 1928 (Govt. Estimate).............] 591,000 2,175,900 3,271,300 2,690,400 1,055,800 
Per Cent. NEN ee ns CR Ass oid wins eas One awe ee 6.04 22.13 33.43 27.41 10.85 
Population—Census 1921..................0000- | 524,582 | 1,956,082 2,933,662 2,361,199 1,000,328 
eo ee Se en | mm i 9 10 1 5 
Per Cent. Literate Adults, 1921................. | 90.50 | 89.05 93,48 89.67 90.40 
| 
Per Cent. Urban Population, 1921............... | 47 | 37 58 56 37 
Number of Families, 1928 (Estimated)..... : | 149,105 | 479,545 750,930 495,693 214,170 
Number of Dwellings, 1928 (Estimated) ...... 136,854 | 456,278 701,954 446,071 200,724 
Per Cent. Homes Owned, 1921................ 54 | 70 63 74 
Imports (000’s omitted). .....6..00c00ce ens $89,569 | $105,365 $553,847 $305,065 $54,707 
EEROOTEE (O00 GE OMUICCEG) 6 oiiecc ccc cece asct ewe $210,493 $29,490 $505,205 $357,965 $123,549 
Number Passenger Cars, 1928............... 70,627 244,856 429,426 116,228 60,410 
Minber OF TLUCKS, 1928 ...6. 2.5666 sees 14,329 31,185 54,714 21,747 7,639 
Increase in Total Motor Vehicles................ 10.47% 13.72% 11.42% 15.61% 17.83% 
Number of Telephones, 1927.................... 113,050 | 255,221 558,468 255,970 72,473 | 
Homes with Electric Light, 1926........ 95, "a. | 173,626 467,501 306,871 63,690 
Per Cent. Wired Homes, 1926. | 38 | 67 69 32 
Bank Debits, 1928 (000’s omitted) . $2,499, ant $8,006,712 | $17,312,849 $14,912,657 $745,467 | 
Per Cent. Increase over 1927. > eee 30.6 18.3 18 18.7 | 
Buildings Erected, 1928 (000’s omitted) ase feta $39, “8 $64,031 $188,351 $144,185 $36,166 
Per Cent. Increase over 1927. : ne 25.4 9 —3.9 8.2 282 
Per Cent. Dominion Total Buildings Reva RR 5 Sh 8.3 13.6 39.9 30.5 70 
Per Capita Buying Power, 1928. ree $926 | $642 $908 $634 $385 
Per Cent. of Dominion Total. | tao | 19.76 42.30 24.15 6.03 
Number of Cities, 1927..... | 33 | 18 26 24 6 
Number of Towns, 1927....... Risks Noses Sexy eee | 164 146 96 72 
' 
Number of Villages, 1927.. 6 | 513 156 288 4 
Rural Municipalities..... | 30 =| 591 563 992 24 
Total Municipalities....... | 69 | 1,549 928 1,479 121 
Cities of 100,000 and over. | 1 | 1 | 4 2 ie 
Cities of 50,000 and over. 1 | 3 | 5 ; 2 
ee 10,963 | 49,833 67,616 82,165 23,052 
Immigration, 1927......... | 9.891 74,400 45,052 18,469 3,741 
OOS | a eee 184,497 599,078 1,213,905 731,303 442,494 
Per Cent. Dominion Total. 5.82 18.90 38.28 23.08 | 13.90 
Birth Places—Native Born . , | 50% 66% 78% 92% 94% 
Native and British Born. ish | 81% 75% 94% 96% 98% 
Number of Banks, 1928....... 193 959 1,351 1,104 265 
Number of Post Offices, 1927............... | 867 3,540 2,614 2,463 3,021 
Number of Chambers of Commerce......... | 38 43 40 19 27 
Taxpayers, 1928 (Individuals)..... 10,070 23,715 54,032 27,654 6,247 
Amounts Paid, 1928............. oe | $1,662,086 $2,632,786 $9,909,126 $8,814,452 $725,140 
(eS | 109,693 5 508,828 271,962 30,717 
RAMEE OE BILE ing 6.6 5:60 00:6 0. 0,0)6 00.8 0 os 18% 18% 22% 42% 33% 
Factory-built Radio Sets, 1928 (Estimated) . 30,800 130,000 215,000 105,000 31,000 
Number Factories, 1927.................. 1,509 | 2,356 9,512 7,206 3,353 
Number Wage-Earners.................. 47,740 | 39,999 296,034 196,094 39,066 
Annual Payroll (000’s omitted)............ ; $56,007 | $49,723 355,174 $203,724 $29,297 
Value of Products (000’s omitted) ........ | $244,034 $279,257 $1,758,004 $990,582 $151,618 
Per Cent. Increase in Payroll over 1926.......... | 2.4 8 3 7.6 3.4 
Provincial Distribution oft the National Wealth of Canada, 1927 
i Percentage Estimated Percentage Weal 
Province Estimated distribution | population | distribution ealth 
wealth 0 June 1 Fe. tel 
wealth 1927 population | Capita Figures on Canadian incomes are not available in 
$ p.c. No. p.c. $ the same form as for the United States, and it is there- 
Prince Edward Island. 147,000,000 O53 | 86,700 0.91 1,693 " - 
Siecis, Deatin. a 854.000.000 * 3.00 | 543.000 5.70 1'575 fore impossible to present purchasing power measured 
New Brunswick ii ate ace ere P fh poeagm in Beg tt bie pty Pe Pee by Spendable Money Income as is done for each 
come MITES ILE) 9'sa{000;000 34.49 | 3,187,000 33.48 2:995  caunty of the United States, but the adjoined figures 
— peer aie ae = reed re a of wealth taken from the 1930 figures of the Dominion 
Albe EM or serine 0.0.6 a Masts tater 2.318,000,000 8.38 | 617,000 6.48 3.787 Bureau of Statistics give a basis for making wealth 
ORS 2,309, 3 8.35 75, ( ,016 . ‘ , ' 
_.. Saecneoet een Ea moms |S | PES | BRE | #0 ctpantonn tet novice 
Canada ...................| 27,668,000,000 100.00 | 9,519,000! 100.00! | _ 2,907 


—Where total falls short of 100% the 


slight differ- 


ence is in the Yukon, North W oot Territories and 


the Navy. 


A—Estimated on the population of 1928 and the num- 
ber of persons per dwelling or per family in each 


province at the last Census. 
B—The Dominion Government figures 

are considerably lower than those 

provincial authorities. 


for this item 
of city and 


It seems probable that 


the percentages were actually higher than those 


given. 


C—Figures represent only privately owned cars and 


trucks, exclusive of Busses, Taxis and Motor 
Total number of motor vehicles is 


Cycles. 
1,067,404. 


D—Figures represent the number of residences sup- 
plied by public power plants only in the year 
The homes of many employees of large 


1926. 


mining, lumbering and other industrialists are 
supplied from the employer's private plant. 
Since 1926 great progress has been made in de- 
veloping new consumers. 


E—Latest available figures; since date covered the 
Dominion has made great progress. 

F—Canadian experts depreciate the use of income 
tax figures as sales quota indices. 

G—tThese estimates cover only factory-built sets, 


eliminating all home-made sets. 


They are re- 


garded in the trade as safely conservative. The 
figures given in a recent U. S. trade bulletin, pur- 
porting to represent the total sets in Canada, 
refer only to the number of licenses taken out, 
a figure which is declining in spite of record sales. 


ple in 
here- 
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each 
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SALE 8S MANAGE M EN T 351 
Province, City and Newspaper ABC Gross Province, City and Newspaper ABC Gross 
§With Population of Cities Circu- Origin Rate §With Population of Cities Circu- Origin Rate 
and Trading Zones lation Per Line and Trading Zones lation Per Line 
ALBERTA ONTARIO 
(Continued) 
CALGARY (75,000-200,000) 
Albertan (M) 14,728 ABC .07 OTTAWA (218,000-345,000) 
Herald (E) 30,722 ABC All Citizen (M & E) 33,443 ABC .09f 
Droit, Le (E) (French) 16,022 ABC .06f 
EDMONTON (70,000-300,000) Journal Dailies (M & E) 35,687 ABC .09f 
Bulletin (E) 17,065 ABC O7f 
Journal (E) 31,985 ABC 10 OWEN SOUND (12,333-698,418) 
Sun-Times (E) | 8,082 ABC .05 
LETHBRIDGE (12,000-70,000 
Herald (E) ’ 6.769 ABC .04f PETERBOROUGH (22,012-33,000) 
| Examiner (E) 8,133 ABC .05 
| ST. CATHARINES (24,094-63,500) 
BRITISH COLUMBIA Standard (E) 10,395 ABC 05f 
VANCOUVER (300,000-350,000) ST. THOMAS (20,327-50,000) 
Province (E) 79,230 ABC .16f Times-Journal (E) 8,532 ABC .06 
Province (S) 91,684 ABC .18f 
Star (M) 21,042 ABC .O8f SARNIA (19,500-45 ,000) 
Sun (E ex. Sat. & S) 71,287 ABC -15f Canadian Observer (E) 6,465 ABC .055 
VICTORIA (62,665-85,084) SAULT STE. MARIE (23,000-52,000) 
Colonist (M ex. Mon. & S) | 19,581 ABC 065 | Star (E) 6,512 ABC 05 
Times (E) 10,361 ABC .06f | | 
STRATFORD (18,671-50,000) | 
Beacon-Herald (E) | 9,182 ABC .07 
MANITOBA ToROsre (621,000-1 060,000) ad 
Globe (M) | 100,057 ABC 30 
WINNIPEG (255,974-268,500) | Mail & Empire (M) | itois | aBG | [35 
Free Press (M & E) | 71,374 ABC A6f Star (E) | 172.418 ABC 30 
Tribune (E) 40,473 ABC Alf Star (W) | 214,152 ABC 40 
Telegram (E) | 140,262 ABC 30 
NEW BRUNSWICK WINDSOR (115,000-170,000) | 
Border Cities Star (E) | 38,800 ABC ALE 
FREDERICTON WOODSTOCK-INGERSOLL 
Gleaner (E) 7,367 Sworn £75" (16,285-40,000) 
MONCTON Sentinel-Review (E) 6,216 ABC .03f 
Times (M) 5,384 Sworn 04 
sicnupesudoban 5.987 | Sworn | 104 PRINCE EDWARD ISLAND 
SAINT JOHN (61,000-388,092) , P 
Telegraph-Journal & Times-Globe (M&E)| 33 786 ABC .20 CHARLOTTETOWN (88,615) | 
Guardian (M) | §,917 ABC 10 
NOVA SCOTIA | 
QUEBEC 
GLACE BAY | 
Gazette (E) 7.686 | Sworn | .04 CHICOUTIMI (17,551-101,145) : 
HALIFAX (70,333) Le Progres Du Saguenay (E) | 6,750 ABC 06 
Chronicle (M) 14,850 ABC 10 MONTREAL (836,304-979,027) 
ag. ~ 21,097 ABC 10 Canada, Le (M) (French) 11,012 ABC 25 
nore ee & 5. 35,947 ABC 15 Devoir, Le (E) (French) 13,885 ABC 10 
erald & Mail (M & E) 47,925 ABC 12f Gazette (M) 37,101 ABC 30 
erald ( 15,551 d , 10 
SYDNEY (25,000-80,000) Patrie, La (E) (French) 28,905 ABC 10 
Post (M & E) 7,899 ABC .05 Press, La (E) Canadian Edition 145,980 ABC 10 
—— a U. ae mg 20,969 a .10f 
ress, (E) Combination 166,949 ABC 35 
ONTARIO Standard (Sat.) 128.707 ABC 15f 
Star (E) 123,822 ABC .30 
an (30,000-5 1,000) QUEBEC (164,607-216,281) | 
xpositor (E) 12,067 ABC .07 — Cothotiqns (F) (French) | 16,823 ABC 10 
ronicle-Telegra ) | 5,884 ABC 15 
ba ney (14,118-S9,000) Envenement, L’ (M) (French) | 21.845 ABC .06f 
News (E) 7,003 ABC .OSf Soleil, Le (E) (French) 48,499 ABC 12f 
FORT WILLIAM (22,339-36,000) SHERBROOKE (26,000-175,000) 
Times-Journal (E) 6,357 ABC .03f Reco ) 9,677 ABC .08 
Tribune, La (E) (French) 8,405 ABC 10 
GALT (19,000-32,000) 
R ‘ ABC THREE RIVERS (35,000-125,000) 
eporter (5) S96 ABC ” Nouvelliste, La (E) (French) 11,502 ABC .O5f 
GUELPH (19,857-30,000) 
eanuelbe es a 2a SASKATCHEWAN 
HAMILTON (134,566-235,000) 
Herald (B) 12,739 ABC AS MOOSE JAW (21,000-100,000) 
Spectator (E) 40,167 ABC 15 Herald and Times (M & E) 7,623 ABC .O5f 
KINGSTON (27,000-45,000) REGINA (37,078-200,000) 
Whir- 5 , f ABC 7 Leader and Post (M & E) 30,247 ABC A0f 
hig-Standard (E) 11,882 ABC 07 Star (E) 18,696 ABC O7f 
KITCHENER-WATERLOO (28,000-50,000) 
R ; : SASKATOON (40,000-200,000) 
ecord (E) 10,590 ABC 06 Star-Phoenix (M & E) 26.191 | ABC 09f 
LOnDOn Sc. ABC | 
vertiser ( ) 18,128 AB 18 WE 
Free Press (M & E) 42,642 ABC ae NE OUNDLAND 
OSHAWA (26,500-36,000) || ST. JOHN’S (40,000) | 
Times (E) 4,138 ABC .045 Telegram (E) 9.602 Sworn 60’ 


f Indicates flat rate newspaper. 


§City populations and trading zone populations wherever the latter are 


available, follow names of cities. 
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Maximum | Maxi- Maximum | Maxi- 
Te _ ABC. age mum ABC Page mum 
Publication Issued] Circulation Rate Line Publication Issued] Circulation Rate Line 
Rate Rate 
Canadian Child. ; M 22,444 71.40 Az Bulletin De La Ferme, Le...........]| W 30,109 ened .20 
Canadian Home Journal. . M 117,466 805.00 1.45 Bulletin Des ema _ aeaceooul ae 11,654 sh 10 
Canadian Magazine.. M 71,369 490.00 .70 Canadian Countryman.. Rt oe 65,219 , ba 48 
Canadian Messenger of ‘the: Sacred Country Guide.. saoieent One 132,329 684.00 95 
Heart.. 5 M 67,428 150.00 1.00 Family Herald and We ekly Star. faci Ceees WwW 212,849 ; “8 -70 
Chatelaine, ‘The. . M 88,315 700.00 1.00 Farm and Dairy.. ‘ ioe 1 DOW 42,385 216.00 .30 
Echoes (I. O. D. E. ).. Q 10,523 140.00 .20 Farm and Home. S-M 23,673 144.00 .20 
Film, Le (French) .. M 10,360 a eer .10 Farm and Ranch Review.. . .| S-M 74,249 432.00 .60 
oblin . oA M 26,237 .30 Farmer’s Serene A and Home Maga- 
Le Voix Nationale. M 31,662 a ee a ee ‘ teins ie W 51,812 280.00 40 
Maclean’s Magazine . S-M 155,628 910.00 1.30 || Farmer’sSun. WwW 20,955 380.16 16 
Mon Magazine.. M 17,642 140.00 .20 | Farmer’s Weekly La Presse. . W 29,402 Record acaca 15 
New Outlook. W 30,012 140.20 .20 Free Press Prairie Farmer.. ‘ ol owe 149,661 587.50 .50 
Revue Moderne, La (French) . M 19,857 See wets 25 Maritime Farmer and Cooperative 
Revue Populaire, La (French)... M 27,069 .20 Dairyman. woe] SOM 29,198 100.00 15 
Rod and Gun and Canadian Silver yer Nor’-West Farmer, The.. S-M 110,175 576.00 .80 
Fox News. Sonate M 18,947 100.00 | .25 || Ontario Farmer. M 65,996 420.00 .60 
Samedi, La) French) .. W 35,749 ee ee .22 || Ottawa Farm Journal. . S-W 7S EE a ee £2 
Saturday Night. W 32,351 : ; .26 Saskatchewan Farmer.. gb Rea S-M 70,527 285.60 .30 
Sentinel. . WwW 20;298 |... oh .15 Western PrOoGUGer. . wiis.ccceccradeasal OW 1 1 7 aa ene .20 
Western Home e Monthly. M 103,449 700.00 1.00 
World Wide. Ww 4,778 12 
ae mam | Every Every 
Publications by Lines of Business | Issued] _ ABC. Maximum! Issue Publications by Lines of Business |Issued ABC Maximum | Issue 
Circulation Page | Page Circulation Page Page 
Rate | Rate Rate Rate 
Advertising | Grocery 
nen, (6) C1 902 75.00 50.00 Canadian Grocer ois vi'sc ssc da.0s 5) DOW 5,596 70.00 56.00 
NINE oo 5 aco isin ws) sso, Sts eas ioa lo ows Hardware 
RSORBUNCHON. pnveciesisecaetccsceeul MM 1,095 65.00 50.00 Hardware and Metal............0.1 W 3,020 70.00 50.00 
Automobile and Accessories , Leather, Boots, and Shoes 
Canadian Automotive Trade.......] M 7,001 85.00 70.00 oe and Leather Js ee = winnie 
Canadian —. ere ern ho e.! 27,622 140.00 | 125.00 wear in Canada. ; .| S-M 1.906 60.00 40.00 
Motor in Canada.. ey fae 4,364 80.00 65.00 
Motor Trade.. ee | 80 6,872 85.00 70.00 Metal Trades 
Western Canadian Motor.. re et 3,741 75.00 67.50 Canadian Foundryman.... M 410 60.00 40.00 
aking — Mining (Metal) 
Canadian Baker and Confectioner..| M 1,942 65.00 50.00 Canadian Mi me & a 
Bulletin. ... <<... M 2,099 60.00 45.00 
Clothing & Furnishing Goods omnes 
Clothier and Haberdasher. M 1,844 65.00 50.00 Municipal 
Men’s Wear Review..............| M 2,541 65.00 50.00 MMENICINal WOLG. siccic creates cereal Ove 4,733 60.00 40.00 
~~ Goods Power Piants 
Py eOOGs REVIEW. ......0%0i05055) M 2,813 84.00 60.00 POWE? HIOUBE csicass oe nse cecate aa ONE 4,023 100.00 80.00 
WYOMNOIE WORT. csesicccccseccnceest MM 1,855 65.00 50.00 
i Printing 
Educational : : is 
Tis Geteool Genters Jun & Aug)...| M 5,834 30.00 25.00 Canadian Printer & Publisher...... M 895 80.00 60.00 
Engineerin Railroads 
niract) Re Record & Engineering . Canadian Railway & Marine World| M 2,222 78.00 | 60.00 
ty) .| W 2,604 60.00 35.00 
a . Stationery and Office Equipment 
Financial Bookseller & a % and a 
ee ee Cee ee ee 23,378 Equipment Journal. . M 926 55.00 40.00 


CANADIAN MARKET SURVEYS 


Available upon request to publisher. 


For explanation of Zoning see Page 349 


ZONE II 


Salesmen’s Route Lists for Grocery and Drug 
Stores in Montreal and Suburbs.—A book of more 
than 100 pages, dividing the groceries and drug stores 
of the territory into ninety-six routes, stores being 
divided into four classifications according to the size 
of their business, With the bookisa wall map. This 
book, which is published by the Montreal Star, leading 
English newspaper, is invaluable to the sales manager 
interested in this great metropolis. 


ZONE III 


Electrically Wired Homes and Electrical Appli- 
ances in the Toronto-Ontario Market.—Prepared by 
the Toronto Mail and Empire, which has the largest 
morning paper circulation in Canada, to provide 
manufacturers and agencies with reliable information 
on which to base sales and advertising plans for the 
great Ontario market. Since use of electricity is such 
a reliable index of prosperity this 36-page survey can 
be used for estimating potential sales for almost any 
commodity. 

St. Catharines, Ontario.—This city, ranking high 
as a center of metal trade, is also the chief center of 
the textile industry. Standard Market Survey spon- 
sored by The St. Catharines Standard. 


Kingston, Ontario.—Surveys on electric appli- 
ances, radio, drugs, toilet articles, and groceries can 
be obtained from The Kingston W hig-Standard, 


Ottawa, Ontario, Canada.—The Journal has the 
standard ANPA market survey form available. 


The Mail & Empire, Toronto, Canada.—This paper 
has the standard ANPA market form survey as well 
as an excellent treatise entitled ‘‘Toronto’s Lunch 
Hour Buyers’’. This gives in an interesting way in- 
formation on what papers people in various offices 
read, and what percent of them do their shopping at 
lunch hour. A comprehensive report is available on 
merchandising electrical appliances in the Toronto, 
Ontario, market. 


ZONE IV 


The Markets of Canada for Advertised Goods: 
Zone 4.—Zone 4 includes the prairie provinces of 
Manitoba, Saskatchewan and Alberta, and the sur- 
vey, one of five similar ones prepared by the Cana- 
dian Daily Newspapers Association, gives general 
statistics, retail outlets and other worth-while data 
on how to reach the consumer in these provinces. 


Lethbridge, Heart of a $75,000,000 Market.—Con- 
siders both rural and city markets for automotive, 
electric appliance, drugs, industries. Published by 
The Lethbridge Herald. Lethbridge is a city in 
southern Alberta, population estimated at 12,000. 


Calgary, Alberta.—Standard Market Survey pre- 
pared by The Calgary Herald. Similar to other 
ANPA and CNPA surveys in showing population, 
standard of living, industries, wholesale and retail 
trade outlets. 


Edmonton, Alberta, Canada.—Edmonton Journal 
A survey of retail stores shows the number of dealers 
carrying each brand of product as well as what they 


are doing to increase or decrease sales of the particular 
brand carrie 

Another booklet shows the complete breakdown of 
circulation. The ANPA standard market survey form 
is also available as well as a survey of the market. 


Manitoba Free Press, Manitoba Free Press Co., 
Ltd., Winnipeg, Canada.—The ANPA standard mar- 
ket survey form is available, 


Farm Paper 


Farm and Ranch Review, Calgary, Alberta, Canada. 
—This pamphlet gives a break-down of the circula- 
tion in the provinces of Alberta and Saskatchawan. 


ZONE V 


A.N.P. A. Standard Survey Form of Vancouver.— 
This city, with a population of approximately 285, 000 
is purchasing headquarters for all of British Colum- 
bia, the export and import base of Western Canada, 

and the busiest port of the dominion, The Van- 
pert Daily Province, which sponsors this survey, 
maintains a merchandising service which is available 
to sales managers in the States. 


Victoria, B. C., Canada.—The Daily Colonist has 
for the advertiser an investigation of the Victoria 
Trading Area, its economic and industrial situation, 
its means of transportation and a summary of the 
principal retail outlets in that market. 


Vancouver, B. C., Canada. —The Vancouver Sun 
has a monthly report entitled ‘‘Vancouver Business 
Conditions” , which is an indication of the trend of 
business in British Columbia. 
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CANADIAN RETAIL OUTLETS AND CHAIN STORES BY ZONES 


¥. The chain store figures here given were compiled in March 1929 
by the Canadian Business Research Bureau and were correct at 
that period. 

Definition of chain stores: 3 or more stores under one owner- 


ship and buying at one point, in the grocery trade 5 or more stores. 
Figures relate to the number of individual chain stores. 
to chain store firms. For territory in Zones see Page 349. 


Zone 5 | Zone 4 | Zone 3 | Zone 2 | Zone1 | Totals Zone 5 | Zone 4 | Zone 3 | Zone 2 | Zone1 | Totals 
Auto Dealers, Garages 925 7,712 3,337 1,511 658 9,143 ||Grocery Stores rated 
CTS oes scssccccece 277 483 1,226 985 ik 3,142 $1,000 and more.... 583 990 3,902 3,248 1,292 10,015 
Chain Bake-Shops.... 48 0 67 28 0 143 ||Grocery Stores rated 
Booksellers&Stationers 205 562 1,000 328 111 2,206 $5,000 and more.... 159 427 1,701 1,338 393 4,018 
Boots and Shoes...... 222 360 1,334 871 245 3,032 ||Chain—Grocery Stores 69 | 272 772 544 61 1,718 
Chain Stores......... 0 2 72 69 8 151 |/Hardware............ 220 | 1,233 1,342 598 170 3,563 
Butchers (Meat Stores) 594 1,534 | 2,536 | 2,790 510 | 7,964 ||Hardware rated $1,000 
Chain—Butchers \ ROD OOO 6a doin os nae 144 | 775 986 347 142 2,394 
(Meat Stores)...... 83 30 94 28 0} 235 ||Chain—Hdwe. Stores. 6 | 5 61 60 22 148 
Men’s Furnishings... . 241 519 1,324 701 279 FOG: TRON ieee cs cdcceas 492 968 2,196 762 432 4,850 
Chain—Men’s Furn’gs 0 0 18 5 0 23 |j}Chain—Hotels....... 4 11 10 2 5 32 
Chain—Men’s Hats... 0 2 14 9 0 25 |iJewelers............. 245 389 832 618 166 2,250 
Confectioners........ 972 1,285 2,382 1,095 699 6,433 ||Chain—Jewelers...... 1 3 9 1 1 15 
Chain—Candy Stores. 15 9 97 30 0 151 ||Musical Instruments. . 90 192 485 208 61 1,036 
Departmental Stores. . 34 63 93 37 32 259 ||\Chain—Musical Instr. 3 15 39 7 0 64 
Chain—Dept. Stores. . 11 19 36 4 4 74*||Plumb. & Steamftrs. .. 162 338 1,080 487 183 2.250 
5c to $1 Chain Stores. . 15 22 110 59 17 | ERS WHR dc 54:6. 0.06.0.0.050's 168 874 1,469 854 190 3,555 
DFAS StOPOW o occccs ss 249 904 1,314 631 316 3,414 ||Radio rated at $1,000 
Chain—Drug Stores. . 35 37 154 62 19 307 SOE QUE 6 6 6c 55s 98 500 999 S511 136 2,244 
Dry Goods and Ladies’ Radio rated at $5,000 
NWO aS nace vie sisib es 367 456 1,811 1,959 373 4,966 and over.......... 70 265 716 440 110 1,601 
Chain—Hosiery Stores 9 14 49 28 3 103 ||Chain—Radio Stores.. a 15 58 67 22 165§ 
Electric Fixtures..... 185 214 591 259 100 1,349 ||Restaurants......... 634 1,752 1,291 2,407 290 6,374 
Fish Dealers......... 84 32 167 127 217 627 ||Chain—Restaurants.. 6 1 47 30 0 84 
Fruit Dealers........ 148 269 717 313 231 1,678 ||Sports Goods......... 48 55 156 63 26 348 
DEC Ae ae 182 352 763 317 107 1,721 ||Tailor Shops......... 331 634 1,391 937 301 3,594 
Chain—Furn. Stores. . 0 0 11 63 22 967||Chain—Tailor Shops.. 6 16 51 15 4 92 
General Stores....... 1,359 4,182 2,996 3,743 2,616 | 14,896 ||Tobacco Dealers..... 336 1,082 1,355 557 235 3,565 
Grocery Stores....... 1,635 2,985 7,058 6,714 2,592 | 20,984 ||Chain—Tobacco Dirs. 11 21 123 62 0 217 


*—These chain departmental stores handle practically every class of commod- 
ity sold retail. _ i , . 
t—Includes chains in Quebec, New Brunswick and Nova Scotia selling stoves, 


hardware, radio and some furniture. ; i 
t—Includes chains as in Note ft and one buying group in Ontario. 
§—Includes music chains selling radio and some chains as in Note f. 


GUIDE TO CANADIAN ADVERTISING AGENCIES 


Based on Publishers’ Recognitions and Other Recommendations 


This list is based on recommendations of various reliable 
Canadian sources of information, supplemented by a compila- 
tion of those agencies recognized by the most important Canadian 
publishers’ associations and agency members of the Canadian 
Association of Advertising Agencies. 


Recognitions and membership are abbreviated below, as follows: 
C D N A—Candian, Daily Newspapers Association 
C W N A—Canadian Weekly Newspaper Association 
C N N ¢ P A—Canadian National Newspapers § Periodicals 
Association 


THE BAKER ADVERTISING AGENCY, LTD. 
Established 1911 
Goodyear Bldg., 204 Richmond St. West, Toronto, Ont. 
Member: ABC. 
Recognition: ANPA; PPA; ABP; APA. 

W. R. Baxker, President and Merchandising Director. Nine 

years as executive of this agency. H. F. BAKer, Vice-Presi- 

dent. Seven years as executive of this agency. A. M. Nisset, 

Secretary and Treasurer. Ten years’ experience with this 

agency. W. E, TrimsLe, Manager of Copy Department and 

Research Director. B. H. BramMsBLe, Account Executive and 

Radio Director. Eighteen years’ experience as advertising man- 

ager of leading concerns in the United States and Canada. 

With agency since 1927. W. NicHoxas, Space Buyer. Miss 

D. K. Apams, Publicity News Service Director. 

Thirty accounts. Twenty-four employees. Three oldest ac- 

counts: Goodyear Tire & Rubber Co. of Canada, Ltd., Delco- 

Light Co., Manufacturers Life Insurance Co., Toronto, Ont. 

Three largest accounts: General Foods, Ltd., Goodyear Tire 

& Rubber Co. of Canada, Ltd., Frigidaire Corp. 

DUNCAN S. BLAIKIE, ADVERTISIN Est. 1921 
719 Castle Building, 1440 Stanley St., Montreal, Que. 
Recognition: CDNA. 

A, M. SHootsrep, Space Buyer; J. R. MAcMmuan, Research 

Director. 

BOWMAN, HOGE LTD. Established 1924 
Maclean Tower, 210 Dundas Street, West, Toronto, 


nt. 
Branch: Castle Building, Montreal, Canada. 

J. Mortanp Bowman, President, General Manager and Mer- 
chandising Director. Six years’ sales administration in insur- 
ance.and food products field. Twelve years’ advertising and 
sales promotion in agency work, C. L. Hannon, Account Ex- 
ecutive. Fifteen years’ experience in sales and advertising 
work, Ernest Weaver, Account Executive and Radio Direc- 
tor. Ten years’ experience in sales and advertising work. 

. N. Morris, Account Executive. Ten years’ experience in 
sales and advertising work. H. C. Gontuier, Account Ex- 
cutive. Ten years’ experience in sales and advertising work. 
Miss E. G. Patrerson, Space Buyer. R. J. Avery, Produc- 
tion Manager. W. A. Ocitvie, Art Director. 
Twenty accounts. Eighteen employees. Three oldest accounts: 
International Silver Co., Monarch Knitting Co., Rowntree 

hocolate Co. Three largest accounts: Glidden Paint Co., 
Rowntree Co., D. S. Paterson & Co. 


CAMPBELL-EWALD, LTD. Established 1922 
372 Bay Street, Toronto, Ont. 

Branch: 901 Dominion Square Bldg., Montreal, Que. 
Shelly Bldg., Vancouver and Campbell-Ewald (Aus- 
tralia) Limited, Sydney, Australia. 

Recognition: CDNA; CWNA; CNN & PA. 

J. A. MacLaren, President and General Manager. B. A. 

WALKER, Vice-President. C. G. AsHwortH, Vice-President. 

J. F. Woovrurr, Treasurer. I. E. Reynotps, Secretary. C. 

M. Muscrove, Space Buyer. C. M. Pasmore, Radio Director. 

T. R. Extiort, Publicity News Service Director. 

Twenty-one accounts. Fifty-four employees. Three oldest 

accounts: General Motors of Canada, Canadian General Elec- 

tric Co. and A. D. Gorrie & Co. Three largest accounts: 

General Motors of Canada, Canadian General Electric Co. and 

General Motors Products. 

CANADIAN ADVERTISING AGENCY, LTD. 

- 454 Lagauchetiere St., West, Montreal, Que. 

‘Member: ACAA. 
Recognition: CDNA. 

CLARK E. LOCKE LTD. 

Harbor Commission Bldg., Toronto, Ont. 
Recognition: CDNA; CNN & PA. 

COCKFIELD, BROWN & CO. Ltd. Est. 1913 
233 Canada Cement Co. Bldg., Montreal, Que. 
Branch: Metropolitan Bldg., Toronto, Canada 
708 Electric Railway Chambers, Winnipeg 
801 Yorkshire Bldg., Vancouver, B. C. 

Member: ABC. 
Recognition: ANPA; PPA; ABP; APA. 

G, WarrEN Brown, President. For twelve years with present 

Company. Prior to that salesman for Canadian Bill Posters 

Association. Sales Manager, Herald Press, Montreal. H. R. 

CocKFIELD, Vice-President, and Managing Director. Seven- 

teen years with present Company. Prior to that General Su- 

perintendent, Herald Press, Montreal. E. M. Emery, Vice- 

President, and Merchandising Director. Twelve years with 

present Company. Prior to that advertising manager of Lake- 

of-the-Woods Milling Co. for fifteen years. AMPBELL L, 

Smart, Director. With present Company for four years. 

Prior to that Advertising Manager of Simmons Ltd., Montreal. 

Miss M. E. Bett, Treasurer. Seventeen years with present 

Company. T. L. ANnperson, Vice-President, Radio Director 

and Manager of Toronto office. With present company ten 

years. T. R. Kinc, with present company seven years. Prior 
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to that Account Executive, Baker Advertising as gs et w..G 
GILCHRIST, with present company ten years. G. ty 
Director. With present company five years. Prior to that 
Advertising Representative for Canadian Farm Publications. 
CHARLES VINING, with present company for two years. Prior 
to that feature writer Toronto Star Weekly. DuNcAN MaAr- 
SHALL, with present company three years. Prior to that 
Minister of Agriculture, Province of Alberta. Cotin S. 
Soutrer, with present company five years. Prior to that 
Advertising Manager of Congoleum Canada, Ltd., Montreal. 
W. W. GorortH, Research Director, with company for two 
years. Formerly Assistant Professor of Economics, McGill 
University. LavENDER, Manager Winnipeg office. Form- 
erly Manager gg Poe recone McCurdy Ltd., Winnipeg. CoLin 
Harris, Manager Vancouver office. With ‘company nine years. 
Formerly Advertising Manager of Henry Birks & Sons, Ltd., 
Montreal. Eric CHoyce, Montreal office. With present com- 
pany for one year. Prior to that with McConnell-Ferguson 
Advertising Agency, Montreal. H. H. Wess, Toronto office. 
_ With present connection for about seven years. Prior to that, 
Montreal Manager of “Canadian Grocer.” Space Buyers— 
H. R. Conway, Montreal; W. F. Harrrson, Toronto. 

Over 100 accounts. Over 100 employees. Three oldest ac- 
counts: Canada Cement Co., Ltd., Montreal; Imperial Oil 
Ltd., Toronto; Steel Co. of Canada, Ltd., Montreal. Three 
largest accounts: Imperial Oil Co. Ltd., Canadian National 
Railways, Willys Overland Sales Co., Ltd. 


CRAWFORD- HARRIS, LTD. Established 1917 
(With which is affiliated J. J. Gibbons, Ltd.) 
208 Province Bldg., Vancouver, B. aS. 
Branches: Victoria, s © Galgary, Alta; Edmonton, 
Alta; Regina, Sask; Winnipeg, Man 
Recognition: CDNA; CWNA; CNN - PA. 
FrANK Harris, President. Davip CrawForpD and R. A. Hut- 
CHISON, Vice-Presidents. Rec. G. Smirn, Secretary. 


E. STERLING DEAN ADVERTISING AGENCY 
Established 1913 
8 Wellington St., East, Toronto, Ont. 
Recognition: ANPA; PPA; CDNA; etc. 
E. Stertrnc Dean, Ad. Writer; newspaper advertising man- 
ager Toronto Evening Telegram. Agency established in 1913. 
F. A. Rowrartt, Business Manager, Toronto Daily News and 
Agency Manager. Agency established 1910. Amalgamated 
with present agency in 1926. 
Twenty-seven accounts. Five employees. 


A. J. DENNE & CO., LIMITED Established 1921 
15th Floor Star Building, 80 King St. W., Toronto, 


Ont 

ecko: CAAA; ABC; AFAA. 
A. J. Denne, President. Twenty-one years in advertising 
agency work in Canada, sixteen years as manager. 
McKeown, Vice-President. Formerly engaged in commercial 
art and engraving; later in sales department work. With this 
agency for the past eight years. E. R. Waite, Production 
Manager. Thirteen years’ newspaper, trade journal and print- 
ing house experience in a creative capacity. A. G. WHITE, 
advertising and business manager of leading class publication 
for four years. F. M. Wricut, Space Buyer. 
Forty accounts. Thirteen employees. Three oldest accounts: 
Swift Canadian Co., Ltd., Mennen Co., Lea & Perrins. 


DESBARATS ADVERTISING AGENCY, LTD. 
Established 1892 

1029 Beaver Hall Hill, Montreal, Que. 

Branch: 61 E. Adelaide Street, Toronto, Ont., 502 Con- 

federation Life Building, Winnipeg, Man. 

Member: ABC; CAAA. 

Recognition: ANPA; APA; CDDA. 
E. DEesBARATS, Space Buyer and Research Director. In agency 
business since 1889. Served on Victory Loan Advertising 
Committees during war. President Can. Ass’n. Advertising 
Agencies, 1917. J. J. GattacHer, Trade Journal experience 
as advertising manager and manager. With agency since 1918. 
T. Suute, Treasurer. With agency for twenty-five years. 
W. A. Forp. With advertising department T. Eaton for many 
years. A. J. Massie. In agency business or over twenty 
years. J. H. Kemp, Cooperative Advertising. 
Three oldest accounts: Albert Soaps, Ltd., Dominion Corset 
Co., Mentholatum Co. Three largest accounts : The Borden 
Co., Ltd., Milk Products, The Central Agency, Ltd., Clark’s 
& Coat’s Threads, The Metropolitan Life Ass. Co. 


THE JAMES FISHER CO., LTD. Established 1920 
204 Richmond Street West, Toronto, Ont. 
Branch: 1253 McGill College Ave., Montreal, Que. Also 
Canadian affiliations in Halifax, ‘Winnipeg and Van- 
couver, British Empire affiliations in England, Aus- 
tralia and New Zealand. 
Member: CAAA; ABC; DMAA. 

Recognition: APA; CDNA; CWNA; CNNGPA, 


James FisHer, President. Twenty-five years’ agency experi- 
ence. W. H. Bowman, Vice-President. Twenty-five years’ 
agency experience. H. M. Rerp, Montreal Office Manager. 
Eighteen years in advertising work. FRANK WricHT, Mon- 
treal Assistant Manager. Nine years’ agency experience. Gro. 
A. Martin, Director. Eighteen years’ in newspaper and 
agency work. WM. WricuHt, Merchandising Director. Thir- 
teen years agency work. Ross KEANE, Industrial and Busi- 
ness Paper Director and Publicity News Service Director. 
Twenty years’ publicity and agency experience. W. R. JoHn- 
ston, Secretary, Space Buyer and Radio Director. Fight 
years with the company. rs. C. M. Ropertson, Treasurer. 
Ten years with the company. A. W. HoucHuton, Space Buyer, 
Montreal. J. G. Cosurn, B.A., Research Director. a As 
NEALE, B.S.A., Agricultural Department. A. L. THompson, 
Production Department. 

Forty-eight accounts. Thirty employees. Three oldest ac- 
counts: Canada Cycle Company, Limited; Standard Sanitary 
Mfg. Co., Limited; Gibbard Furniture Shops, Limited. Three 
largest accounts: Canadian Canners, Limited; Canada Cycle 
‘o., Limited; Sherwin Williams’ group. This agency issues 
a Scope Chart for the guidance of advertisers in mapping out 
campaigns. 


J. J. GIBBONS, LTD. Established 1900 
(With which is affiliated Crawford-Harris, Ltd.) 
119 Wellington St., West, Toronto, Ont. 


Branches: Halifax, N. S., R. T. og iy Mer. 
980 St. Antoine St., Montreal, 3 J. M. Hewitt, Mgr. 
Lister Block, Hamilton, Ont., M. Eul er, Mgr. 


Scott Block, Winnipeg, Man., e E. Hunter, Mgr. 

ree : CDNA; CWNA; CNN and PA; ANPA; 
J. J. Grppons, President; H. M. TepMAN and G. E. Hunter, 
Vice-Presidents; W. H. Hoarge, Secretary-Treasurer; Miss 
E. Hucues, Space Buyer. 


HAMILTON ADVERTISERS’ AGENCY, LTD. 
Established1913 
17 Main Street, East, Hamilton, Ont. 


Recognition: CDNA; CWNA; CNN and PA. 


R. C. Gorvon, Space Buyer. 

Twelve accounts. Sixteen employees. Three oldest accounts: 
Firestone Tire & Rubber Co. of Canada, Ltd., Tide Water Oil 
Co., and Canadian Westinghouse Co., Ltd. Three largest ac- 
counts are the same as above. This agency specializes in the 
automobile and radio fields. 


F. W. HUNT ADVERTISING SERVICE 
33 Richmond St., West, Toronto, Ont. 
Recognition: CNN&PA; CWNA. 


Frank W. Hunt, Space Buyer. Thirty-five years in manu- 
facturing, selling and advertising of which twenty years’ charge 
of advertising and sales promotion work for manufacturers 
and eight years as head of own agency. Has addressed _adver- 
tising clubs, conventions and service clubs in U. S. and Canada. 
Considerable sales experience. GeorcE M. Smitu, Space 
Buyer. Fifteen years’ advertising and sales promotion work 
for manufacturers, and with publishing house and agency. Ex- 
perience as traveling salesman and in retail selling. Ivy Mal- 
son. Ten years in selling, demonstrating, feature writing, pub- 
licity and as agency executive specializing on articles appealing 
to women. NoreEEN Masters. Special writer and illustrator. 
Broad experience in retail selling. Clever in illustrating her 
own copy. Ancus MaAcDonalLp, Art Director. Educated 
at Upper Canada College and University of Toronto. Studied 
art in Paris. Experience as bond salesman. Berryt Foster, 
Office Manager and Space Buyer. Extensive experience with 
publishing house and in agency. 

Forty accounts. Six employees. Three oldest accounts: The 
Masco Co., Ltd., Flexible Shaft Co., Ltd., The T. Eaton Life 
Assurance Co. Three largest accounts: Flexible Shaft Co., 
Ltd., The T. Eaton Life Assurance Co., Blatchford Calf Meal 
Co. of Canada, Ltd. 


LORD & THOMAS & LOGAN 
67 Yonge St., Toronto, Ont. 


Recognitions: CDNA; CWNA; CNN & PA; APA. 


McCONNELL & FERGUSSON, LTD. Est. 1930 
7 Market Lane, London, Ontario 
Branches: Hamilton, Ont.; Toronto, Ont.; Montreal, 
Quebec; Winnipeg, Man.; Vancouver, B. C 
Recogmition: CDNA; CWNA; CNN & PA. 


C. S. Bowig, Space Buyer. T. H. Harris, Research Director. 
One hundred fifty accounts. Seventy-five a. Three 
oldest accounts: T. H. Estabrooks Co., Gypsum, Lime 
& Alabastine, Canada, Ltd., and Nesbitt, ps Mle td. Three 
largest accounts: Gypsum, Lime & Alabastine, Canada, Ltd.; 
Nesbitt, Thomson, Ltd., and McColl Frontenac Oil Co., Ltd. 


Est. 1922 


Le ten © eee ae 


Kd ae <a nd pha) 


R. 


sr. 


nts: 
Oil 
ac- 
the 


1922 


anu- 
large 
urers 
dver- 
nada. 
Space 
work 
. Ex- 
Mal- 
, pub- 
ealing 
rator. 
g her 
ucated 
tudied 
'‘OSTER, 
e with 


.: The 
n Life 
ft Co., 
f Meal 


A, 
st. 1930 


ontreal, 


Jirector. 

Three 
n, Lime 
. Three 
la, Ltd.; 
ay Ltd. 


SALES 


MANAGEMENT 35 


vl 


A. McKIM, LTD. 

Confederation Bldg., Montreal, Que. 

Branches: Toronto, Hamilton, Winnipeg, Calgary, 

Vancouver, Halifax, London, Eng. 

Member: ABC. 

Recognition: ANPA; ABP; APA; CDNA; CWNA; 

CNN and PA, 
C. T. Pearce, President and General Manager. H. E. STEPHEN- 
son, Secretary-Treasurer. H. H. Prittie, Director and Mana- 
ger, Toronto. A. R. Core, Director and Manager, Montreal. 
450 accounts. 148 employees. 
GEORGE H. MacDONALD, LTD. Established 1923 

80 King St. West, Toronto, Ont. 

Recognition: ANPA; PPA; ABP; APA; CDNA; CNN 

and PA. 
Grorce H. MacDonatp, President, Merchandising Director. 
Twenty years’ experience, five as head of advertising depart- 
ment of Toronto Daily Star. Two years account executive 
of Norris-Patterson Limited. JoseEpH W. G. CLarK, Vice- 
President. Eleven years’ experience as advertising agency ex- 
ecutive, preceded by three years on reportorial work, Toronto 
Daily Star. KennetH F. Perris, Managing, Radio Director. 
Eight years’ experience as advertising agency executive. H. C. 
MicutT, Director and Publicity News Service Director. Eight 
years’ sales and advertising experience. T. G. GAINE, Re- 
search Director, Mrs. K. B. Tuompson, Secretary-Treasurer, 
D. C. Coons, Production Manager. 
Forty accounts. Twenty-five employees. Three oldest ac- 
counts: Tip Top Tailors Limited, George Weston Limited, 
John Forsyth Limited. Three largest accounts: Malcolm and 
Hill Ltd., General Steel Wares Ltd., Tip Top Tailors. 
MacPHERSON-McCURDY, LTD. Established 1904 

Bell Block, Winnipeg, Man. 

Recognition: ANPA; PPA; ABP; APA; CDNA; 

CWNA; CNN and PA. 
J. L. C. MacPuerson, Managing Director and Space Buyer. S. 
SMITH, Promotion Manager and Research Director. M. SNEIp- 
MAN, Space Buyer; M. Hurtcuison, Merchandising Director. 
C. Watpo, Publicity News Service Director and Art Director. 
Twenty-eight accounts. Ten employees. Three oldest ac- 
counts: Osler Hammond & Nanton; Manitoba Bridge Co., 
Leslies Ltd. Three largest accounts: Osler Hammond & 
Nanton; James Richardson & Sons; Drewry’s Ginger Ale. 
MITFORD ADVERTISING AGENCY 

85 Richmond W., Toronto, Ont. 

Recognition: CDNA; CWNA; CNN & PA; ANDA; 

ABP; APA. 
R. SYKES MULLER CO., LTD. Established 1919 

New Birks Building, Montreal, Que. 

Branch: Excelsior Life Building, Toronto. 

Recognition: ANPA; PPA; ABP; APA; CDNA; CNN; 

PA and CWNA. 
R. Sykes Mutter, President and Managing Director. Thirty- 
two years’ active experience as advertising manager with well 
known advertisers, as assistant advertising manager New York 
Times, manager of two agencies and finally establishing this 
Company. Pioneered market research and modern merchan- 
dising methods in Canada. J. H. Firzcrratp, Fourteen years’ 
active advertising and merchandising experience, manager 
Toronto Office, formerly advertising manager Office Specialty 
Mig. Co., Limited. G. H. Wivson, Vice-President. PHILIP 
Woottcomse, Account Executive and Director of Research, 
Merchandising, Radio, Industrial and Business Papers, and 
Publicity News Service. Ten years’ active experience. J. E 
BENNETT, Space Buyer. Twelve years’ active agency experience. 
W. J. Tuistie, Secretary-Treasurer and Director of Accounting. 
Eighteen accounts. Three oldest accounts: White Star Line 
Canadian Service, Dominion Stores Etd., Office Specialty Mfg. 


sg Lat, 
NORRIS-PATTERSON, LTD. Established 1904 

105-107 Bond Street, Toronto, Ont. 

Branches: 980 St. Antoine St., Montreal, Que.; 1 Union 

Bldg., Edmonton, Alta. 

Member: ABC; CAAA. 

Recognition: ANPA; PPA; ABP; APA; CDNA and all 

Canadian Publishers’ Associations. 
Joun P. Patrerson, President and General Manager. Ex- 
perience over twenty-five years. M. H. Patterson, Vice- 
President. Experience over twenty-five years. L. McLEAN, 
€cretary-Treasurer. Experience over twenty-five years. 
. CarLeton, V. McDoucatt, Space Buyers. C. 
H. Remy, Research Director. W. E. Cox, Merchandising 
Director. G. L. Lemon, Radio Director. C. A. Mayo, In- 
dustrial and Business Paper Director. A. JARVIS, Publicity 
€ws Service Director. (CC. W. Davis, Manager Montreal 

ce. E. H. SrutrcuHsury, Manager Edmonton Office. 
One hundred sixty-five accounts. Forty employees. Three 
oldest accounts: Shredded Wheat Co., Cudahy Packing Co., 
(Old Dutch Cleanser), The Pedlar People Ltd. Three largest 
accounts: Shredded Wheat Co., Gutta Percha and Rubber 


Established 1889 


Ltd., Rogers and Majestic Radios. 
THORNTON PURKIS 
330 Bay, Toronto, Ont. 

Recogmtion: CDNA; CNN & PA; ANPA. 

RONALDS ADVERTISING AGENCY, LTD. Est. 1923 
Keefer Building, Montreal, Que. 
Branches: 707 Star Building, Toronto, Ont. 

Member: ABC; CAAA. 

Recognition: CDNA; CWNA; CNN and PA; ANPA; PPA. 
W. P. Tutte, President. Formerly with Frank Presbrey 
Co. and advertising manager for other firms. R. C. RonAtps, 
Vice-President. E. M. Putnam, Secretary and Radio Director. 
E. D. R1nc, Marketing, Research, and Merchandising Director. 
G. W. Brown, Manager Toronto office. R. M. GLEESON, and 
E. K. AMBERMAN, Space Buyers. F. B. THompson, Indus- 
trial and Business Paper Director. S. T. Ritcuir, Accounting 
Director. E. F. Smitey, Creative Production Director. J]. 
Burnig, Mechanical Production Director. All the executives 
had long experience in sales and advertising experience. 
Forty-eight accounts: Thirty-four employees. Three oldest 
accounts: Northern Electric Co. Ltd., Canadian Industries 
Ltd., Canadian Pacific Railway. Three largest accounts: 
Northern Electric Co. Ltd., Canada Steamship Lines and 
Canadian Industries Ltd. Only Canadian agency to receive a 
Harvard award. This in 1927 for Canadian Pacific Railway 
campaign. Maintains well-organized radio department. 

R. C. SMITH & SONS, LTD. 
80 King St., W., Toronto, Ont. 


STEVENSON & SCOTT, LTD. 
276 St. James St., Montreal, Que. 
Member: CAAA. 

Recognition: ANPA; CDNA; CNN and PA. 

R. O. Stevenson, President, Research and Merchandising 

Director. Twelve years’ sales experience in retail and whole- 

sale field. Twelve years as advertising agency executive. 

F. E, Scott, Vice-President. Ten years journalism in various 

cities, eight years advertising agency executive in Canada. 

Ernest Lemessurier, Director and Executive. Eight years 

newspaper cartoonist and two years advertising agency execu- 

tive. H. E. Smiru, Treasurer and Space Buyer. Ten years 
varied advertising agency experience. M. T. Youne, Secre- 
tary and Publicity News Service Director. Four vears jour- 
nalism, three years teaching, four years advertising. D. Frank 

Tres, New Business Head, three years newspaper advertising 

department service, seventeen years’ advertising agency experfi- 

ence. G. ALEXANDER, Art Director, eleven years’ advertising 
experience. J. M. Barnett, Radio Director. 

Thirty-five accounts. Eighteen employees. Three oldest ac- 

counts: Beach Foundry Ltd., Dominion Glass Co., Ltd., Mur- 

phy Varnish Co. of Canada, Ltd. Three largest accounts: 

W. Clark Ltd., National Breweries Ltd., Johnston & Ward. 

Maintains radio department. 

TANDY ADVERTISING AGENCY, LTD. 
204 Richmond St., West, Toronto, Ont. 
Recogmtion: CDNA; CNN and PA; CAAA. 

H. M. Tanpy, J. A. Cooper, J. P. Hamutton, Dave McMILLAn, 

Stuart MacFartane, J. P. HAmiLton is Space Buyer. Forty 

accounts. Nineteen employees. Three oldest accounts: Tuckett 

Tobacco Co., Ltd., Canadian Laco Lamps, Ltd., Excelsior Life 

Insurance Co. Three largest accounts: Tuckett Tobacco Co. 

Ltd., Seagram’s Distillery, Philco Products Ltd. of Canada. 

J. WALTER THOMPSON CO., LTD. 
Montreal, Que. 

VICKERS & BENSON, REQG’D. Established 1925 
Keefer Bldg., Montreal, Que. 

Recognition: CDNA; CWNA; CNN and PA. 

R. H. Vickers, D, F. Benson, R. O. Wueattey, J. A. How- 

LAND, R. C. Gaisrorp, Space Buyer. J. Brexsy. 

Thirty-five accounts. 

WALSH ADVERTISING CO., LTD. Established 1928 
501 Security Building, Windsor, Ont. 

Recogmtion: ANPA; CDNA; CNN and PA. 
Tuomas E, Watsu, President. Has had twenty years’ ex- 
perience in newspaper and advertising work both in Canada 
and the United States. For eight years he was secretary of 
the Federal Advertising Agency Limited of London, Ontario; 
was at one time city editor of the “Free Press” of London, and 
advertising manager of the London “Advertiser,” and has an 
excellent connection with newspaper and magazine men from 
coast to coast in Canada. A. J. Gitcurist, Space Buyer; 

W. A. McGuire, Production Manager. 

Thirty-nine accounts. Twelve employees. Three oldest ac- 

counts: Scott & McHale, Limited, Harvey Knitting Co. & 

Hosiers Limited, John McNee & Sons, Limited. Three largest 

accounts: Scott & McHale, Limited, Wallaceburg Brass & 

Iron Mfg. Co., United Bond Co. Staff thoroughly acquainted 

with Canadian fields and in preparation of English copy for 

use in Quebec. Fitted to provide advertising service in any 
part of the world. 
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Est. 1928 
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THE FIRM BEHIND THE BOOK- 


Important as it is, the work of compiling and publishing ““The Newspaper 


Press Directory”’ is but a section of the services of C. Mitchell & Co., Ltd. F 
The House of Mitchell is one of the oldest of the leading Advertising ? 
Agencies in Great Britain, bringing to advertisers the benefit of its lengthy 34 


experience in all phases of advertising in Great Britain, the Dominions 
Overseas, and the Continent of Europe. 


Selling experience gained in handling large and successful propositions of 


‘ world-wide fame—information regarding media, based on true analyses 
of profitable results—a knowledge of space, backed by a_ thorough 
appreciation of its real worth—‘‘copy”’ which is the outcome of years of . 
experience in the successful presentation of “selling” ideas. Ur 


The Mitchell service follows no specific formulas. To each problem we 
apply new methods and improved treatment, with originality and sound 
salesmanship as the guiding principles of our recommendations. - 
Ti 
Among our clients are many firms of international repute. Reference to ” 


any of them will be given on request. Correspondence is invited. 


C. MITCHELL & CO, LID : 


Incorporated Practitioners in Advertising, Bir 


MITCHELL HOUSE, 1 & 2, SNOW HILL, LONDON, E.C.1., ENGLAND ' 


a 
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GREAT 
BRITAIN 


GREATEST EUROPEAN BUYER OF AMERICAN GOODS 


Exports From U. S. for Fiscal Year Ending July, 1929, Reached $865,000,000 


(;REAT BRITAIN continues to lead all other European 

countries in the volume of goods bought from America. 
For the fiscal year ending July, 1929 her total purchases 
from us amounted to $865,000,000, as compared with $809,- 
000,000 for the preceding fiscal year. The tables on page 
340 show the leading commodities comprising British ex- 


ports and imports to and from the United States for the 
years 1927-1928. 

On this page and the next pages immediately following 
are given the salient facts about British population and its 
distribution, and other useful advertising and selling infor- 
— about this largest European buyer of American 
goods. 


POPULATION OF THE BRITISH EMPIRE * 


Ph OPED SSI) | CMe Rear Oe eMCEEOCECCCEREE CCE COPEL CT ECE CCC CORTE 
CMCC INNOTE: ccvcacanudsciudcenncewsmendeucaxs 
PIRAIIGES «dice cen acscccecdcouss canes 


Northern Ireland 


OOM MRED co cakadcabonuskeciwsndusceacevscrdnevwennesadecuss 60,23 
_ Channel Islands A 
WED hobs Vk Wiens Sevuickeadactuecebaxtveunnseus 72,972,802 
BIPISH FPO UNECES. 150 RTA. acascecdnr edt te ukescdvucvacecnunve 246,946,793 


POPULATION OF THE PRINCIPAL CITIES IN GREAT BRITAIN 


1 SDC MN CELLS C6) eGR pen atc a a Ene eT ST eeee 7,476,168 
OL, Se Orr eee CECT TET CUTE EEC CEE 1,034,069 
Meee BETS Pee aa erin het ev es Sogee eae dae seadiceusen rete 919,438 
BROMIMNID, fo Orctaite oS oway 9.0 SHREK ES REP AMEL ESS ORR TRAE OUES 803,118 
IMME ED pale da ccsncarce wid RENTER RRES CORSO GOR weECRENetdaees 730,551 
LEC RRO 2 EERE AAS RARE RS Ce ee Rn Ay Crested nice heer 490,724 
MRM ss ord Pareto oc ciasn'e Too es x Woe parae OVO MEK eaaaawe aoe cmametects 458,320 
METAB n Bic fees otek ca cleo a aaa x Se ac ALR 420,281 
1128 RN a ORR SR i et ay 0 -S 385,492 
BEE eRe pace ncs Mule cdéna Ted eeeueenssev Cute nauce dude cesaay 377,061 
MLE rctey ert Osc cath aca wal aah aide du date ta waltseateisadac data 309,272 


Unison: 08 Saute Alii ~ 6 osiscis ccc Secs dated dcddeaeridaadweanse 6,933,793 
WORD SARMIGE  cicscesccsccdagivekcnlcdvecsecsqsatdvudacdeucwieadaga 22,681,696 
DPONGI I (OGG AISI snc cixedcdnddadacedsuacducteccadencaanasacudal 11,395,458 
CINE wcdncd sa dacdédacscccacadamdadddandinshdaedaddatehaanestae 8,999,089 
PEMUOPR EMMEMUEEOM. 2c. cc ca eendauudcceuddtencucdecedecacudernadae 45,313 
WOGE  MINGIOS © osc ciccccccncccdvncatacpeacmedetccduwsadeeuaudeedac 1,773,050 
PRTG GAGA, | -.cue nn ccatecoddinzatetwadstes«kendpaueketpatines 297,691 
PORITANEGIE: «9 aos ac oa gccdadvnesvsandenachamiaauveceqerusssdantaes $5,495,734 
CIO UGEE oo ce cuccnuncnssccesaddaeeencaase Cadadaucetenqudaacdautitae 430,357 
WE GET REAB tc da ccdcdcanecadtas wast kevdtesscametadssesanedaee 300,905 
WRF dacacin 8xeuswcnscdoacwctausndoeeweee beds awawkakemesssedacdta 287,013 
PUI siti ko ccc ccescsvccndeeustaemraeeethdiies ccegucadacceuaee ‘ 

TROGIR BOBO his cctscacdhcenkes sents dacadeacgaseasesss 274,955 
PRUE SF occ dncusvawareueiecatduwnccnace tiaieas eeeweee, 262,658 
WURGSIURMNUID | 6 oe/ciecs <n caccananeeatecducewweaswhexwomane<sedeuaar 247,343 
SHOR RROTNG io ue ind sn qapanunenncg wed niesewanasegeaaweted 240,440 
pf TO Se re ee ce oe erp en Aen hod Senne 234,190 
WIRED, nd occccasesnesccesatian SL MAM SW PUT Mau ah hae ces ebeese eae 234,150 
WRMMNORIEE, Seidicccuccuccdae Henk enee adie ener eued dated edebend 209,857 
oT, ere a eet ee er A Coe, pe ee 200,262 


* Unless otherwise indicated, the figures from the last complete British 
Census of 1921 are used throughout. 


+ Census of April, 1926. 
t Official estimate 1923. 
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YOUR ADVERTISING 
IN GT. BRITAIN 
should be entrusted 

to specialists. 


By Specialisation 
we do give that 


added degree of 


service which 
Technical 


Advertisers 
require. 


We believe that if advertising is to be suc- 
cessful, to possess the power to convince, 
and the power to induce purchase, it must 
be based upon first-hand knowledge and 
experience of the goods to be advertised, 
the process of manufacture, and a thorough 
understanding of the Trade to ensure suc- 
cessful distribution. We extend to our 
clients a highly specialised and exclusive 
Service established solely to supply their 
needs, and theirs alone. 


It will pay you to employ a Specialist. 


“Ohe 
HERITAGE 
PETERS 
Advertising 
Service, Ltd., 
Coventry. 


INCORPORATED 


Practitioners in Advertising. 


WE 
SPECIALISE 


In advertising for the 
AUTOMOTIVE INDUSTRY, 
ACCESSORIES, GASOLINE, 

LUBRICATING OILS, TYRES. 


RADIO & ELECTRICAL GOODS. 


TECHNICAL—INDUSTRIAL 
AND ENGINEERING 
ADVERTISING. 


A campaign for The British Electrical Development Assoc. A campaign for SINGER Cars. 
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PRINCIPAL AMERICAN ADVERTISERS OPERATING IN THE BRITISH MARKET 


Adams Chiclets and Chewing Gum 

Aero Products (Radio) 

American Cabinet Co.’s Products 

American Electric Co.’s Products 

American Gear Co.’s Autocar Gears 

Apex Electric Vacuum Cleaners, Iron- 
ers and Washers 

Arch-Preserver Shoes 

Armour & Co. 

Art Metal Steel Office Furniture 

Billings & Spencer Drop Forged Me- 
chanic Tools 

Boncilla Beautifier and Kindred 
Preparations 

Burroughs Adding, Bookkeeping, Cal- 
culating, and Billing Machines 

Celluloid Corporation’s Photographic 
Celtuloid Film 

Chris-Craft Motor Boats 

Chrysler Motor Cars 

Cleveland Twist-Drilfs, Reamers, etc. 

Colt Revolvers 

The Comptometer 

Conklin-Pens & Pencils 

Cream of Wheat 

Crosley Radio Products 

Cutex 

Cuticura Products 

Dalton Adding & Listing Machine 

Del Monte Canned Fruits, Sauces, etc. 

Dennison Tags, Crepe Paper, Sealing 
Wax, Boxes, etc. 

The Dictaphone 

Disston Saws, Tools and Files 

Ditto Duplicator 

Dixon’s Eldorado Pencils 

Dromedary Date, Grape Fruit 

Durham-Duplex Razors 

Eberhard Faber Pencils, Penholders, 
Rubber Erasers and Rubber Bands 

The Ediphone Dictating Machine 

Elgin Watches, Keystone Watch Cases 

Elizabeth Arden Beauty Preparations 

Elfiott Fisher Recording and Account- 
ing Machine 

Elto Outboard Marine Motors 

Esterbrook Pens 

Eureka Vacuum Cleaners 

Eversharp Pencils and Wahl Foun- 
tain Pens 

Farber’s Electric Light Fittings 

Fels-Naptha Soap 

Florida Water (Murray and Lan- 
man’s) 

Force (Cereal) 

Forhan’s Tooth Paste 

Fuller Brushes 

Gamewell Fire Alarm 

Gilchrist’s Ice-Cream Accessories 

Gillette Safety Razors and Blades 

Globe-Wernicke “Elastic” Bookcases, 
Furniture, etc. 


(Listed Alphabetically) 

Glyco-Thymoline 

Grape-Nuts 

Graham-Paige Motors, Ltd. 

Hammond Varityper (Typewriter) 

Hanan Shoes 

Harley-Davidson Motor Cycle 

Henderson Motor Cycles 

Hood’s Medicines 

H. O. Oats 

Hotpoint Electric Appliances 

Hudson-Essex Motors Ltd. 

Hupmobile Motors 

Ingersoll Watches and Waterbury 
Clocks 

Intertype 

Ipana Tooth Paste 

Ipswich Hosiery 

Ivory Soap 

Johnson & Johnson’s Surgical Dress- 
ings 

Kardex Visible Record Systems 

Kayser Stockings 

Kellogg’s Corn Flakes, etc. 

Kelly-Springfield Motor Tires 

Kelvinator Refrigerators 

Kleinert’s Specialties 

Kodak 

Kotex 

Lady Pepperell Sheets and Pillow 
Cases, etc. 

Leggett’s Premier Pure Food Prod- 
ucts 

Libby Products 

Library Bureau (Card Filing System) 

Liquid Veneer 

“Maftex” 

Marmow Motor Car 

Mennen Shaving Cream, Talcum, etc. 

Mission Pure Fruit Juices 

Monroe Adding-Calculating Machines 

Mulsified Cocoanut Oil Shampoo 

Multigraph 

Multipost Stamp Affixer 

Musterole 

National Cash Register, Supplies and 
Accessories 

Odo-Ro-No 

O’Sullivan Rubber Heels 

Packard Cars 

Packer’s Pine Tar Soap, ete. 

Paige Motor Car 

Palmolive Soap 

The Panatrope (Electrically-operated 
Gramophone and Wireless Repro- 
ducing Instrument) 

Peerless Motors 

Pepsodent 

Pond’s Extract and Creams 

Quaker Oats (Oatmeal, Flour and 
Cereal Products) 


Radio, Nom-Electric Vacuum Cleaner, 
Vacuette and Keystone Electric 
Vacuum Cleaners 

Remington Cash Register 

Remington Guns, Rifles and Ammu- 
nitions 

Remisgton Typewriter 

Reo Motor Cars 

Richard Hudnut’s Toilet Requisites 

Rotorex Electric Vacuum Cleaners, 
Ironers and Washers 

Royal Typewriters 

Ruberoid Roofings, Felts, Damp- 
courses, etc.) 

Servel Refrigerators 

Simmons’ Beds, Springs, Mattresses, 
etc. 

Singer Sewing Machine 

Sloan’s Liniment (Human & Veterin- 
ary) 

L. C. Smith & Corona Typewriters 

Squibb’s Dental Cream and Toilet and 
Pharmaceutical Preparations 

Stacomb (Hair Fixative) 

Stanley Butts, Hinges, ete., for Build- 
ers and Cabinetmakers. 

Stanley Carpenters Tools of all kinds 

Starrett Precision Tools and Hack- 
saw Blades 

Stetson Hats 

Stewart Speedometers and Motor Ac- 
cessories 

Stutz Motor Car 

Sunstrand Adding Machine 

Sun-Maid Raisins 

Swift’s Products (Meats, etc.) 

Tanglefoot Fly-Papers 

Testrite Hydrometers 

Thor Electric Appliances 

Tabasco Sauce 

United States Playing Cards Co. 

“Universal” Electric Appliances (Va- 
cuum Cleaners, etc.) 

Vacuum Oils 

Valor Perfection Oil Cookstoves 

Vibro Dental Products 

Vick Brand Vapour-Rub 

Walk-Over Shoes 

Waltham Watches, ete. 

Waterman’s Ideal Fountain Pen 

Welch’s Grape Juice 

Wells Rat Killer (“Rough on Rats’) 

White Mountain Ice-Cream Freezers 

Williams’ Shaving Soap 

Winchester Rifles, Guns and Ammuni- 
tion 

Woodbury’s Facial Soap and Kindred 
Preparations 

Wrigley’s Chewing Gum 

Yale Locks, Electric Trucks, Chair 
Blocks, etc. 
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THE RIGHT 
APPROACH 
GREAT BRITAIN 


HROUGH the’ G. & G. Organisation 

there is available to American Adver- 
tisers that thorough knowledge of mar- 
kets and things British so essential to 
the conducting of an Advertising Cam- 
paign in Gt. Britain. 


Nor is Gt. Britain, alone, approachable 
through Gordon & Gotch. In all of the 
vast British Dominions, Dependencies 
and Possessions throughout the World, 
G. & G. clients get ‘on the spot’ service. 
14 Branch and Associate Houses in the 
key cities of the British Empire open 
wide the door for American goods in 
every city where the British flag is flown. 


Get in touch with G. & G. for fullest 
possible details of their World Wide 
Advertising Organisation. Executives 
are cordially invited, when in London, 
to visit Gordon House, London, E.C.4. 
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ESTIMATED POPULATION 
FOR ENGLAND AND WALES 
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GORDON « GOTCH Lt 


INCORPORATED PRACTITIONERS IN ADVERTISING -— ~ -FOUNDED 1853 


GORDON HOUSE - - LONDON - E.C.4 


AUSTRALIA: Melbourne, Sydney, Brisbane, Perth, W.A., Adelaide; 
NEW ZEALAND: Wellington, Christchurch, Auckland, ‘Dunedin. 


Associated Houses: Johannesburg, Cape Town, Durban, Toronto, and 
Representatives throughout the World. 


@ The designation "Incorporated Practitioners in Advertising” is proof that 
the G. & G. Advertising Service is qualified to advise on all matters con- 
nected with advertising. Clients’ business is handled by men experienc 

in Selling as well as Advertising. Its reputation cannot be risked on any but 
propositions that are likely to achieve success. 
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BRITISH POPULATION AND MARKET STATISTICS 


1927 Population Estimates For England and Wales 


The latest detailed analysis of population in England and Wales 
is based on the Census of 1921. 
1927, however, the Registrar-General published official estimates 


In his Statistical Survey for 


Total population of England and Wales according to the 1921 
census was 37,886,699. The Registrar-General’s estimate of 
population in 1927 i is 42,013,023, taking account of an estimated 
increase of 4,126,324. Details of the 1927 estimates are given 


of population for that year. below. 
ZONE I Urban Rural Total ZONE III Urban Rural Total ZONE IV Urban Rural Total 
Berkshire..... 164,090 139,570 303,660 WALES 
Cumberland Buckingham- 
and West- 6 wae nn. 103,900 148,100 252,000 North Wales 
morland 202,890 131,860 334,750 Cambridge 
Durham..... 1,118,830 434,100 1,552,930 (including Carnarvon... 60,940 59,210 120,150 
Lancashire...| 4,839,050 258,700 5,097,750 Isle of Ely).. 101,450 105,740 207,190 
Northumber- Cornwail.. 142,100 173,700 315,800 || Denbigh..... 57,980 101,600 159,580 
cS ae 669,780 103,700 773,480 1 ee 479,920 225,600 705,520 
Yorkshire....| 3,682,260 660,530 4,342,790 Dorsetshire. . 127,600 107,700 235,300 Flintshire.... 43,450 65,300 108,750 
Essex........| 1,321,000 | 278,500 | 1,599,500 
TOTAL. 10,512,810 1,588,890 | 12,101,700 || H simahive Merioneth... 19,400 24,580 43,980 
and Isle o 
Wight «ccs. 767,140 272,900 1,040,040 Montgomery 18,800 33,320 52,120 
Hesford......... 252,348 111,752 4,100 
ZONE II Huntingdon TOCA Sse... 200,570 284,010 484,580 
& Bedford 
Cheshire.... 872,460 210,500 1,082,960 eS 157,670 113,040 270,710 South Wales 
Derbyshire. . 458,100 299,500 57,600 | ey 822,690 332,100 1,154,790 
Gloucester- London Co. Brecknock... 17,830 43,510 61,340 
BOC co.6:0%e 549,960 225,100 775,060 PO Os ee ee: Sl ee 7,809,963 : 
Leicester- Norfolk...... 244,650 260,900 505,550 || Cardigan.... 16,250 41,610 57,860 
shire and Nort’ampton 
Rutland... 366,000 180,760 546,760 (incl. Peter- Carmarthen... 77,090 105,100 182,190 
Lincolnshire... 361,440 251,990 613,430 borough) .... 232,060 125,910 357,970 
N ottingham- Middlesex Glamorgan.. 1,090,400 214,600 1,305,000 
Cee 523,100 150,700 673,800 ondon 
Shropshire & (excl. Co. & Monmouth.. 418,250 50,450 468,700 
Hereford- eee 1,283,700 72,700 1,356,400 
shire...... 155,980 203,470 359,450 || Oxford....... 97,894 95,466 193,360 Pembroke... 41,800 47,830 89,630 
Staffordshire 1,220,160 212,180 1,432,340 Somerset . 238,420 233,000 471,420 
Warwick- Sufolke....... 218,380 188,370 406,750 || Radnor..... 5,760 16,440 22,200 
Shive.. .... 1,242,100 216,600 1,458,700 Se 830,900 177,600 1,008,500 
Worcester- Se 495,250 239,870 735,120 TOTAL....| 1,667,380 519,540 2,186,920 
SEMC 6.6566: 313,260 107,400 420,660 |} Wiltshire..... 138,750 171,350 310,100 GRAND 
TOTAL.. 6,062,560 2,058,200 8,120,760 TOTAL.. 16,029,875 3,573,868 | 19,603,743 Ril ee Pee ae errr oe 42,013,032 
2 e e 2 
British Occupational Analysis By Zones 
ZONE I ZONE II ZONE III ZONE IV (WALES) 
Occupation Owners Owners Owners Own- 
Em- Em- of | Total || Em- Em- of Total || Em- Em- of | Total | Em-}| Em- |/ersof| Total 
ployers| ployees | Busi- ployers| ployees | Busi- ployers| ployees | Busi- lployers| ployees | Busi- 
ness ness ness ness 
Agriculture Meisiees «.-| 29,545} 133,864] 27,672] 191,081]) 33,669] 208,539) 33,597| 275,805|| 57,903) 487,922) 56,718) 602,543/|17,287| 58,908) 18,544) 94,739. 
Builders & Contrs...} 10,008) 174,537 6,900) 191,445 ,253} 129,609 6,698) 143,560) 290,893} 17,900) 326,886) 2,249) 41, 2,793 \ 
Building Materials.. 210 17,644 60 17,914 470| 62,156 eo er eee rere creer 
Chem. Paints Colors. 391 12,480 88 12,959 133 5,751 13 LS, A Re Peer e| Serr 
Clerks, Shop Assts.. . 15} 470,120 662| 470,797))....... 306,107 47) 306,154 853,665 86} 853,751 
a ee Ser, Aero r| Hern cmrerae See PRR Sar) arene 13,301} 1,331 ,632 
Dealers (General) .. 49,811) 32,841] 83,310} 165,962)) 28,764) 19,491] 52,249) 100,504 52,223} 91,231) 215,885 
MORGUE i. 016:6'6.s/0:e.0 Po coaaece yy 3 ee pk ere pC ee 198,55. Cd 1 | CO 656,722 
Dress & Textile Goods} 11,265) 179,975| 29,751] 220,991 7,048) 141,309] 23,855) 172,212) 20,258} 331,557} 62,610) 414,425 
Engineering & Elect. 85 41,380 658| 42,896) 1,797 74,456) 2,247) 78,500) 10,380} 311,825} 13,214) 335,419]) 1,888] 15,925) 11,046} 28,859 
Pee EIU COMOE FON so o.s:s ccEScaaacadiesccccckesacdacaBnonceas 22,453 TEMES cs 08s 6 4,430 68} 4,566 
Factory Engineers...}....... 54,284 USE: SQTPIE ccilias ccnesteecunccliccnccoucauce 20,196 7| 20,203 
Fishermen.......... SO Gedawelwewanes dieeucutcheneaduas 75 4,540 188 4,803 CO Ry ee ee eer Bree coor 
Food, Drink, Tobco..}| 6,315] 69,860} 6,548) 82,723) 4,646] 57,657) 3,201 65,504) 7,994 5,823 512| 6,973 
Laborers (General) Rilcedes ach Eck KeS es yi. 5). See 3. | $47 BOGE. a6 SIG cece 39,099. 
pe Ca a Ee eee) eeeeerren oe cnner cacwewahpeseaemalentgeeteawcawes roils ee ee ere meee d 
Ol Ee ARR Cceerec| eeerer: Smeeeer| Ceererrs| merece! “reemmec aes: i a Ne Ree ee oes “ 
Lodging Housekprs PSIG, .GOAG) DATO IF ASGRe. aches ccncschecsccaciecsscess i ee ee ee ee een eee ee - 
Messgrs. Ptrs.&Clnrs.|....... 26,780 547 V7) ee 10,398 215 tk Ae ee eR a ty SO Pere creeee crerere 
Metal Workers......| 10,041) 577,721] 8,044) 595,806) 8,052) 442,223) 6,777) 457,052) 3,274 87,591| 2,286) 91,168 
Mining & Quarrying. 468) 510,450 31] 510,949) 232| 243,345 32| 243,609 1 274,432 30} 274,682 
Paper & Ptg. Trades.| 1,295} 40,885 747| 42,927 1,558} 43,335 S75| 45,7685 3,975) 133,477) 2.437) TIGGER. oc cccchecccctchecccccfecccsc e 
DS ee Re ER See Se ree 965} 11,026 GOGe Beri cac ctlesacsccclasnccaslceceaeesiedcdesls avacoleescactosseae 
Profesl & Pbl. Serv..| 6,127] 212,631] 16,701] 235,459]| 4,804] 142,245] 12,608] 159,657] 9,564 54,821} 4,259) 60,458 
en, ea 102,609) «5.050: 102,609]|....... Cec: | ee ke rif | eee 27,487 
Road Transport..... 3,784) 142,959) 9,242) 155,985]| 2,438] 86,728) 6,718] 95,87 5,631 18,123] 2,329] 21,252 
Textile Industries.... 4,994] 758,796 976| 764,766 2,220) 173,012 629} 175,861 7 a? Cl a | ee a eee cere cere 
Warehsmn & Packers 84] 122,000 159} 122,243 39} 79,439 2 79,57 ie,” ee ae ee eee corer 
& Fur. Wkrs..| 5,764] 132,089} 7,929) 145,782]| 3,668) 89,190} 6,956} 99,814]) 8,358 18,135} 2,661) 21,516 
TOTAL .........| 142,545/4,285,655| 209,810]4,638,010)! 107,831|2,770,935| 157,730 3,036,496 220,142/4,883,167| 334,086 5,437,395} 37,631 817,542) 62,075|917,248 
e » es 
British Retail Outlets By Zones 
Business Zone 1 | Zone 2 | Zone3 | Zone 4 Business Zone 1 | Zone 2 | Zone3 | Zone 4 Business Zone 1 | Zone 2 | Zone3 | Zone 4 
Dry Goods & Total No. of 
Bakers...... 3,631 3,767 9,801 1,197 Hosiers..... 12,564 8,798 | 12,292 3,074 Se 93,674 | 62,106 | 118,485 | 20,586 
Barbers... 6,104 4,255 7,766 1,676 || Grocers & 
Boot & Shoe. 11,421 9,227 | 18,663 2,248 Provisions..| 21,444 | 12,284 | 21,057 4,919 || Total No. Un- 
Candy & Con- Hardware.. 3,829 2,493 5,853 1,082 listed Shops.| 99,912 | 68,139 | 136,442 15,235 
fectionery..| 16,605 7,819 | 14,887 2,725 || Stationers & nd Total 
airies.*....] 3,586 3,132 8,111 769 News Agents} 6,876 4,784 8,573 1,292 of Retail 
Drug Stores. . Tobacconists. . 4,595 3,605 7,362 827 Shops...... 193,586 | 130,245 | 254,927 35,821 
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Visualize the ADDED MARKET of Fifty-Seven Countries 


First International Agency Ltd., of London, Eng- 
land, and Berlin, Germany, spreads its network of 
operations through fifty-seven countries. Distribu- 
tion, retail sales-education, consumer advertising 
and research in twenty languages. Alongside the 
systematized production plans of two great Amer- 
ican and four British manufacturers it places a 
sales-building service as world-wide as it is efficient. 


British in constitution, American in its outlook 
and policies. Serving American manufacturers in 
their world markets adequately because it is at- 
tuned to their needs and aims. Operating their 
policies safely because it knows its countries and 
the twists and turns heme-tried plans most surely 
need. 


Cherishing no fond beliefs in the efficiency of 
advertising as advertising. Policies as policies, 
products as products, but a profound faith in the 
ability of good salesmen: and good advertising men, 
drawn together in a common aim, to put fine prod- 
ucts. into increasing, distribution in every country 
of the world—starting with fifty seven! 


SERVING: 


PARKER DUOFOLD famous FOUNTAIN PENS. nas 
WESTCLOX distinctive ALARMS. 
LOTUS & DELA fine ENGLISH SHOES. 
EUGENE renowned PERMANENT WAVING. 
CAMITATONE noted SHAMPOOS. 
ROBERT SENCLAIR TOBACCOS & CIGARETTES. 


FIRST INTERNATIONAL 
AGENCY LTD. 


BUSH HOUSE . STRAND . LONDON . W.C.2. 


Cablegrams—Firstagen, Estrand, London, 


BERLIN—LEIPZIGERSTRASSE 19 (Ecke Mauerstrasse.) 


Operating in Abyssinia, Aden, Albania, Arabia, Algeria, Austria, Azores, Belgium and Lux- 
embonrg, Bulgaria, British North Borneo, Cape Verde Islands, Cyprus, Czecho- 
Slovakia, Danzig, Egypt, Falkland Islands, France and’ Monaca, Germany, Gibraltar, 
Great Britain, Greece, Holland, Hungary, Italy, Indo-China, Latvia, Lithuania, Malta, 
Madeira, Mauritius, Mesopotamia, Morocco (Spanish) Morocco (French) Madagascar, 
New Britain Island,, New Zealand, Nyasaland, Papua, Palestine,, Persia,, Poland. 
Portugal, Portuguese East Africa, Reunion Island, Rumania, Sarawak, Spain, South 
Africa, Switzerland, Sudan, Syria, Tangier, Tunis, Turkey. Uganda, West and: Central 
Africa, Zanzibar. 


SELECTING AN 
ADVERTISING AGENCY 
IN GREAT BRITAIN 


An American manufacturer wishing 
to sell in Great Britain has the follow- 
ing choices. among advertising agencies: 


(1) An American agency with a ser- 
viee braneh in Great. Britain 

(2) An American agency which works 
in cooperation with a British 
agency 

(3) A British agency 


While many successful campaigns: in 
Great Britain are being directed by 
branches of American. companies, or 
affiliated British agencies, it is. true that 
the. majority of American companies 
active in Great Britain are working 
through independently-operated British 
agencies. Because of their experience 
and special knowledge, British adver- 
tising men are naturally in the strong- 
est position to advise manufacturers as 
to the nature of British requirements 
and the scope and peculiarities of spe- 
cific trading areasi and markets. 


In selecting # British agency the same 
main principles apply as.in selecting an 
American agency. Such points as lists 
of clients, past achievements, organiza- 
tion, personnel, service departments, 
etc., apply just as forcible there as here. 


In recent years British agencies have 
been giving increasing attentiom to 
market research, marketing and the 
various questions of sales organization 
and control as related to advertising. 


The large majority of leading British 
agencies belong to the Institute of In- 
corporated Practitioners in Advertising. 
These agencies style themselves “Incor- 
porated” or “Registered Practitioners 
in Advertising.” Membership in the 
Institute is a presumption of their 
ability to handle campaigns covering 
the whole of the British Isles. In gen- 
eral, the qualifications and. ethical 
standards: of this. association are com- 
parable with those of the American 
Association of Advertising Agencies. 


An. advertising agency deserving of 
your confidence—whether it be a British 
agency or branch of an American house 
—will not try to rush you into an ad- 
vertising campaign. based. on hopes. and 
hunches;. Some of the recognized: ad- 
vertising; agencies’ described in these 
pages. have their own research depart- 
ments and cani furnish complete: data 
and. analysis for every conceivable trade; 
all. of them have access to the facilities 
of the several excellent marketing and 
research bureaus: 


Tt has been the experience of most 
American. companies that sales’ and 
advertising methods successful here: will 
not necessarily prove successful in Great 
Britain. Basically they may be right 
for the British market but in. almost 
every instance they have to be modified 
to interest and convince Britishers. 
Great Britain is not a quick, not an 
easy market to capture, especially when 
it means luring patronage away from a 
popular established product. The Brit- 
ish have the reputation of extreme 
loyalty to old friends. This applies to 
their purchasing habits, and while at 
the start this may seem a handicap, it 
is nevertheless true that once a product 
is well launched, this: loyalty to old 
friends adds stability to: sales figures. 
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ALDWYCH ADVERTISING CO., Ltd. 
Astor House, Alawych, London, W.C.2 


Douc.ias Gigsox, G. BurNsipE SprateLey, D, McNerty Lés- 
TeR, Siz Ceci, Tyrrett Beck, A. G. STEVENSON, P. p’ EsTERRE 


Est. 1924 


TAYLOR, Directors. Clientele: Phosferine (Ashton & Parsons), 
Ltd., Phosferine Products, Limited, Cranbux, Limited, J. C. & 
J. Field, Ltd., The Well Fire & Foundry Co., Ltd., J. W. Elvery 
& Company, Ltd. Fleming & Whitelaw, O’Brien, Thomas & 
Gompany, Ltd., Tarmac, Limited, The New Distributors of 
Edison Storage Batteries, Limited, British Monomarks, Lim- 
ited, Streather Estates, Limited. 


THE DAVID ALLEN ADVG. AGENCY, Ltd. 
Allen House, 23, Buckingham Gate, London, S.W.1 


A. E. Cartyie, Director; formerly with Crawfords, and W. 
H. Smirus. L. St. Crare Gronpona, Director; well-known 
Australian economist. A. M. Gres, Director. Mrs. W. E. 
Auten, G. R. H. D. Auten, M. W. A. P. Granam, and W. 
FE. D. Auten (Chairman). All directors of this agency and 
many associated companies. Very large printers and lithog- 
raphers and billposters. Accounts handled by this agency are: 
Wincarnis, Preservene Soap, Beltex Handkerchiefs, Australian 
Products (Trade Publicity Board), Velocium, Thermogene, 
Zum, Lucas & Co., Ltd., etc. This agency is well experienced 
in all forms of advertising. 


ARKS PUBLICITY, Ltd. Established 1923 

63, Lincolns Inn Fields, London, W.C.2 
Inc. Practitioners of Advertising. 
G. O. Stanitey, G. R. Royps, U. H. Srantey, Directors. 
Accounts handled by this agency are: Phillips, Rubber Soles: 
Philips Electric Lamps, etc.; Mullard Radio Valve Co., Ltd.; 
Mullard Wireless Service Co., Ltd.; Talor, Tunnicliff & Co.., 
Ltd.; Weston Instruments Co. of America; Newey’s of Bir- 
mingham; Inglis; Aquasol; Regent Slender Line Corsetry; 
Climax Radio Electric; Samuel Osborn & Co; W. G. 
Pye & Co.; Gent & Co., Ltd.; Stella Lamp Co.; L. G. 
Hawkins & Co.; Itonia Gramophones; Collinson Precision 
Screw Co.; Worthington Simpson, Ltd.; “Radio for the Mil- 
lion”; Centaur Chemical Co.; Artistic Publishing Co.; J. J. 
Armfield & Co., Ltd.; Colvern, Ltd.; Dale Institute; John 
Ireton & Co., Ltd.; J. C. Muller; Mr. Lewis Orme; Messrs. 
Rectopede; Rondo Co., Ltd.; A. Sulka & Co., Ltd.; Picker- 
ings, Ltd. This firm has had an extensive hand in the de- 
velopment and growth of the electrical and radio industry, 
and though today they are the largest technical advertising 
agency in London, their interests extend successfully into many 
fields, widely separated from the marketing of technical prod- 
ucts. 


ASHBURNERS, Ltd. 

10, Piccadilly, Manchester 

Inc. Practitioners of Advertising. 
HERBERT S. ASHBURNER, Director; in advertising business since 
1890, first as representative, later as agent, specializing for 
years in textile advertising, proprietor of Textile Information 
Bureau. Artuur G. Parker, Director, six years with agency. 
No accounts accepted for alcoholic beverages, or any that 
involve gambling, or anything of doubtful character. It has 
played a part without question in the development of textile 
advertising, but it is by no means confined thereto. It offers a 
very full service and if desired is always ready to organize 
for its clients an advertising department. 


E. W. BARNEY, Ltd. Established 1924 

Central House, Kingsway, London, W.C.2 

Inc. Practitioners of Advertising. 
E. W. Barney, Director, over 30 years im advertising. Es- 
tablished own advertising service agency at above address. G. 
Soons, Director, 27 years’ advertising experience. A. W. Rusu, 
Director. Accounts handled by this agency are: British Broad- 
casting Co.; Calvert’s Carbolic Tooth Powder; Dunkley’s Baby 
Carriages; Stone’s Ginger Wine; John Hawkins & Sons, Ltd., 
Cotton Spinners; Gregg Shorthand; Holman’s Mining Machin- 
ery; Solignum Wood Preservative; Roneo Office Appliances ; 
Drysdale’s Rum and Coffee; Sandow’s Curative Institute, Ltd. ; 
Eugene Rimmel, Ltd., Perfumes, etc. Thoroughly and efficiently 
organized to handle all classes of National advertising, includ- 
ing the press and all forms of outdoor publicity. 


S. H. BENSON, Ltd. Established 1893 
Kingsway Hall, Kingsway, London, W.C.2 
Inc. Practitioners of Advertising. 


Purp pe G. Benson, Governing Director. 
O. W. Greene, K. G. Jayne, G. 


Established 1895 


Cuas. H. Fenn, 


W. Knicut and A. H. WELLs. 


PERSONNEL AND CHIEF CHARACTERISTICS OF BRITISH AGENCIES 
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BERTRAM DAY & CO., Ltd. Established 1911 
9 and 10, Charing Cross, London, S.W.1 


BERTRAM Day, Managing Director. General advertising agents 
specializing in film publicity, wireless, exhibitions, market 
research and sales organization. Organizers of first radio 
exhibitions in London and Manchester. Appointed official 
advertising agents to H. M. Stationery Office, 1928. 


CHARLES BIRCHALL, Ltd. Established 1844 
17, James Street, Liverpool 

C. H. BircHatt, Managing Director. Ww. CoLesourNne, Man- 
ager of advertising agency. Has had experience as_ buyer, 
traveler, etc., followed by newspaper experience with E. Hul- 
ton Co. and own agncy, which was merged into that of C. 
Birchall, Ltd., in 1913. Twenty-five years’ experience. Ac- 
counts handled by this agency are of all types, legal and 
municipal, shipping, etc. Specialists in store advertising and 
handle that of some of the largest stores m the North. They 
are the oldest agency in the provinces, fully equipped with 
copy and designs department and in conjunction with the print- 
ing department of the firm are able to set up ads and stereo 
under personal supervision and also specialize in the produc- 
tion of booklets, folders and direct-mail literature. 


THE HOLFORD BOTTOMLEY ADVG. SERV., LTD. 
Established 1919 
23, King Street, Cheapside, London, E.C.2 
Inc. Practitioners of Advertising. 
W. Ewart Ruste, Dirctor. Advertising experience: Spe- 
cial publicity for the National War Savings Committee. Shares 
with Mr. Burnley Jones complete charge of service to all 
Holford Bottomley Service clients. C. Burniry Jones, Di- 
rector, 32 years’ experience. Since then in partnership with 
Mr. Rumble in the direction of The Holford Bottomley Ad- 
vertising Service, Ltd. Among the accounts handled by this 
agency are: Arrol-Johnston & Aster Cars; Battersby Hats; 
Brasted Pianos; Kingsway Shirt & Pyjamas ; Galloway - Motor 
Cars; “His Master’s Voice”; “Pheasant” Margarine; “QOllva” 
Soap; Price’s Lavender Soap; Rogers Pianos; Riddels, Ltd., 
(Belfast) (Hardware Merchants); etc. This agency estab- 
lished a reputation for handling efficiently many of the most 
successful national publicity campaigns that have been con- 
ducted in tfhis country. The agency is equipped to deal with 
every phase of advertising including financial and commer- 
cial publicity, propaganda, posters, printing, etc. 


T. B. BROWNE, Ltd. Established 40 years 
163, Queen Victoria Street, London, E.C.4 


Inc. Practitioners of Advertising. 


Georce A. Castie, Director and General Manager. Lievt. 
Cot. T. B. Brownr, OBE, Chairman. C. M. Browne and 
Lieut. Cot. J. T. Wootryca Prrowne, Directors. Branch 
Offices: Manchester, 52, Cross Street; Glasgow: 65, Bath 
Street; New York: French Building, 551, Fifth Avenue, at 
45th Street; Sydney: Bank ef Adelaide Chambers, George and 
Margaret Streets, Sydney. Paris, Representant: M. R. Drian- 
court, 38 Rue du Louvre, Paris. Staff: over 200. Business: 
advertising agents, photo-etchers, electrotypers, stereotypers, 
trade-mark agents. All branches of newspaper, magazine, bill- 
posting and general advertising. ‘They publish annually “The 
Advertisers’ A.B.C.,” the standard advertisement directory of 
the world’s press. 


CARLTON PUBLICITY, Ltd. Established i918 

oe House, Great Queen Street, Kingsway, London, 
A. A. Martin, Chairman, and W. T. Wattace, Director, 
joint founders of Carlton Studios, Ltd. Twenty years’ prac- 
tical experience of creative advertising. Corin Hurry, man- 
aging Director, late general advertising manager of Lever 
Bros., Ltd., Portsunlight. Handled all Lever products. Ac- 
counts handled by this agency are: Rinso, Hudson Soap, War- 
ing & Gillow—all departments; John Sharmon & Sons (cloth- 
a Ltd. (Cellulose Lacquers), Shapsyl and a number 
ot others. 


SAMSON CLARK & CO., Ltd. Established 1896 
57-61 Mortimer Street, London, W.1., Temple Court, 
—- Vic., and at 79-81, Pitt Street, Sydney, N. 
Inc. Practitioners of Advertising. 

J. A. Reynotps, J. G. P. Hunt, E. M. Woop, and A. O. 

RicHarpson, Directors. English Staff 50. Specialize in 

branded proprietary lines retailed by drug stores. Special 

experienced branch for textile advertising. Accounts imctude 
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Kolynos, Aspro, Apem Cameras, Rajar Films, Genoxide, Min- 
tips, Triplex Grates, Melox, Savonys Soap and many of the 
larger London retail stores. 


W. S. CRAWFORD, Ltd. Established 1914 


233, High Holborn, London, W.C.2 

Inc. Practitioners of Advertising. 
Sir WittiAM CraAwrorb, K.B.E., Governing Director. Muss 
F, SanGster, Managing Director. ArtHuR Bockett, Director. 
J. B. Rem, Secretary. This agency has a branch office estab- 
lished in Berlin—Address: Crawfords Reklame Argenture 
G.m.b.H. Berline, W.8. 


GEORGE CUMING, Ltd. Established 1926 


125, High Holborn, London, W.C.1 

Atrrep Aviss and H. B. THurcoop, Directors. GrorceE CuM- 
ING, Managing Director. Twenty years’ experience. Accounts 
handled by this agency are: Aladdin Incandescent Paraffin 
Lamps; G:lbert Toys; Nonn (Nerve Food); Connaught Motor 
& Carriage Co., Ltd. (Coach Builders and Distributors for 
Armstrong Siddeley) ; King Hall, Ltd. (Chrysler Distributor), 
etc. This is a complete service agency. 


D. C. CUTHBERTSON & CO., Ltd., 

120, Blythswood Street, Glasgow. 

Inc. Practitioners of Advertising. 
D. C. CutuHpertson, Managing Director, was for many years 
with Scrimgeour’s Agency in Glasgow, thereafter Northern 
Representative for Messrs. T. B. Browne, Ltd., thereafter 
Northern Manager for H. Powell Rees, Ltd., and W. H. Smith 
& Son. Accounts handled by this agency are: Esse Stoves, 
Colombian Cooker, Scotch Wool and Hosiery Stores, “Stand 
Fast” Whisky, Beattie’s Bread and Biscuits, Younger’s Alloa 
Ales, Standard Life Assurance Co., Symington’s Coffee, Fairy 
Dyes, MacBrayne’s Tours, Dundee, Perth & London Shipping 
Co., Aberdeen Steam Navigation Co., “Keltic” Shoes, India 
Tyres, Patous’s Laces, Rankin’s Ointment, Austin’s Seeds, etc. 
It is the leading service agency in Scotland. All the directors 
have had wide experience in the handling of national accounts. 


PAUL E. DERRICK ADVG. Agency, Ltd. 

Established in London 1895 

136 Regent Street, London, W.1 
Inc. Practitioners of Advertising. 

Pau. E, Derrick, Managing Director, founder of the agency, 
first established in New York, 1894, previous to 1894 advertis- 
ing manager of American weekly and monthly magazines. 
E, M. I. Buxton, F.I.P.A., Director and General Manager of 
the agency since 1919. AsHtey R. Courtnay, F.I.P.A., Di- 
rector, formerly acting advertising manager to the General 
Electric Co., Ltd. Epcar A. Crew, F.I.P.A., Director. The 
Derrick Agency provides a full advertising service including 
merchandising counsel and market research, press advertising, 
outdoor publicity, printing. Operates in Great Britain and 
Ireland, throughout the British Colonies and Dominions, and 
the continent of Europe. Among the accounts exclusively 
handled are the following: W. & T. Avery (weighing ma- 
chines), Bell’s United Asbestos Co., Ltd. “Big Tree” Wines, 
Bols Gin and Liqueurs, Burroughs Adding Machines, Com- 
munity Plate, Dexter Weatherproofs, “Dulcetto” Gramophones, 
Evans’ Pastilles, Fada Radio, R. W. Forsyth (Gentlemen’s 
Outfitter), Fox’s Puttees and Woolens, Freeman Hardy & 
Willis, Ltd. (shoe manufacturers), Fry’s Cocoa and Choco- 
lates, Heinz 57 Varieties, Homepride Self-Raising Flour, 
“Johnnie Walker” Whisky, Klinger Silk Stockings, Lincoln 
Bennett Hats, Liverpool Virus, London Brick Co. and Forders, 
Ltd., Mellowes Metal Windows, Peto & Radford Accumu- 
lators, Milkaroni, ‘““Presotim’ Super Wood Preservative, Price’s 
“Motorine,” Candles and Oils, Quaker Oats, Revelation Suit- 
case Co., Ross’ Mineral Waters, Shoolbred’s (Department 
Store), Tootal Broadhurst Lee Co., Ltd., (Branded Cotton 
Fabrics), Pyramid and Lissue Handkerchiefs, Tobralco, etc. 


DIXON’S WESTEND ADVG. AGCY., Ltd. Est. 1878 


195, Oxford Street, London, W.1 

Inc. Practitioners of Advertising. 
Tuomas Dixon, Managing Director, J. WittmMore Dixon, 
ARTHUR PowELL, C. W. SAUNDERS and C. CLarK, Directors. 
Accounts handled by this agency are: Chiswick Polish Co., 
Ltd., (of Cherry Blossom and Mansion Polish fame), Colum- 
bia Graphophone Co., Ltd., Marshall Patent Mattress Co., 
Ltd., The Dictaphone Co., Ltd., B. S. A., Ltd., Daimler Co.., 
Ltd., Riley (Coventry), Ltd., Ampico, Ltd., Sir Hbt. Marshall 
& Sons, Ltd., ete. 


DORLAND ADVERTISING, Ltd. Established 1906 
Dorland House, 14, Regent Street, S.W.1. London, 
Paris, New York, Atlantic City, Buenos Aires, Rio de 
Janeiro. 

GeorGE WILLIAM KETTLE, Managing Director. ALrrep Enric 

Hate, Director and General Manager. JuLiaAN D. Marks, 

Director and Chief of City Offices. This agency serves a 

number of important accounts, including Anglo-American Oil 

Co., Ltd., A. J. Caley & Sons, Ltd., Wakefield Castrol, Hotel 

Cecil, Edison Swan Electric Co., Ltd., Citroen Cars, Mappin 

& Webb, Darwin Razor Blades, Tanqueray Gordon & Co., 

Trufood (Lever Bros.), United States Lines, Kellogg Co., 

Royal Typewriters, Hudson-Essex Motors, Sheaffer Pens and 

Pencils, Stetson Hats, Packard Cars, Gillette Safety Razor Co. 


ERWIN, WASEY & CO., Ltd. Established 1919 
King’s Buildings, Dean Stanley Street, London, S.W.1 


R. F. CLrarx, Managing Director. This agency has their own 
organization established in ten European countries and is part 
of the American organ‘zation of Erwin, Wasey & Co., Chicago 
and New York. Among the accounts handled in Great Britain 
are Hoover Suction Sweepers, Ford Motor Cars, Goodyear 
Tires, Frigidaire Electrical Refrigerators, Carnation Milk, 
Eversharp Pencils, Hinds Honey and Almond Cream, Mus- 
terole, Forhan’s and others. 


ERWOODS, Ltd. Established 1895 
30, 31, 32, Fleet Street, C.E.4, London, and 12, Fau- 
bourg, Poissonire, Paris 
Inc. Practitioners of Advertising. 

VERNON J. ReveLey, Director, has had 40 years’ of experience; 

with this firm since its inception. W. J. FirzceraAp, Director. 

Eric Fiexp, Director, agency experience since 1905. Editor of 

Printers’ Ink (English Edition), advertising manager, Caxton 

Publishing Co.; advertising manager, “The Times.” Accounts 

handled by this agency are: Chesterfield Cigarettes, Welch’s 

Grape Juice, Borden’s Milk, Premier Salad Dressing, McCoy’s 

Cod Liver Extract Tablets, Auburn Cars, Pennsylvania Rail- 

road, Paris Garters, Dr. Blosser’s Cigarettes for Catarrh, 

Mercolized Wax, McNeill’s Roofings, West Electric Hair 

Curlers, Parmint, Glico Petroleum, Jordan Cars, Old Orkney 

Whisky, Muller Nutrient, Stallax Shampoos, Orlex Hair Dye, 

etc. Ever since its inception the firm has devoted great atten- 

tion to overseas advertising and now has relations in every 
civilized country. 


FIRST INTERNATIONAL AGENCY, Ltd. 
Bush House, Strand, London, W.C.2 


An international agency with headquarters in London and 
Berlin, with connections in 57 countries. 


FORBES KEIR & BULLEN, Ltd. 
43, Renshaw Street, Liverpool 


Members of the Incorporated Institute of Practitioners in Ad- 
vertising. Charles Forbes Keir, joint Managing Director, has 
had nineteen years’ experience. General Specialist in Food 
Stuffs and Men’s Wear. Captain Cecil Hugh Bullen Croix de 
Guerre, Joint Managing Director, member of the Incorporated 
Sales Managers’ Association, seventeen years general specialist 
in lines connected with the Grocery, Stationery and Musical 
trades. Accounts handled by this agency are Hoosier Kitchen 
Cabinet, Gibson Refrigerator, Macfie & Sons Ltd. (Sugar 
Refiners), (Sunnycomb), Irwins, (Multiple Shop Grocers), 
Donegals, (Multiple Shop Tailors), International Products 
Corporation Ltd., Grocers Cake Co., Pexwear Overalls, Fairrie 
& Co. Ltd. (Sugar Refiners), White Bros. (Scotia Flour), 
Watson & Co. (Motors), Davis’s Music Stores Ltd. (Multiple 
Music Dealers), Lang Pen Co. Ltd. (Fountain Pen Manufac- 
turers), Banana Publicity Committee (Eat More Bananas), 
Amalgamated Gold Pen Makers Ltd., McGuffies Dog Powders, 
Lancashire Waterproof Co. (NO-LEKE Raincoats), Diam:ne 
Shoe Stains, Slix Boot Protectors, etc. 


JOHN FURNESS & CO., Ltd. 
Lloyds Bank Building, Bold Street, Liverpool 


JoHNn Furness, Chairman and Managing Director. Incor- 
porating Charles Birchall, Ltd., 17, James Street, Liverpool, 
the oldest established agency in the provinces. This agency 
handles accounts of all types—shipping, legal and municipal, in 
addition to stores and proprietary lines, etc. They are fully 
equipped to deal with the branding, marketing and advertising 
of foodstuffs, engineering and textiles, in all their branches. 
Telephone number, Royal 4903-4. Telegrams “FORADS.” 
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S.T. GARLAND ADVERTISING SERVICE _ Est. 1853 


14-18, Brook Street, London, W.1 


Sipney T. GARLAND, late advertising manager of Selfridge 
& , Ltd., and advertisement manager of the Daily Mail. 
Previously connected with the textile industry. 


GODBOLDS, Ltd. Established 1909 

1, Clement’s Inn, Strand, London, W.C.2 

Inc. Practitioners of Advertising. 
Ernest H. Gopzotp, J. W. Motony and W. H. J. Suort, Di- 
rectors. Accounts handled by this agency are: Armstrong 
Siddeley Motors, Ltd.; Sir W. G. Armstrong Whitworth Air- 
craft, Ltd.; Abingdon Works.; Ltd.; Bowden Wire, Ltd.; 
British Ignition Apparatus Association; Briton Ferry Chemical 
& Manure Co., Ltd.; Enfield Cycle Co., Ltd.; Joseph Gundry 
& Co., Ltd.; Hardy-Spicer & Co., Ltd.; Hickson & Partners, 
Ltd.; The Ironite Co., Ltd.; International Harvester Co. of 
Great Britain, Ltd.; Keeling & Walker, Ltd.; Klaxon, Ltd.; 
Lewis & Tylor, Ltd.; M. L. Magneto Synd., Ltd.; Relay 
Automatic Telephone Co., Ltd.; A. Schrader’s Son, Inc.; 
Standard Motor Co., Ltd.; Sterling Telephone & Electric Co., 
Ltd., etc. This agency gives personal service to manufac- 
turers of technical products. 


GORDON & GOTCH, Ltd. Established 1853 
Gordon House, 75, Farrington Street, London, E.C.4 
Inc. Practitioners of Advertising. 

A. W. Gorcu Berritt, Managing Director. Lestre W. Ber- 

RILL, CHARLES Payne, W. A. Woopincton, Directors. Spe- 

cialize in overseas advertising. There are ten Gordon & Gotch 

houses in Australia and New Zealand, two in Canada, agencies 
in South Africa, and representatives in all principal countries. 


GREENLY’S LIMITED Established 1918 
5, Chancery Lane, London, W.C.2 
Inc. Practitioners of Advertising. 
A. .J. Greenty, F.I.P.A., Chairman, Author of “Psychology 
as a Sales Factor.” Frepx. E. Batt, F.I.P.A., Managing Di- 
rector. F. H. Wuirte, Director. Accounts handled by this 
agency are: Carreras’ Brands of Cigarettes and Tobaccos, 
O. K. Sauce, Watney’s Ales, Combe’s Brown Ale, Reid’s Stout, 
Smart Bros., (Out-of-Income Furnishing), T. & W. Farmiloe’s 
Paints, Osram Valves, Plaza and Carlton Theatres, National 
Building Society, Star Brushes, Air-Step Shoes, Eagle Pen- 


cils, Lodge Plugs, Paramount Pictures, etc. 


JOHN HADDON & CO. Established 1814 
11 and 12, Salisbury Square, Fleet Street, E.C.4 
Inc. Practitioners of Advertising. 
WaLTEeR Happon and Hucu Evan Smiru, Directors. Ac- 
counts handled by them are: Imperial Tobacco Co. (of Great 
Britain and Ireland), Ltd., British American Tobacco Co., 
Ltd., Mabie Todd & Co., Ltd., Allen & Hanbury’s, Ltd., Hovis, 
Ltd., Humber, Ltd., H. W. Gossard Co., Ltd., Havana Cigar 
& Tobacco Factories, Ltd., etc. They specialize in press adver- 
tising campaigns in all parts of the world. Associate companies 
or agents in most of the chief centres of commerce. 


HERITAGE PETERS ADVG. SERV., Ltd. 

Coventry 

Inc. Practitioners of Advertising. 
Joun HeritaGe Peters, Founder, Principal and Managing 
Director. Experienced in photo-engraving, commercial art, 
printing and advertising. Handle many leading motor car and 
allied accessory accounts. This agency was founded to render 
specialized service to firms engaged in the motor engineering 
and allied trades. It does not accept business outside its spe- 
cialized field which embraces motor cars, motorcycles, cycles 
and accessories, petrol, oils, tires, commercial transport and 
everything connected with motoring, marine and aircraft, elec- 
big and wireless goods. General engineering and machine 
tools. 


CHARLES F. HIGHAM, Ltd. Established 1908 

Imperial House, Kingsway, London, W.C.2 
Sir CHartes HicHam, Sole Director. Spent all his life in 
advertising—15 years in the United States. Accounts handled 
by this agency are: Dunlop Rubber Co.; India Tea; Imperial 
Chemical Industries; Wolsey, Ltd.; Nugget Polish Co.; United 
Drug Co.; Parker Pen Co.; Ever-Ready and Gem Razor, 
and 30 other first-class accounts. A service agency handling 
one client in each line of business. 


HOWAT ADVERTISING SERVICE, Ltd. 

111 Union Street, Glasgow 
Managing Director Donato Howat (D.H.) Director T. C. 
THomson C.A. D.H. was paid a record fee by Messers J. 


Lyons & Co. Ltd. London for advertising ideas. Author of 
the Castlebank Column, a weekly feature in five of the seven 
Glasgow papers. Author of the Story of Sauchiehall Street, 
a cooperative scheme by the traders in Scotland’s greatest 
shopping thoroughfare. Direct the advertising of YOUMA 
Bread (In Scotland), Parlophone Records, Castlebank Dye- 
works, Wylie & Lochhead Ltd., Lang’s Bread, Machell’s Dulci- 
tone, Gray’s Jams, Bayne & Duckett’s Shoes, The Boness 
Drapery Store, The Imperial Tobacco Co. of Gt. Britain & 
Ireland Ltd. (F. & J. Smith Branch). 


IMPERIAL ADVERTISING AGENCY Est. 1920 
(Imperialads, Ltd.), 60, Strand, London, W.C.2 


F. J. McGtorn, Managing Director. This agency handles some 
of the best known national accounts in the British Isles, a 
number of which have associations with the Colonies. Does 
not handle competing accounts. 


INDUSTRIAL PUBLICITY SERVICE, Ltd. Est. 1918 
4-7, Red Lion Court, Fleet Street, London, E.C.4 


LLEWELLYN B. Atkinson, Chairman. T. C. Exper, Managing 
Director, 25 years’ experience in financial and commercial pub- 
licity. C. J. pe SHERINGHAM and R. H. W. Hope, Direc- 
tors. This agency is familiarly described as I. P. S. It 
has over 30 regular clients on its books whose advertised 
products cover a very wide range of manufacturers and services. 
The agency has given special service in community advertis- 
ing, particularly on behalf of the electrical industry and the 
telephone. 


KENNY’S ADVERTISING AGENCY Est. 1899 
Irish Advertising Headquarters, 65, Middle Abbey 
Street, Dublin 


KeEvIN J. Kenny is the Governing Director. W. Victor 
Brown, the agency’s Art Director. Awarded first prize in the 
Pictorial Press Competition of the Royal Dublin Society’s 
National Art Exhibition, 1927. P. L. McEvoy started in 
Kenny’s 1927. In his present capacity, he now controls the 
advertising of one of Dublin’s leading departmental stores. 
Miss ConNerRY has been with the agency for a great many 
years. W. Brown, Sr., has behind him the experience of more 
than thirty years’ service in railway and governmental admin- 
istrative departments. Gorpon E. KELLy is one of the younger 
school of Irish advertising men, who, prior to becoming asso- 
ciated with Kevin J. Kenny, had experience as a commercial 
traveler, and in the public service, as well as formerly being 
identified with the publicity staff of an American film cor- 
poration for some years. This organization has served the 
British and Irish governments as sole agents; Dublin Corpora- 
tion; University Colleges of Dublin, Cork, and Galway; Great 
Southern Railways (Ireland); Irish-American Oil Co., Ltd.; 
Cairnes Ales, Drogheda; Cadbury’s Bourneville; Powder’s 
Whisky; Limerick Steamship Co.; Urney Chocolates, Dub- 
lin; and many others whose names are household words. Clients 
number over three hundred, and represent practically every 
field of advertising activity. 


LONDON PRESS EXCHANGE, Ltd. Established 1892 

108-111, St. Martin’s Line, London, W.C.2 

The. Practitioners of Advertising. 
REGINALD J. Sykes, Managing Director; Percy C. Burton, 
Director; STANLEY J. Fay, Director of Production; Mayor 
G. Harrison, Director; Lestrze HAarwoop, Director; CHARLES 
W. Hosson, Director of Production; Coronet P. Izop, Director 
in charge of Financial Advertising. H. R. McLatcuir, Di- 
rector. Sir LAWRENCE WEAVER, Dineeter in charge of Co- 
operative Advertising. W. L. Witpic, Director. Over 150 
accounts, including important national advertisers, are handled 
by this agency. Includes special departments for cooperative 
advertising and financial advertising. Associated with Pub- 
licity Arts, Ltd. (printing), Outdoor Publicity (poster adver- 
tising), and Publicity Films, Ltd., (film advertising). 


LORD & THOMAS, Ltd. Established 1922 

Surrey House, Victoria Embankment, London, W.C.2 
A. D. Lasker, THomMAs F. Locan, Rate V. Sortitr, D. E. 
BruNDAGE, and NorMAN H. CLemence, Directors. Recog- 
nized as full service agency by all British publishers. On the 
recommendatory list of the United Billposters’ Association. 
Conducted under American management with British staff on 
the general principle of adapting American advertising methods 
to British merchandising and advertising conditions. Accounts 
handled are: The Palmolive Co. (of England), Ltd.; Wrigley 
(sales), Ltd.; Shel-Mex, Ltd.; The Pepsodent Co.; T. H. 
Harris & Sons, Ltd.; Studebaker (England), Ltd.; Durham- 
Duplex Razor Co., Ltd.; J. Wix & Sons, Ltd. (billposting) ; 
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Northam Warren Corp. (Creme Elcaya); Holeproof Hosiery 
Co.; Mary T. Goldman Co.; H. S. Whiteside & Co., Ltd.: 
Gilbert Limited; Kotex Co.; Vv an Ess Laboratories. 


LYNCH’S ADVG. & PUBLICITY SERVICE Est. 1919 
8, D’Olier Street, Dublin 

Sean Lywncu, Director, 10 years’ experience. Accounts han- 

died by this agency are: government, corporation, public bodies, 

insurance companies, etc. Specializes in Irish industrial and 

bilingual advertising. 


McCONNELL’S ADVERTISING SERVICE _ Est. 1914 

Publicity House, Great Brunswick Street, Dublin 

Inc. Practitioners of Advertising. 
CHARLES Epwarp McCoNNELL, Principal. Now owner of 
McConnell Hartley, Ltd., the only distributor of advertising 
films in Ireland. Accounts handled by this agency in Ireland 
are: Wincarnis, McCoy’s Tablets, Odol Dentrifrice, Nugget 
Shoe Polish, Shell Motor Spirit and Oils, Paddy Flaherty 
Whisky, Brown & Polson’s Cornflour, Irish Tourist Assn., 
Sweet Afton Cigarettes, Keillers’ Jams, Cross & Blackwell, 
Harrington & Goodlass Wall Paints & Distemper. Jacob’s Bis- 
cuits, Dublin Gas Co., Reducine Horse Remedy, Matterson’s 
Bacon & Sausages, Lee Boots and Shoes, Rowntree’s Cocoa and 
Chocolates, etc. This agency is equipped to give a complete 
modern service including market research, copywriting and 
art work. Owing to its intimate knowledge of Irish conditions 
it controls the Irish advertising of many important British 
manufacturers. 


MATHER & CROWTHER, Ltd. 
New Bridge Street, London, E.C.4 
Inc. Practitioners of Advertising. 

H. L. Martuer, E. L. MatHer, W. H. Carr and A. H. Simp- 

son, Directors. The accounts handled by this agency include 

Huntley & Palmers, Ltd., McDougall’s Flour, Symington’s 

Soups, H. P. Sauce, Hall’s Wine, Sanatogen, Formamint 

Genasprin, Achille Serre, Ardern’s Sewing Cotton, John 

Noble’s Costumes, H. J. Searle & Sons, Gallaher, Ltd., Cana- 

dian National Railways, Corporation of the City of London, 

Fruit Brokers’ Federation, Norwegian Brisling, Greek Govern- 

ment, etc. Leading agents in the City of London, possessing 

a complete organization for handling all branches of advertis- 

ing. The agency specializes in newspaper advertising, domes- 

tic and oversea, street posters, omnibus, railway and tram 
advertising. Printing works controlled and owned by company. 


Established 1850 


C. MITCHELL & CO., Ltd. Established 1837 
Mitchell House, 1 and 2, Snow Hill, London, E.C.1 
Inc. Practitioners of Advertising. 

L. O. Jonson, Chairman. James Stronc, Managing Direc- 

tor. E. E. Gray. Staff numbers eighty. This agency spe- 

cializes in the advertising of grocery, chemical and drug lines. 

In addition to handling advertising in Great Britain and Ireland, 

this agency has a large connection in Australia, New Zealand, 

South Africa, India and the British Possessions, and also in 

all the European countries. Among the American accounts 

served by this agency are Gillette Safety Razors, Sloan’s»Lini- 
ment, National Radiator, Cuticura, Danderine, Ingersoll 

Watches, Diamond Dyes, Mulsified Cocoanut Oil Shampoo, 

Glostora, California Syrup of Figs. 


MORISON’S ADVG. AGENCY (HULL), Ltd. Est. 1893 

7. a Street, Hull, Yorkshire and 160a, Fleet Street, 

CC. 4 

Inc. Practitioners of Advertising. 
Ernest Morison, Director, published first British advertising 
publication, “Publicity,” in 1897. Experience in all forms of 
advertising. ArtHUR TAyLor, Director, 30 years with agency. 
Lewis C. STEPHEN, Director, accountancy executive, 27 years 
with agency. A “pioneer’ ’ provincial agency which has firmly 
established itself as one of the soundest agencies giving “sery- 
ice” in advertising, marketing, distribution, etc. Has its own 
billposting, sign writing, ticket writing, printing plant, now 
carries numerous national campaigns and has successful Lon- 
don office. Clients’ connections range from thirty years. 


NASH & ALEXANDER, Ltd. Established 1923 
Kingsway House, 103, Kingsway, London, W.C.2 
Inc. Practitioners of Advertising. 
W. A. Acexanner, A,I.P.A., J. G. Jackson and E, J. Mortr- 
son, A.I.P.A., Directors. All forms of general advertising 
undertaken, but specialists in engineering, wireless, fabrics, 
confectionery and medicinal advertising. 


ALFRED PEMBERTON, Ltd. 
187, Piccadilly, London, W.1 
Inc. Practitioners of Advertising. 


ALFRED PEMBERTON, Managing Director. Late advertising man- 
ager of the London Times and late of the Tatler, thorough 
experience in newspaper production on advertisement side. G. 
ReNvEL BisHop, Legal Adviser. J. G. Borre.t, General Man- 
ager, for many years chief buyer to the London Press Ex- 
change. This agency serves many leading national accounts 
including: Cerebos, Ltd.; Clyno Engineering Co.; Cantilever 
Shoe Co.; Champion Spark Plug Co.; Columbia Phonograph 
Co. (service only); Black & Decker, Ltd.; Bristol-Myers Co., 
etc. Has a complete studio service maintained. 


Established 1924 


POOLS ADVERTISING SERVICE, Ltd. 
180-1, Fleet Street, London, E.C.4. Branch Offices’ 65, 
London Wall, London, E.C.1 and 1, Princess Street. 
Albert Street, Manchester. 
Inc, Practitioners of Advertising. 


Grorce Murray, Director. A. RorHery, Director. Have con- 
ducted the publicity of many of the largest advertisers of the 
period. Accounts handled by this agency are: 4711 Eau de 
Cologne, Galloways Cough Syrup, Lionel Powell International 
Celebrity Concerts, London and Provinces, Clara Butt London 
and Provincial Concerts, McLintock’s Down Quilts, Reville, 
Ltd., Court Dressmakers, Clark’s College, London and Prov- 
inces ; Booth’s Distilleries, Ltd.; Car & General Insurance 
Corporation; Fuller Horsey Sons & Cassell; Chappell & Co., 
Ltd., music, pianos; and many other large advertisers. This 
agency is well experienced in all forms of general advertising. 


F. C. PRITCHARD & PARTNERS, Ltd. Est. 1919 
6, Buckingham Street, Adelphi, London, W.C.2 
Inc, Practitioners of Advertising. 


FLEETWOOD PritcHARD, Managing Director. SiNcLAIR Woop, 
In charge of “Market Investigation” department Lever Bros. 
until 1924 when he joined this business as director. Accounts 
handled by this agency are: Polytechnic Touring Association, 

Ltd.; Johnson & Johnson (Great Britain), Ltd.; Venesta, Ltd.; 
Arch Preserver Shoe, Ltd.; W. A. & A. C. Churchman: 
Drysdale & Co., Ltd.; Scottish Widows & Life Assurance 
Society; Gordon (England), Ltd.; Associated Bookbuyers Co. 
This business specializes in the making of marketing plans. 
Conducts national and sectional market investigations. Fully 
organized to give advertising service of every kind. 


FREDK. E. POTTER, Ltd. Established 1897 
Imperial House, Kingsway, London, W.C.2 
Inc. Practitioners of Advertising. 


Frepk, E, Porter, Governing Director. Established agency 32 
years ago, after having served as manager 7 years in an adver- 
tising agency, with commercial experience prior to that. F. 
Howarp Porter, Managing Director. Ten years with agency. 
Montacvue W, Mivp.eton, Director, 30 years’ active experience 
in advertising. Handles some of the largest British accounts, 
also the advertising of leading United States firms in Great 
Britain. CHARLES W. BaAsHFortH, Director, 31 years with the 
agency. Ernest A. Ratciirre, Director, 26 years with agency. 
Copywriter and contact man. Originator of most successful 
insurance advertising in England. These are associated with 
a large and experienced staff. Accounts handled by this agency 
are: Dennison Manufacturing Co., Ltd.; Jenkins Bros., Ltd.:; 
K. O. Cereals Co. Ltd.; Libby, McNeill & Libby, Ltd.; ©- 
Cedar, Ltd.; Pelman Institute, Ltd.; Mrs. Pomeroy, Ltd.: 
Pyre, N. E. Co., Ltd.; Ruberoid Co., Ltd.; Waterman’s Idea! 
Fountain Pens, Sun Life Assurance Co. of Canada; Youma 
(England), Ltd.; Dixon’s Pencils; Line’s Pedigree Prams: 
Sunbeam Cycles; Pirelli Tires; Suchard’s Chocolate; United 
States Playing Cards; Cornhill Issues, Ltd.; and many others. 
This agency enjoys reputation for service and integrity. Has 
extensive practice in handling advertising of leading American 
firms in this country. Will not accept liquor, medicated wines 
or ballot advertising. 


G. §. ROYDS & CO., Ltd. Established 1927 
Wellington House, 125-130, Strand, W.C.2 


Gro. S. Royns, Director, joined Osborne-Peacock Advertising 
Agents, Manchester, London and Glasgow, in 1912. After 
experience in all three offices joined John Noble, Ltd. (Brit- 
ain’s largest mail-order house) as advertising manager. After 
war service returned to Osborne-Peacock, Manchester, in 
charge of copy departments. In 1920 appointed general man- 
ager, London office Osborne-Pacock, which organization was 
turned into a new company in 1927. Purp E. Hui, Director, 
Chairman, Taylors (cash chemists) Trusts, Ltd.; ‘and Veno 
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Drug Co. and director of other well-known British under- 
takings. Lours. Nicnoras, Director, managing director of 
Beecham’s Pills and Estates, Ltd., and of the Wren Boat Polish 
Co. of Northampton. Accounts. handled by this agency are: 
\mam Shampeos, Ambrosia Milk, Wm. Bailey & Sons, L. 
Rees; & Co, Bondman Tobacco, Brownie Wireless, Celanese 
Fabrics, Dr. Cassell’s Tablets, Electrolux. Refrigerators, Ger- 
molene, Greys Big, Klein Rubber Accessories, Koh-i-Noor 
Toethbrushes, Lloyd Loom Furniture, London Shoe, Orlik 
Pipes, Pascalls Confectionery, Renault Cars, Roger & Gallet 
Perfumes, Sarony Cigarettes, Simoniz, Tan-Sad Prams & Toys, 
Veno’s. Cough Cure, Volta Cleaners, Wren’s Polishes, Zig- 
zag’ Cigarette Papers. 


SAWAR, BAKER & CO., Ltd. 

27 Chancery Lane, London, W.C.2 

Inc. Practitioners of Advertising. 
H. G. SAwarb, joint Managing Director. Is a member of the 
Council of the Institute of Incorporated Practitioners in Ad- 
vertising. Miss E. M. Woopyarp became joint Managimg Di- 
rector. ALEXANDER Cox, Director since 1922. Was advertise- 
ment manager of “Glaxo” 1914-1921. W. H. Harrorp, Diree- 
tor since 1923. T. R. Parker, Dirctor, with agency 23. years. 
F. R.. Satnty, Director. J. E. Watrers, Director, 25 years 
in advertising. Among the products advertised by this agency. 
are: J. & P. Coats, Ltd.; Threads—Clark & Co., Ltd); Arti- 
ficial Silks, ete., Barker & Co.; Bodies for Rolls, Royce and 
other cars; Vulean Vehicles; Del Monte Canned Fruits and 
Vegetables; Ovaltine ;, Parazone; Groaten;. Gibbs’ Dentifrice; 
Nil Simile Shoes; St. Margaret Hosiery and Underwear; Na- 
tional Bank; North British Rubber Co., Ltd. (clincher tires, 
etc.); A.. Bourne & Co., Ltd.; Hey & Humphries; Walters’ 
“Palm” Toffee; Fitu. Corsets; Younger’s Scotch Ales; Kerol 
Capsules ;, London School of Journalism; Gibbs’ Toilet Soaps; 
Reslaw Hats; Fortiphone; Lawes Wire Nettings; Macdonald 
Smith “From Brain to F eyboard;” Kemp’s Biscuits; Jecomalt ; 
Bengue’s Balsam; Dunville’s Whisky; Haymills Houses; Far- 
row’s Tomato Ketchup; Iron Jelloids; Cristolax. A carefully 
planned organization capable of dealing with any selling prob- 
lem that comes before them. Equipped for national and inter- 
national campaigns, it has special staffs to deal with market 
research, space buying and rates, copywriting, studio work in 
all its branches, visualizing, printing, blocks and layouts (press 
room), records, outdoor publicity, films, etc., all under the con- 
trol of seven working directors. 


Established 1899 


SELLS, Ltd.* 

168, Fleet Street, E.C.4 

Inc. Practioners of Advertising. 
AtrrepD SELL, Chairman and Managing Director. Cuas. H. 
SELL, Director and Manager. Ww. TAytor, Director and 
Secretary. Ww. Jerrrey, Director. This agency specializes 
in service accounts in all trades, as well as billposting, enameled 
signs, printing, etc. Among their accounts are: Reckitt & 
Sons, Ltd.; Beetham’s Larola; Raleigh Cycles; London County 
Council Tramways; Tourists Development Association of 
Egypt; Ner-Sag (Oversas), Ltd.; H. M. Government, and 
any other accounts of importance. 


Established 1869 


SMITHS’ ADVERTISING AGENCY, Ltd. 
100, Fleet Street, London, E.C.4 


Inc. Practitioners of Advertising. 


Est. 1878 


Principal Director, PHrir Smrrn; other Direetors, F. BENn- 
Nett, J. Coote, LurHer SmitH, W. H. Botton. Accounts 
handled by this agency are: Allinson, Ltd.; Boots’ Pure Drug 
Co.; Catesbys, Ltd.; Chivers; A. C. Fincken & Co.; Foster 
Clark; London Glove Co.; Pond’s Toilet Creams; Poulton 
& Noel, Ltd.; Ryder’s Seeds; Scholl Manufacturing Co.; 
Sharp’s Toffee; Radiation; Treloar, Twilfit, Whitaker Dyes; 
William’s Shaving Soap; W. J. Harris & Co., Ltd. 


SPOTTISWOODE DIXON & HUNTING, Ltd. Est. 1909 
Regent House, Kingsway, London, W.C.2 
Inc. Practitioners of Advertising. 
This agency is equipped to advise upon and handle appropria- 
tions of:any size. They have special facilities for billposting 
and all outdoor publicity. 


STEPHENS ADVERTISING SERV., Ltd. 
1, New Court, Lincoln’s Inn, London, W.C.2 


J. G. Srepuens, Director; experience for 15 years. A com- 
pletely self-contained service agency giving highly individual 
merchandising and advertising service to its clients, among 
whom are several big advertisers. 


Est. 1919 


STUART ADVERTISING AGENCY, Ltd, 
ingsway Hause,, ay, London, W.C.2 

H. Stuart Menziss, Managing Director. J. R, M, BRUMWELL,. 
Secretary. This-organization, is, maintained to. place and ad- 
minister accounts entrusted to H. Stuart Menzies, who is the 
author of Fortnum & Mason “Commentaries” and many other 
original. advertising productions that have created widespread 
interest all over the world. It is not an agency that handles 
“cut and dried” accounts so much as advertising campaigns 
where some striking and unusual treatment is required, 


H.. CECIL TAYLOR, Ltd. 

Grosvenor Buildings, Steelhouse Lane, Birmingham 
H. Cecit, TayLor, Director. Now publicity manager General 
Motors, Ltd., London. Cyrm W. Tiumuncs, Director, member 
of the Faculty of Commerce of the University of Birming- 
ham, business executive. and advertising experience. Beem im 
agency world from 1923. Joined this, agency in 1924 as pro- 
duction manager. H. Taytor, Director. Lawrence C. Hin, 
Director. Accounts handled, by this agency are: Bacon, cars 
and accessories, chemical preparations, clothing, cycle spe- 
cialties, factory equipment, fertilizers, furniture, road and 
quarry plant, sports goods, wireless, motor bodies, hosiery, 
underwear, oil, watches, bedding, paints and varnishes, coffee 
mills, bacon slicers, shop fittings, weighing machines, ete., ete: 
This service agency handles all kinds of advertising and pub- 
licity. Wide range of products handled, and wide experience 
in advertising engineesing and, industrial products. 


H. CECIL TAYLOR, Ltd. Established 1920 
Grosvenor Buildings, Steelhouse Lane, Birmingham 
H. Cecit Taytor, Director. Now publicity manager General 
Motors, Ltd., London. Cyrm W. Timrines, Director, business 
executive and advertising experience. Been in agency world 
from 1923. Joined this agency in 1924 as production manager. 
H. Taytor,. Director. AWRENCE C, Hitt, Director. Ac- 
counts handled by this agency are> Bacon, beer, cars. and acces- 
sories, chemical preparations, clothing, commercial motors, con- 
fectionery, cranes, cycle specialties, factory equipment, fertil- 
izers, furniture, motor hire, road and quarry: plant, shoes, sports 
goods, steel constructions, wireless, wire ropes, ete. This service 
agency handles all kinds of advertising and publicity. Wide 
range of products handled, and wide experience in advertising, 

engineering and imdustria) products. 


J. WALTER THOMPSON COMPANY 

Bush House, Aldwych, London, W.C.2 
This agency maintains a complet staff in its London offices. 
SaMUEL W. Meek, Jr., is Manager. Among the Amesican 
accounts serviced are: Beacon Cheese, Buxton Keytainer, Cream 
of Wheat, Cutex, Douglas Lighter, the automobiles of the 
General Motors Co., Lux Flakes (Lever Brothers), Muffets, 
Pufted Rice, Puffed Wheat (Quaker Oats, Ltd.), Od-or-ono, 
a Baking Powder, Sun-Maid Raisins, Swift’s Lard and 

aseline. 


TULLY-CRABBE, Ltd. Established 1926 

— Buildings, Northumberland Street, Newcastle-on- 

yne 

Fuc. Practitioners of Advertising. 
J. BERNARD CrappBe, Managing Director; 17 years’ advertising 
experience. 1923 commenced agency work as J. B. Crabbe 
Advertising Service, South Shields. 1926 amalgamated with 
Tullys, Ltd., Newcastle-on-Tyne and formed Tully-Crabbe, 
Ltd. W. G. Tutty, Director (not active). Accounts handled 
by this agency are: “Be-Ro” Self-Raising Flour, Hindhaugh’s 
Wholemeal, “Fairy” Soap, “Dyso” Ammonia Powder, New- 
castle Pale Ale, “Heirloom” Furniture, “The Dentabath,” Car- 
rick’s Cumberland Sausage, “Meridian” Glass and Paints, New- 
castle and Gateshead Gas Co., Wright’s Biscuits, Priestman 
Household Coke, and various local retail accounts. This agency 
is the largest service agency between Leeds and Glasgow. 
They specialize in press publicity, but have wide experience in 
designing and planning booklets, folders, etc. Have their own 
art studio and are organized to handle complete campaigns, 
with special local facilities for block making, typesetting and 
stereotyping. 


C. VERNON & SONS, Ltd Established 1884 
38, Holborn Viaduct, London, E.C.1 and at Liverpool 
Inc. Practitioners of Advertising. 

C. Harotp VERNON, Chairman and Managing Director. P. 

H. Vernon, A. R. Roiirncs, L. C. Vernon, Directors. Print- 

ing works at Lower Thames Street, E.C.3. Staff numbers 

170. This agency specializes in the advertising of proprietary 

drug and food products selling through drug and grocery 
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stores, and is able to offer the assistance of a complete selling 
organization in addition to advertising service. American 
accounts handled include the Bowman-Biltmore Hotels, Auto- 
Knitter Hosiery Co., Hood Rubber Co., Waltham Watch Co., 
etc. 


J. M. WALKER & CO. (Advertising), Ltd. 
Aldwych House, Aldwych, London, W.C.2 
Inc. Practitioners of Advertising. 


J. M. Waker, R. G. Pye and Coronet G. S. Hurcuison, 
Directors. J. M. Walker, before entering into the advertising 
agency business, was advertisement manager of the Manchester 
Guardian for fourteen years. Col. Hutchison was a member 
of the staff of the London Press Exchange. J. M. Walker 
& Co. was formerly known as the Winter Thomas Co., having 
changed its name on January 1, 1926; its predecessor was 
established in 1917 by J. M. Walter and Ralph Winter Thomas. 
The chief accounts of the agency at present are the London 
Midland & Scottish Railway, Colgate & Co., Huntley & Palm- 
ers, Ltd., Pompeian Products, Inc., Plasmen, Ltd., The British 
Hanovia Quartz Lamp Co., Ltd., Timken Axles, Continental 
Motors, Lockheed Hydraulic Brakes, Swiss Federal Railways 
and many others. 


Est. 1926 


WILLS, Ltd. Established 1868 
Lincoln House, 296-302, High Holborn, London, W.C.1 
Inc. Practitioners of Advertising. 

A. H. Cooxe, H. A. Fray, joint Managing Directors. Some 

of the clients served are: Alpin & Barrett, Ltd. (St. Ivel 

Cheese); Car Mart, Ltd.; Dunhills, Ltd. (motor accessories 

and clothing); Gill & Reigate (furniture); Mazawattee Tea 

Co., Ltd.; Prince of Wales Hotel; Schweppes, Ltd. (table 

waters), etc. 


WILLING & CO., Ltd. Established 1840 

356-364, Gray’s Inn Road, London, W.C.1 

Branch Office (Willings Press Guide, Established 1872) 

Cecil Chambers, 86, Strand, London, W.C.2 
Directors: Francis H. Epwarps, M.D., M.R.C.P. JoHN 
HANMER WINGRAVE, Managing Director. Percy F. WINGRAVE 
has had 30 years in advertising. He became a director in 
1921. C. R. Epprooxe. Has been engaged in selling and 
advertising proprietary goods for 35 years. From 1909 to 
1923 business manager and then proprietor of “The Advertis- 
ing World.” Willing’s have for over three-quarters of a cen- 
tury enjoyed the distinction of being one of Great Britain’s 
representative businesses. Their name springs to the mind 
when publicity is mentioned. They have traditions, prestige, 
and a long record of achievement, which together form their 
most valuable asset. Th list of clients includes: Van Heusen 
International Coy (collar manufacturers); A. G. Spalding & 


Bros. (British), Ltd. (sports requisites) ; National Cash Reg- 
ister Co., Ltd.; Highbury Furnishing Co., Ltd.; British Mer- 
cedes, Ltd. (car manufacturers); London Holeproof Hosiery 
Co., Ltd.; Midland Gear Case Co., Ltd.; S. Smith & Son 
(M.A.), Ltd. (motor accessories) ; County Borough of Bourne- 
mouth; Igranic Electric Co., Ltd. (wireless and electrical 
switch gear manufacturers) ; Naylor Brothers (London), Ltd. 
(paints, varnishes, etc.) ; Beatty Brothers, Ltd. (laundry appli- 
ances); J. B. Lewis & Sons, Ltd. (manufacturers of Meridian 
underwear) ; Booth’s Distilleries, Ltd. (distillers and rectifiers), 
Lloyds Bank, Ltd.; National Bank, Ltd.; Royal Exchange 
Assurance; Frankfort Fair; Chas. Mackinlay & Co. (distillers 
of M. L. and V. O. B. Scotch Whisky); Tullis, Russell & 
Co., Ltd. (paper manufacturers); James Spence & Co., Ltd. 
(drapers); Phs. Van Ommeren (London), Ltd. (shipping 
agents) ; William Nash, Ltd. (paper manufacturers). 


A. J. WILSON & CO., Ltd. 
154, Clerkenwell Road, London, E.C.1 


A. J. Witson, Director. Mrs. A. J. WILSON entered the com- 
pany’s service in 1896, joined the board of directors in 1916. 
T. G. CAsson joined the board 1926, appointed Managing 
Director September, 1927. J. G. Witson, Director, joined the 
firm in 1924. Major Lioyp and B. Rusin, Directors, joined 
the board 1923 and 1926, respectively. Accounts handled by 
this agency are: Austin Motor Co., Ltd.; A. C. (Acedes) Cars, 
Ltd.; Rootes Limited; Pass & Joyce, Ltd.; Marmon Cars; 
Burndept Wireless; Eugene, Ltd.; and over 15 other accounts. 
The service afforded is unique, embracing every phase of mod- 
ern publicity. The resources are comprehensive, including 
market research department, studio, copy, ideas, setting, print- 
ing departments equipped with up-to-date plant including color 
work, linotype and monotype machines—foundry equipped with 
modern plant for the rapid production of stereos and electros. 


Established 1894 


THE WINTER THOMAS CO. (1926), Ltd. Est. 1926 
(Reconstructed) 
30-31, Great Queen Street, Kingsway, London, W.C.2 
Inc. Practitioners of Advertising. 


RatpH WINTER THoMAS, Director, experience in advertising 
practice 25 years, and in agency practice 21 years. ‘ 
CHIPPERFIELD, Director, 11 years in advertising and agency 
practice. R. C. Murton, Director, 20 years in advertising and 
agency practice. R. G. Pye, Director. Some accounts handled 
by this agency are: Austin Reed, Ltd., Grape Nuts Co., Ltd., 
(Grape Nuts, Post Toasties, Post’s Bran Flakes and Postum). 
United States Rubber Co., E. Lazenby & Sons, Ltd., Kelvinator, 
Friends Provident & Century Life Office, etc. This is a fully 
equipped agency rendering intensive service to a limited num- 
ber of clients. 


9915% of the $64,245,000 invested by 23 automobile 


companies in newspaper advertising last year came 
from subscribers to SALES MANAGEMENT. Total sub- 


scriptions in 21 companies—85, or an average of four. 


The advertising was placed by 21 advertising agencies, 
19 of them being SALES MANAGEMENT subscribers 


having 58 subscriptions, an average of three each. 


This IS coverage. 
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Ltd., VERY executive responsible for the direc- Dallas is the geographic and 
um). tion of sales needs this new book, “The economic center of the South- 
fully Southwest Market.” The basic information it west Market. This is indisput- 
num- contains will be invaluable in making prac- ably shown by the more than 
tically any decision concerning the 6 Bil- PP EE BE ape 
lion Dollar Southwest Market. It is not a : “sale % Hg 
beak of civic “hevsver bank,” betcon- cerns that maintain sales, distribution 
tains specific facts and figures gathered _ manufactur ing br anches in Dallas. 
aed from authentic sources. The material Cony i La That Amer ican business more and 
is presented in compact form for Pury “2s; ‘ae Mic more recognizes the dominant position 
quick and easy digestion. Six big “473 Wize Pu, at of Dallas is evidenced by the 230 concerns 
| b iy, © Pow : : : 
parts cover every relevant sub- _ lr. ~ &p, O which came here in 1929. And new firms 
; ly, sz, ? rex é ens Nz ° e 
ject from the cost of warehouse and Zz ” Magy, Mary ‘ee b; Con, Y are now comin g in at the average rate of one 
office space to the Texas laws affecting Seay Prexpp, “er, a for every working day of the year. The trend 
entry into the state—a veritable market manual. “Yap ind *azq,, “is definitely toward Dallas . . . the distributing 
2.” & 
The startling growth of the Southwest has greatly in- Cig, “8 center of the Southwest. 
creased its consuming power. For this reason, many concerns e ne 
are supplementing their distribution branches with manu- Send for The Southwe st Market.” This valuable 
facturing units. Firms that have been planning to establish 144 page book will keenly interest you. Due to the limited 
branches are now speedily pushing their plans through to number of these books we must restrict it for executives 
completion—eager to reap the rich rewards that the South- only. Please make your request on your business letterhead or 
west offers. use the executive coupon now. 
Industrial Dallas, Inc. 
508 Chamber of Commerce Bldg., Dallas. 
Please send free copy of your new book, “The Southwest Market’, to: 
Name— 
Southwestern Headquarters 
to American Business Cungang Title. — 
po cE = ead a ee ee ee ee ntion 


2 SALES MANAGEMENT 


ECONOMICAL TRANSPORTATION 


LISHA LEE, Vice-President of the Pennsylvania Rail- 
road, is the authority for this statement: “No city 
in the world enjoys better railroad facilities than Phila- 


“Transportation Facilities 
delphia. None is more adequately and completely in the Philadelphia 


4 . 
served. None possesses greater transportation advan- Area will show you 
. — , how lower shipment 
tages as a manufacturing and distributing center.” gerne 
costs wili increase net 
profits. Free to execu- 


More than 1,000 miles of trackage lies in the city proper. 


tives who request it on 
It connects 220 freight stations and 2,000 industrial their business stationery. 
sidings. It serves tidewater piers with 16,000,000 square Address Department Z. 
feet of floor space on a frontage of 36 miles on two 
rivers. 20,000 freight cars move in and out of the city 


daily. 


This is only the beginning of even greater transporta- 


tion service for the Philadelphia area. 


The present railroad electrification program 
calls for the expenditure of one hundred and 


twenty-five millions of dollars. 


PHILADELPHIA 


BUSINESS PROGRESS ASSOCIATION 
1442 WIDENER BUILDING 
PHILADELPHIA, PA. 
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SALES MANAGEMENT 
MARKETS AND MEDIA 
REFERENCE NUMBER 


Seventh Annual Edition 


SALES MANAGEMENT’S ANNUAL REFERENCE NUMBER is published 
each Fall as a service to everyone engaged in the production, 
distribution and sale of goods. It is intended for business execu- 
tives and their staffs and therefore its contents are not unduly 
bulky, being confined to important facts on markets and media 
with extraneous matter eliminated. The material is designed for 
use during the balance of 1930, as a guide for executives in making 
plans for the next calendar year, and for reference during 1931. 


Business men nowadays think first of markets, consumer and 
industrial. Then come production projects, distribution of goods, 
and finally, promotion of sales and selling effort. This order of 
events governs the arrangement of the book. The publishers have 
been favored with much valuable help from a wide range of 
sources and authorities. While last year’s edition proved success- 
ful beyond the original expectations, having been completely sold 
out within sixty days after its appearance, this 1930 edition is 
submitted with full confidence that it establishes a new high level 
both for quantity of useful data and authoritativeness of content. 


Raymonp Butt, Editor; Henry J. Wricut, Advisory Editor; 


Ray B. Prescott, A. R. HAHN, -lssociate Editors; B. Britrain 
Witson, Managing Editor; B. Kircui:, FREDERICK FRANKLIN, 
R. Fetpman, E. Lux, Burton Lampert, Assistant Editors. 


Published in the Fall of 1930 by SALES MANAGEMENT, INC. 
42) Lexington Avenue, New York, N. Y. 


(Copjrighted 1930 by SALES MANAGEMENT, INC.) 
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NEW ARK-}= 


the Metropolis of 
Northern New 
Jersey=—a Rich, 

Active Market 

or almost a quarter- 

million men and 


women. It ranks FIRST in the 


Newakk is an indus- 
trial city. It pro- 
vides employment 


vidual income and 


country in diversity of manufactures 
and eleventh in value of products. 
New Jersey leads the great indus- 
trial states of New York, Pennsyl- 
vania, Illinois, Massachusetts and 
Ohio in per capita value of all manu- 
factured products. 

With each succeeding year this 
diversity broadens and grows. Last 
year alone, 56 new industries located 
within its metropolitan boundaries. 
Such wide diversity insures steady 
income. 

Metropolitan Newark enjoys the 
largest per capita wealth in the na- 
tion. It is a prosperous territory— 
a wealthy territory of thriv- 


with ONE newspaper 
its dominant influ- 
ence? Here, indeed, 
is a REAL market. 
Every manufacturer 
should cultivate it. 
It is one of the most 
important in the 
United States. 


This market.is gen- 


Newark’s homes distinctly 
indicate the high type of resi- 
dential sections in which the 


NEWS outsells all other 


pare There are 157,039 
omes in Metropolitan 
Newark. a 


erously responsive. 

With ONE medium the reader pref- 
erence it can be sold economically. 
That one medium is the NEWARK 
EVENING NEWS. In proof, the 
News has, for several consecutive 


years, ranked FIRST in Na- 


ing suburban towns forming 
a natural shopping group 
of a million and a _ hal 
people from eight impor- 
tant counties. 

What other market offers 
such a strong combination 
assuring uninterrupted indi- 


90% Home 
Delivered 


The home delivered medium 
is unrivaled in its influence 
upon its readers. It is there- 
fore easy to understand the 
strong pulling power of the 

EWS. No other paper in 
New Jersey gives such cov- 
erage or enjoys such reader 
confidence. 


tional and SECOND in total 
advertising among all the 
six-day newspapers in the 
country. Fall and Winter 
campaigns should include 
the country’s choicest market 
and the ONE newspaper that 
sells it. 


CIRCULATION 
in excess of 
155,000 
Copies Daily 


li Newark Evening News 


215-221 Market Street, Newark, New Jersey 


PORT NEWARK 
offers the most ef- 
tective direct rail-to- 
ship terminal, with- 
out the necessity of 
drayage or lighter- 
age, in the entire 
Metropolitan area. 
Vast sums, already 
appropriated for fur- 
ther development, 
will materially boost 
Newark’s industrial 
importance. 


EUGENE W. FARRELL 
Business & Advertising Mer. 


O'MARA & ORMSBEE, Inc. 
General Representatives 
New York, Chicago, Detroit. 
Los Angeles, San Francisco 
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New Brunswick, NJ. 
(Tet OD 


ally March 
Tenth 
1980 
Mr. L. J. Engel, 
Einson-Freeman Co. Inc., 
511 East 72nd St., 
New York City. 


Dear Mr. Engel: 


The initial shipment of our new 
Baby Products Display has just been received, and I 
had one of them sent to my office at once. T am 
delighted with this piece of work. As you know, ay 
anticipations were high, but you have fulfilled them 
in every respect. 


Jur salesmen have been advised that 
this display is now ready for distribution and I 
sincerely feel that it is going to materially aid our 
selling and merchandising. It is my personal opinion 
that this is going to be one of the outstanding display ' 
pieces of 1930. 


May I take this occasion to personally 
thank you for the creation of the idea, and the pains- 
taking attention which you have given to its develop- 
ment? I have found you and your organization ever 
willing to lend every cooperation from the presentation 
of your original idea to the delivery of the finished 
product. This is service which the advertiser appreciates. 


Yours very truly, 


JOHNSON & JO 
H. W. Roden Z A ¢ 
AlcG. Director Baby Products Division 


Adh 
a 


cee 


e Ths Johnson & Johnson Baby 
Powder display has been declared 
“one of the outstanding displays of 
1930”. 


It is both a legitimate and an un- 
failingly effective hook-up of senti- 
ment with sales—a charming chal- 
lenge to every parent’s attention that 
few people can possibly resist. 

Measured both by appearance and 


actual results, it is a distinguished ex- 
ample of Einson-Freeman service to 


the leading advertisers of America. 


JURLEL YUN 


BABY 
POWDER 
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NSON-FREEMAN CO.., INc. 


Lithographers 


Inventors and Manufacturers of the Einson-Freeman Patented Double Tier Container 
OFFICES AND COMPLETE MANUFACTURING PLANT 
511-519 East 72nd Street . New York City 


New England Office: 302 Park Square Building, Boston, Mass. 
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Enter ROBO 


the new executive 


Sales on an automatic check signing machine doubled in two 
months when the Todd Company put their **Robot Campaign” 
to work. Unusually effective in commanding the attention of the 
“busy executive’? type of prospect was this campaign. (See 
page 296) 


Playroom ,.. A Castle of, 


ay 
a} caf 


Sun Room ... Springtime Comes Indoors 


% 


aad 


A complete and authoritative advisery service on home decora- 
tion, is available to those who answer advertisements for Arm- 
strong’s Linoleum. (See page 292) 
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VERE TD WAY 


Cutty te 


SERN Lg 


Blac you get the high measure of dolar value that only quantity 


bality product makes possitile. 
ot yUU ane onntemplating the purchase af 4 susur car at this time, 
Beetext in this temutifad lise of new Cadillax. tome in and examine i 
Bide in one, or drive one. H it is not convenient fos you 16 Pome 
ephone us and we will sead a demunstrator te your home or otlice. 


+ ser connenieace if desired. i “= 


a 


[wo } 3 
mn” ) meAeTs ENSEMBLE 
es SPORTS EN — 


the Sole - 5 AS # 


See 


Beautiful papers, modern typography, impressive color work, dignity of treatment, 
and an unmistakable air of **swank”’ characterize all of the various pieces that make up 
the 1930 direct mail campaign for Cadillac-LaSalle. (See page 289) 


Bakelite saved 28 per cent in the cost of preparation of a 
campaign individualized to many different fields of pros- 
pects by printing all of the pieces in one job. (See page 298) 


eS 


... protect your apparatus with BAKELITE INSULATION 2.2": 


... STANDARD of the INDUSTRY 


ti 


Pie 


308 S A LoOESS MANAGEMENT 


Close coordination between direct 
mail, calls by salesmen and gen- 


gp ay BEST CHAIN 
(See page 294). 
LOCK ON EARTH 


E old wheeze is absolutely true that 
a chain is only as strong as its weak- 
est link. The lever of the Pyrene lock 
tightens the chain, but in doing so it 
throws the end links of the side chain 
into the notches of a solid bar of 
steel which is stronger than any link 
of the chain. 


The rivet upon which the lever pivots 
carries no part of the road strain in the 
patented Pyrene Chain Lock. The 
possibility of losing chains through 
breakage of the lock or accidental 
opening is virtually eliminated in the . 
Pyrene Chain Lock. i 


DOLLA MP A A A A aT a aO 


an 


BUT wculd like toSeea bized) CROSS LYNX 
Vi sample ofthe 2% POM SIDE CHAINS 


Chain 
Double Duty lire (ha! E IN SAFETY EQUIPMENT 


W ep teetog ad aty Ithough into what is acclaimed by up-to-date people as the 

albany, HOT” absolute best looking bad weather equipment ever seen. Watch the 
rust: : Anconspicu- . black chains go by! They're Pyrenes. Mail this card back 
oust 3 gth, welded at once. DO NOT ADD POSTAGE, Just drop it in 


set off the ensemble the mail. 


TIRE CHAINS 
CTake Hold of the Road 


5 stindieeie They have 
Team? Ceanlitvess, 


Direct 
Mail 
Gallery 


sannnasnitnsevenscnsaseannins omnes it has only (wr Mowing parts 
ad a pump. Thee are the ~oly We 5 
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hoy wi 


fy heat it when vou wand bested: 3. 


Onder Now! 
matic Chi Burner can be insralfed m the 
ms have, Thess vou van have sito 
ain will was have ro hurry home te 


of other 


«> Durnivng covad 


“let the furnace man go forever”. 
and install a Quiet May 


Metta Nae nar Nat A Aine Ay Magee tet Nae Nott 


QUIET. MAY 


AUTOMATIC OJL BURNER 


So effective a medium has direct mail proved in paving the way for 
oil burner sales, that the May Oil Burner Company makes the use 
of mail campaigns compulsory on the part of dealers. (See page 290). 


Ax 
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“2, mails 
Gffectively 


DU-PLEX two-compartment Envelopes 
carry your catalogand letter maeiatndllam 
arrive together without increased postage 


Increased returns result because your prospect will not “cool off” while wait- 
ing for straggling ‘“under-separate-cover” literature. Sharpen up your mail 
sales tactics by adopting this modern mailing method. It has increased 
business for thousands of wide-awake businesses. It’s economical, too! 
You save ordinary letter envelope and need only one addressing. 
Use window type Du-Plex, and your letter fill-in serves as address. 
Du-Plex envelopes are always delivered or returned to sender. 

This means many expensive catalogs or booklets saved each 
year. Du-Plex envelopes are made in a wide variety of 
sizes and paper stocks to fill every mailing require- 
ment. Try them and profit by their many advan- 
tages .... Send for samples to fit your catalog. 


Du-Plex Envelopes are sold by Leading 
Paper Merchants and Printers. Write 
for name of nearest distributor. 


ONVELOPE CORPORATION ~ 


3026 Franklin Blvd. Chicago, Il 
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Direct Mail 
Gallery 
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(Top) Actual photographs 


of the merchandise went far 


to overcome price objections sass ee a 
in the Memphis Furniture heres 
Review Week. (See page 294). 


HE charts tell a stors of growth never before eqpaaled 
Ti the histers of gasaline. A growth aade prsible try 
just one thing—quality of product. UCHPIRED 
gasoline is marke from California crude whieh nature has 


(Center) Many of the cus- 
tomers of the Horace G. 
Preston Company have 
never seen a Preston sales- 
man. Direct mail is a big 
factor in their selling plan. 


(See page 294). 


(Below) Richfield Oil 
Company’s direct mail cam- 
paign was designed to sell 
Richfield prestige in ad- 
vance of the salesman’s call. 


(See page 298). 


endowed with jast the cight clement: newthud in a_caseliar 
of the highest type. The RHCHPIELD process of refining 
takes advantage af each of these natural elements and 
produces » gasoline anperior to any gasoline, —eves in 
California where zasoline is superior. 


The increased demand for HHCHPIELD is reflected through the 
stations whieh are handling it, Naturally. for RICHES 
ouput to crow, the deabers’ business amet grow, Your business 
will prow if you serve this inereasinuly popular motor fuel. 


A big constructive adbvertising campaign is new 
in progress telling the public about the excla- 
sive merits of RICHFIELD, Motorists will be 
looking for the RICHFIELD sign on service 
stations. Will they find if an yours? 


Get your share of thir basinees 


RICHLUBE 1, I | 


FRE np with RICE TELE os 


ix becoming @ Vestivnsst dagen 


May £, 829 
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SOSITION | 


The first thing that meets your addressee’s eye! 


Your attractive advertisement in color on the 
face of your envelope. Clean, crisp and colorful, 
your envelopes can exert a tremendous influence 
in your favor. Before the envelope is even 
opened, it is exerting its sales influence—good or 
bad—dependent upon the quality of envelope 
used. The advantage of impressively introducing 
its contents is immeasurable—it makes your 
mail matter so much more effective. Further- 
more, good envelopes of proper grade and weight 
of stock insure the safe and unmarred condition 
of their contents. Their’s is a double and impor- 
tant duty—Performance plus Presentation. 


Good envelopes cost so little more than the 
inferior kind, that no business house can afford 
to jeopardize its prestige or create the wrong 
impression by skimping on their quality. 


(OYLENVELOPES 


are just Good business 


ENVELOPE MANUFACTURERS’ ASSOCIATION OF AMERICA ...19 WEST FORTY-FOURTH STREET, NEW YORK CITY, NEW YORK 


Seeds Mr. yey Green, 
Grant Place, 
& Bulbs Righnond, Inds, 


BLACK to WHITE 
With Delco-Light 


" od 
Sionme bo ther trevitebe aw 


Drawings which effect- 
ively dramatized the value of 
light on the farm were an important 
feature of the Delco light campaign. (See 
page 294) 


1930 
Direct 
Mail 
Gallery 


The White Company made as strenuous an effort to sell 
the salesmen on the direct mail campaign as they did to 
sell the company’s prospects on the product. Letters to 
salesmen carried clever cartoons and were personalized in 
an effective manner. (See page 292) 


THE VISUAL PICTURE 


Special List Blanks are Provided. 


DOMESTIC APARTMENTS 


OF YOUR MARKET 


...and the Various Sub-markets into which it is Broken Down and for which 


(Below) General 
Electric uses this 
method to show 
dealers and _ dis- 
tributors where to 
get business—and 
oe : to whom to direct 
oe mail advertising. 

. (See pages 290, 296, 
and 300.) 


COMMERCIAL 
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om oS WATER COOLERS| | CABINETS }—{'7-LARGE CABINETS | 
pr ce amperes mst Apartments Apartments | | | | 
ond —— folts im this x Laseameed . — . Food Sol Food Se é 
B. Restal Agencios 8 Archteds | 4-Bottle | 5-Pressure | 6-Milk Coolers —__. (fcc toon 
eS haw C. Builders - ao meat Markets bat eared 
D. Finance Co's. se [Mees 
A. Boing Mor Pee 
B. Bottlers eer 
ee 8-ICE CREAM 
Under D. ice be sure to list at least four names for 
every refrigeratdr on your retoil sales quota for 1930. f 
a * cultivate every possible ang te Industrial 
every owner apartments not now equi ree 
wah hatin veldgunaiien, or hats the present as is old. A osc ie Monufocturers 
Under Commercial, fist ot least four prospects for every {Plant Supts. 
— | refrigerator and water cooler you expect to B. Office Mgrs, Ete. 
in 1930. 
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Moth rough 


being the Drillmaster of AN AWKWARD SQUAD 


“Tf you've ever purchased Direct Ad- 
vertising you'll know what I mean 
when I say I'm through being the 
drillmaster of an awkward squad.” 


R. M. Macdonald, advertising manager of 
Bradley Knitting Company, Delavan, Wis- 
consin, was talking with a MANz executive. 


“I’ve spent uncounted hours in an attempt 
to keep various organizations in step on 
the production of printed matter. Copy 
men, artists, engravers, electrotypers, 
printers, binders—each has been handled 


separately. When one of them gets out of 


step then the entire parade is thrown out. 


“But now I depend on one organization to 
produce the complete job. No more coach- 
ing, prodding, urging or pleading in an 
endeavor to co-ordinate several separate 
undoubtedly 


their business — but have no way of work- 


organizations — who know 


ing together except through my drilling.” 


Bradley 


company with complete Direct Advertis- 


Manz CORPORATION verves the 


ing Service from idea lo finished producl. 


ANY SIZE JOB IS 
A MANZ SIZE JOB 


\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 


ly Your Merchandising calls for DIRECT 
ADVERTISING ...... consult MANZ first 


ERCHANDISE reproductions that show everything the eye can see in the 
actual article. Colors with clarity and trueness of the original object. These 

are the advantages gained in Manz direct process reproductions. Process plates 
are made direct from your merchandise—no art work—no photographing—no 
retouching to mar its inbuilt selling appeal. Direct process repro- 

ductions are an integral part of Manz complete direct advertising 

service. Here everything that is required for the complete printed 

job is marshaled in one great organization. If your merchandising 
requirements call for Direct Advertising . . . consult Manz first. 


THERE IS A PLACE FOR DIRECT ADVERTISING IN EVERY SELLING PROGRAM 


MANZ CORPORATION 


We shall be glad to send you, 4001-4053 RAVENSWOOD AVENUE « » CHICAGO, ILLINOIS 


on request, a copy of this book 
which tells in pictures the story 
of modern printing in the larg- 
est plant of its kind inthe world. 


AM 
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INDEX TO CONTENTS 


Classified According to Topics, Lines of Business and Geographical Divisions 


(Also see Table of Contents, Page 5) 


The vast amount of information regarding the advertising and publishing 
field, individual industries, commodities, and general lines of business and 
their activities included in this book made it impossible to devote the space 
that would be necessary to index every individual item, but careful effort 
has been made to list here the topics which will be most frequently referred 
to. Readers interested in some line of business not specifically mentioned in 
the index will find the section classifications of distinct assistance. 


A 


Addressing Machine—Manufacturers ............. 342 
Advertisers—See National Advertisers 
Advertisers—Data on Some Leading—Products, 


Sales, Personnel, Adv., etc., ....... Begin 144 
Advertising Agencies (American) ......... Begin 153 
—Account Executives ................ Begin 153 
—Accounts (largest of each) ........... Begin 153 
—Accounts (number of each) ......... Begin 153 
—Accounts (oldest of each) ........... Begin 153 
—Branches—Office ..........ccccccece Begin 153 
Ree MUNIN op esis sa sis ena webs eur cod a Begin 353 
—Great Britain ..cicisccicccvecouses Begin 363 
—“SNOS OF DOMNIOON coe ce sicnsdscccncn Begin 153 
—Memberships held by each............ Begin 153 
MIN 8 opo on 25 ni crcrdloloecdtdionn walel Begin 153 
—Principles governing selection of...... Begin 153 
EMR oo 5s o'e'eia bbw a d6 cnd'so'eleee Begin 153 
AO MINOWUD iis cco we skivae dds cence Begin 153 
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ABOUT A MATTER 
OF IMPORTANCE 


to Boards of Directors, Presidents, Vice- Presidents, General Managers, 


AMERICA’S MODERN MAGAZINE FOR RADIO HOMES 


Sales Managers, Advertising Managers and Advertising Agencies 


Radio broadcasting is a factor of constantly growing 


importance in the life of the American people. Make 


no mistake about that, whatever may be your own | 


personal inclinations and opinions. 


Floyd Gibbons, Amos ’n’ Andy, Rudy Vallee, Graham 
MacNamee—they belong to the American people in a 
deeper and more extensive sense than any of the moving 


picture stars or celebrities of the legitimate stage. 


Business men must reckon with the growing power of 
radio. Advertisers who have gone off the air will come 
back. Advertisers who have never been on will go on. 


It is only a question of when and how. 


Radio Digest as the magazine of dominant influence 
with the radio public presents a unique opportunity to 
concerns who are buying time on the air to promote their 


sales. 


You may delay buying advertising space in this unique 
publication, but that doesn’t prove that you are smait. 
Let us give you some extraordinary facts so you can 
judge for yourself. 


Radio Digest 


420 LEXINGTON AVENUE, NEW YORK 
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A CIRCULATION 
METHOD 
THAT PUTS 
WASTE 

TO ROUT 


Over 15 Years’ study of industrial circulation methods has 
definitely convinced the publishers of MILL & FACTORY 
ILLUSTRATED that a circulation to be truly representa- 
tive of the so-called “key” men in industry must be 
built by the actual industrial salesmen themselves. Only 
by such a method can the chaff be eliminated from the 
wheat. 


Titles may mean nothing—close contacts alone divulge the 
real buying picture in any industrial. plant. 


That is why over 800 industrial ‘salesmen are employed to 
build and maintain the circulation of this publication. 


The method used is unique. Get all the facts. 


MILL & FACTORY 


ILLUSTRATED 
CONOVER-MAST CORPORATION : 


420 Lexington Ave., New York 333 No. Michigan Ave., Chicago 


a 


SALES MANAGEMENT 37 


w 


INDEX TO CONTENTS (Continued) 


Rubber— (Cont. ) Pages Pages Pages 
eR OF IR nn ei Cc cle tens 104 Spendable Income in the U. S. (1929) ....Begin 9 ma «Named se desadicacebatdieucs a iearnan ale 
aN MEINE, 5 ok: 6 uh 6Re o' Ba'a-e ere Hers 105 Sporting Goods—Advertising—Farm Paper F 144E —Ship Building .............. Sa a ain ee 106 
—tTrends of Industry wks CaGaednee cue nae dee 105 —Magazine-—Advertising by Individual Con- Soda Fountain ............<.- error 
ow VGTING OF GNINOES 6.0 cites c oder ssanvens 104 CON CNN occ cicoaincarvbsceudin One sus 144 UMN 6 red ads oeceeuaets aitdadacree 

Rulers—Manufacturers of ..........0.....ccseeee 343 —-Newspaper Lineage .............-. Seo Textiles EE TS a a Pfepae i ad 

Russia in Europe—Trade with U. S. (1929-1928) 346 ~—-Rotogravure Lineage .......... ic ta ath eae SA eencatqWacwue nnd udteiteiene ddeeee 108 

ae GE BOD, kd donk ceasvenceanven. Begin 11 —Toilet Preparations ...... ight Dy ipxéaueae ee 
s Stationery and Books— Tractors— 
; —Farm Paper Advertising (1929) ... oo. ASSE —Industrial Markets and Distribution Data .. 108 

Sales Counseliors, Guide te ...... 0... -.0.-cuws, 219 —Magazine—Advertising by Industry (1929) ..144D —Newspaper Lineage (1929) .............. 122 

a ee acai pete | See -- 2 —Magazine Advertising Expenditures (1929). . 144A Transportation— 

Sales Pr on ecialists, Guide to........... 219 —Radio Broadcast (1928-29) ......... 4 144K pA aia home % wince ee a a .... 280 

Sales Training Specialists, Guide to.............. 224 Steamship Advertising— —-Railroads News spaper ‘Lineage See Gaee . 130 

Sales Problems— ; : —-Newspaper Lineage (1929) 130 —Rotogravure ‘Lineage .................- 132 
—Bow to Solve by Direct Mail......... Begin 289 —Rotogravure Lineage of National " Adver- Transportation— 

I EO ino 5.8 6s. dik nits emda Seem ec emecne 341 CEE” cc oikicin ad hel ecdnieesuien ... 132 —-Miscellaneous Rotogravure Lineage ...... 32 

Schools— . Stoves—Advertising— Gs. <4 asieayenuoumase ed npr Saree 
—Farm Paper Advertising Cl: ere 144E = -Rotogravure Lineage .of National Adver- —Steamships New spaper Lineage eee ... 330 
——_ Advertising by Individual Schools r GHMOED CESMOD 5 « Sense dscswesesesceess . 131 Steamships Rotogravure Lineage .. = 

(1929) Cie ne tee tu teresa eee ease ne ee ees 143 Sweden— +  —Tours—Newspaper Lineage ........ adie 

Screen Advertisers’ Association, Functions of...... 119 —Trade with U. S. (1929-1928) ...... 346 Travel—Advertising— 

Selecting the ME UII, oi cons ccrcadenwacts 313 Swift & Co.— P —Magazine by Individual Companies (1929) ..144A 

Ship Buiidiag— s —Sales, Profits, Persommel, ete. ........ 151 Trends of Industries—See Surveys of Leading In- 
—Export BE <3 es bt de 3 oe aeay sce doomed 105 dustries eee ae 
ee MINE. an Crelccentt ane pecweaes 105 T Trucks—Advertising— 
eI ocho vanity braiclss wqrsale Ge coer een aee . 105 —-Newspaper Lineage es wiimated ¥22 
BP reap Ag ee - 15 Tape Measures—Manufacturers of .......... . 8 Trunks— 

- = ucing Units vente eee awe 4 105 Tariff— —Magazine Advertising Expenditure in (1929) 143 
ng 2 reer eae . 105 —Export Trade ........... Re TA Ye a9 Tubes (Radio) . 

_ ae “ ssociations ......... SR ee ene 106 Taxicabs— —Newspaper Lineage ...........-.---++00+- 129 
SP me rae tec tese eet e cers cscs sees oes 105 Industrial Market and Distribution Data 107 Tubes (Tires)-—Advertising— 

‘in’ 0 cor OF SMGNCEE s - 2 + ++ REC 105 WamtabiAtalhe §, < <icancctac oxcue: Cee ete, —Newspaper Lineage (1929) .............-+. 122 

Shoe Furnishings— ; Manufacturers, Number of ............... 107 
—Magazine Advertising Expenditures (1929).. 143 -Mergers 107 U 

eS ee ae eas oe Cink a ays Ab Here ay 7 : : ; 

—Magazine Advertising Expenditures (1929).. 143 Sourees of Information CaS teat as ed ee ae aoe ee 

Shopping Bags (Paper)—Manufacturers of .. 343 Vv I 2 of Bt “4 _ See Tee es : is _ Cae 

Siivaeare = peas 3 ‘ ae olume 0 POOON Aes vecwnacarrwae eke 107 United Kingdom— 

—Magazine Advertising Expenditures (1929).. 141 pi —ine Trade ..... 107 aaa eid Vi eet = 

ipa iia ita ia cia i —-Industrial Markets and Distrib: ition Data. 106 Vv 

Maga A ‘ ’ s (1929) .. el hO7 
—Farm Paper Advertising (1929) ....... 144E — 107 ee 
—Newspaper Lineage (1929) ......... van Oe Sumber and Types b Maa ‘ tg nla oe. ng ee ” 
—Rotogravure Lineage (1929) 132 ‘Mills—Number and Types by tutes... TAG Velricles—Factory Employment and Pay Roll 

ties aa Chae ; tet eees Be —Trade Associations ........ eae oes 107 (1923-29) 8 
—Newspaper Lineage 125 Erte hg na Re Peey tae oe eae = ~ Ventilating Equipment eine ‘ a; 93 
—Rotogravure Lineage 131 Ther cil Ronen wiettauaen Volume of Business— 

Si, Mme 3 — s—Manufacturers of 343 Automotive 7 ee ee 15 
—Export Trade ... see _— — iii “en er daceadéne eanateddeseneetankee 75 
—Industrial Markets and Distribution Data 106 ‘i c me RP ; pe Baking .......---. ee eee cece eee eee 76 

a. a . —Covers, Manufacturers of ee 33 - 17 

—Manufacturers, Number of .......... tae 106 —-Export Trade 188 SE San = 854 + +key 6 erminw ates ene = 
—Outstanding Books for 2929 .............. 106 ee ee Brick and Clay ........-.. 4 
ete MOREE Stasi... worteciacieima wisi oageicia/aer 106 oa . istrihution Di 7 Bi ong Se aa ee os 
haa tien oe Industrial Markets and Distribution Data 107 —Chemical Engineering Tee i 80 

rere ee ee 06 —Manufacturers, Number of eer ere 108 
—Trade dissectations ....................... 106 —Newspaper Lineage (1929) 122 fp se o> lla ae aes 
Brends of Industry... eeeeen ees 106 —Price Changes ......... Oe “ae eats peos a 
on cae ( et een ee pe 106 pee 2 Re ee eee 108 Tae ess: chen e oe i 
' = —awinn  n . | | ese ate st ee eae hs 

—Magazine Advertising Expenditures (1929) 185 edie —— share ia8 pony no a a lal a a 

Sound Synchronization Studios far Indus- Trends of the Industry ........ - 108 ‘Electrical Merchandising... rete ve 

trial Films, List of ................ 322 pene wae ‘Electric Railways ......... ar - 

South America—Trade with U. 8. (1929-1998). 346 Wholesale Price (19284989) Jos Engineering Construction «0.0... mn 

— a" on Industries— Tobaceo— ee ee a i- Page cin cere cas 4a Fes . = 
Bie nee OETA a eh A ee Ae ay Magazine Advertising Expenditures (1929-) 134 5 aa renacnnc sienna aah . 90 
ze * Ra Re Rade assert i 17 —-Rotogravure Lineage ............... anne S08 Bc" ee AREAS: "oy 
Me NN rah ada Se, . we —Newspaper Advertising Lineage (1929) .... 129 F “5 Ie SEES RE eee ee 
oon Mee Saat ae Toilet Goods— a kite coed poo 
I ae ingineering ............ . Magazine Advertising Expenditures in (1929) 186 Galt oe Laneeiaashaaeateg ae Wee: wa 

REIS re ee eee ee cate 81 —Miscellaneous Newspaper Lineage . . 30 “ce Tan hg baa caged iain ° 
—ConstrudHion ..... oe cues. R92 apes ‘ a ET ee ee F d 93 
—Dentist pit tet eeeeeeese eee 82 —Newspaper Lineage .......... sid -. 229 Heati d Ventilatin 93 

UM feticic-wiccscin ine nana e ewes wile whee . 86 —Rotogravure Lineage ...... ; ; . 182 ee ~ oor pgggaleeartt ; —* 
i Rete OSL Aare ene eens 87 ‘ubisies (iumeator -—Home Furnishings ............. iutccuatd Aan 
—Speeationds Wael a - 87 ractor Industry .. dee waNnaceaed 5 aoe —Iee Cream 94 
aoe : <a dbuniate shel Wale a wee etl e , 87 Tours—Aé4vertising = ee te at sh 95 
—Hlectale Malware... os eo —Newspaper Lineage (1929) 130 a Sige eoimmebnbeiies . - i 
eee a PPR ORIOE psisn cm sicecc.c 88 Trade Associations— aa “wend Baar pe al ws ‘ aero d. ee 
XDO Ye ee eee Neto 89 —Automotive .... Siva) yr (i te 4 
A. aan Raa REE ee ge $1 Metaiion me —Machine Tools ........... wane seecnt oa 
oe A waters eee ’ ation ...... = ‘ damon. 8 ‘ 6 ~~ 
Eats Bers ef 91 CE aE ORE SM a ee CD --- << - . . = 
IN nhc hekcses Sen iisec st ixs acs 9 bs —Mining (World Wide) ...... hd: 
eee eT: nahh 92 Brick and Clay. ae Pe tea a ai 78 A 
|, aaa * —-Motion Picture ........ a cot) ae 
ee ROS tegen ast ; 92 Building Saayaa <3 ae Motor B 98 
BE mag Pen Oe gaa Sah Sit ware are —Chemical Engineering aa aeten dee . 80 yy a bnnse yen ; et 
= = ‘entilating RES Sore: . 94 —Confectionery ....... mintnntaldra tga Dawe Plant Engineering ae 1 6 ae an 
i a MME hasi took Beha Siae wat B4 —Construction ...... ; : ai . 82 Radi oe 401 
WE nk Me Fassia teks Clas steele 95 —Dentistry ........... en Me ae A de es te 102 
I +-y-vi Sirians eel a idincsducsnnnsccnskincsecaved Ai onan alla "3 "103 
ee PA Ra tcva teed ot daa scene eies 96 —Electrie Railways ....... aa sla og ccge, ; oi ae ea 4 
aaa Bee Reb iesinad wee Sanchaae 96 —Engineering Construction re a -aeteer pieeedaleasiae ; i 104 
Mini Os SEN EE Ge ee Meee rete cron 9 —Export Trade .......... ao ee 
—Mining (World Wide) ... = a aoe _ ap arkehes coma —Ship Building ..... a 
~Sation Pheten pt ttt rete ees “loor Coverings ......... reaper asin —Soja Fountain 106 
died B atc a ararkoe obi e ka Oro Cae ~% 98 Food - Shih iteh see en al on ee ween 91 icabs ; i git 107 
i -—loree eS 99 eS eeerenererere Piesgiotennd ae —  ~-dxokeeame oa 
SPAS ela HEF Sule, aR Ece 0s dw Gr Be4. Seo drole Ce i aK ae i ; 
—Power Plant Engineering ................. pons - Golt cre Pio teaate, AE is pn Faull ade ase 3 ; : 
— Sette Breen eer eek + Conrmimes Genrer he 102 —Groceries ............ - 5 . 28 —Roflet Preparations = 
~—eataniies RTM free e's pir dare y Wie eae ees 103 ~—Heating and Ventilating Ae oe 94 Ww 
~ee a Seapasasteas hehe nee ta a ga Soc Me whowies me : 95 Mie Aas 
—Ship Building... 5 ae 4 aT ewelry cece ee eens sire steamer eal oe 95 Washing Machines—Advertising— 
Bio ll On Ee 103 —Machinery ...... espn rat ' os) a —Newspaper Lineage ......... . 13 
a re idl etats! sacha 106 —~-Machine ee eae oat eet aes 96 —Rotogravure Lineage ....... .. 131 
BY ~~ yal ll et eh al ee 107 —Mining (U. ane we Goan 97 ‘Watches—-Manufacturers of .......... . Bas 
BP eed Sean iia mad Sar oad an & grace hac dias a 108 —Mining pM w ide) denne ‘ : as Watercraft—Advertising— 

Sources of Supply— IONS, fC. .... 22... eee 100 | eee ag —Magazine ‘by Individual Concerns (1929) 

—Fusl 01 | Se ED idence veiirniceceee ene Sade 99 See Sporting Goods ......... . 284 
al ll ae a ae eile ilar 91 | Fr OC PE OCT eer nee er 100 Weights (Paper)—Manufacturers of .. 343 
SS ee ae ees 102 | 5 “Power Plant Engineering ......... 101 Women’s Wear—Advertising—See Clothing 

al ea Re 104 | es Putas butane kee wane pdouo wee 102 Women’s Wear-—Advertising— 

a? 4 , | Ce a ee en rere ete 14 —Rotogravure Lineage ........... it . 182 
Trade with the U. S. (1929-1928). ........ 346 OI TON oad a custadulen dian neueeel 104 —See Clothing 


MANAGEMENT 


Abernethy-Turrentine Publishing Co....... 268 
Advertising Corp. of America............... 335 
Akron Beacon-Journal ....0.c.sscceccsscecses 243 
American Architect, The ....,.......sseee08 13 
PGCTECRN TRIM CIOL sees csinseceveseescciwtses AO 
PCPEMORT NE. 50505 esas bakaeaeessebosctecseee 266 
ER EE ANSE «65 So wisi sip os nn ep canons sa 29 
PUMA STR NE 855 aos 5056s voces sewsneseeees 144F 
APCHIPE CHET al RECO oie. s.5:s.9:6)0.0svsinedsecceswee 79 
POSMEACE i ccs devoesescvenessos Seoneeb Toasts 13 
SORT WG. RUS Teckiconkbieessuesenecveeh en 65 
Barrington ASsOciates ..0cscesccecveseesiecs 218 
’ Bausch & Lomb Optical Co............0ee008 326 
Bennington, Vt. Farmer....... cennes surdeoune 65 
Bigelow, Kent & Willard Co,.........seeeees 221 
oT ae ere Sanaa wos bs spian swe ae 270 
BOM MORN G AUOIRIG ssn s ccesvsencessccwens 236 
Boone, Ia. News-Republican..............++. 29 
DOSIDA POSE <..000s0 Succes bohaeuaehaws sorkoes 35 
ge S| ee ees ES er eee r ee 264 
Brandow Printing Co., The .......seccssoss 321 
Brattleboro, Vt. Reformer ..............00005 65 
Brooke, Smith & French ....... hc eranbens 163 
Building Investment .......... sbpeuaSraecene 120 
BuvEngton,: Ta. Gacette  ooccsissesesccscsscce 29 
Burlington, Ta; Hawk-Evye. .....20s00000000000 29 
Burlington, Vt. Free Press.....\sicuccsueeneess 65 
Calkinge @ Holden Go. .....0sscccsvscsepece 166-167 
SCRE NORAD ROO bis. osc sivns sae ecevsSenss cee 319 
CE ODIO is ins 5509 de Os ante sewssices 259 
CRORE WN ORIIY) Scie vi vide ccscvasslcses tes see 259 
DORR El PUMA AOL: 6.602 6.0:56:0sscienifscaebies 329 
Carroll, Ta, Tally Perales. 5 6668 6c.cieSee os0ceee 29 
Cedar Rapids, Ia. Gazette & Republican.... 29 
Centerville, Ia. Iowegian & Citizen........ . 29 
Chattanooga Community Association........ 57 
GRE RO DANY TICWSE 6csseecesscccescades an ee. 
Chicago Evening American .............0+. 23 
Chicago Tribune ........... pesgemanes 4th Cover 
aie op GSP ssinxendare sche adanowscnnne 168 
ERP ORNMR ROED: viecscsccpussesscrseconeass 48 
RRND SE WERT OIG <ncgyssnpcessuceuasens ees 29 
Korees, Pal, Ge. 20050600 ey re 170 
PRUBOMONODT - 55scisgnvickncuasanescmeseesevecns 13 
Council Bluffs, Ia. Nonpareil..............+. 29 
ARIA AOD AREORBE Es. gsckiswsancacevasion 2nd Cover 
Creston, Ia, News Advertiser ............. 29 
Gunes: Masterh Press Ine. 05 cssssscssceavs 297 
SORELY: RPMAGIOINGND wiisss.ccndsneeuwevansansss's 50 
Dairymen’s League News .........cecceeeee 285 
SRD OME icsneens wane scchdessaserccu rs’ 249 
SPRTIAS  DROPHINE TNOWS 6 oe.nssicccwsievcicesns ss 249 
Davenport, Ia. Democrat & Leader ........ 29 
PPRVERNOTE, Tas TIME oescksccsescssccewsecaues 29 
DesMoines Register and Tribune .......... 27 
SPR SEED ccd bevatensnsenwedamuniceeabers 235 
ERED NORD ES Wis. Siisewsncbeesscdecdesses 79 
RUINS LOTT 6 ose Ntaninneseenkuneckeabsenb nae 83 
Donnelly Corp., Reuben H. ..............06 291 


Dubuque, Ia. Telegraph-Herald and Times 
Journal 


BORDEN TOHVEIODE SO0.. 65..cec cesses ccnsnosesce 309 
PRIN = RMN AIT ALO) sis nd castle sinensesssesienee 305 
Envelope Manufacturers of America........ 311 
PE ORCI Ge BIOS oiisinnksssacctexsssescase 284 
PMPORER DBE: cs cecvecscvnsee SRT TO 284 
Federal Advertising Agency ............+0.. 175 


PES SPN OD. sos Sokels Sean cunscaeseeoses 177 


PAGE 
First International Agency, Ltd. ...... idewesceee 
Fitzgerald Advertising Agency .........+. ss a9 
Fort Dodge, Ia. Messenger & Chronicle.... 29 
Fort Madison, fa. Denrocrat: .vcescssscccsess 29 
Fort Worth Record Telegram .............. 59 
Fort Worth Star-Telegram <...ccccceccesees 59 
General Building Contractor .............06. 79 
Gibbon, Fo Fn, MURG:. aissicnscavcapessdoevas sen ONO 
Gisbe MR SOWIE: aks sccks vc sence ovens ewer GOL 
GAG iee.as Rains capes shonin outs Saligicnwesien Say 
Good Housekeeping ..........s.0008 Stier 13 
Gordon’ @ Goteh, HAG: .iissasisewsscscecncs 360 
RSENS RP WIEW na sinc sv wsie ce bas ocsien saweataeen 79 
RSCIEE Brawl vi kg onde ossusaceauoconeawes es 19 
Harvey Organization, Frederick Holman.... 217 
Holmes. Lectures, Burton ......0cccccesse00¢ 328 
PGND te IE io cine snincs,s 0b aioe caleba siaic wenn 13 
Hommann, Tarcher & Sheldon ............. 154 
Honotats: Stat Baltes: os6essccscsc kv csceess 267 
Household Magazine, The ..............0++ 259 
Houston Chronicle sic ciscsiccscticccccvssesess 61 


Hundred Thousand Group of American Cities 6 


TAdIG REPMSE WOlld: 62k diseccdccvedesees 152 
MBIBM ADEE, GER coir kia vk cs ewce bin cine 25 
Industrial Club of St.. Lois: ..66...c50eee008 39 
TORUENURA OT AD RUNOS: fog assets osc cicce's sieeeensueeeass 1 
International Magazine Co................ 12; 33 
TRRETHATONAT BIO iis csifiiss sects cure sweens 13 
Towa City, fa Press Citizen ois ciccscccsicccses 29 
Iowa Daily Press Association ............... 29 
Jam Handy Picture Service ............000: 325 
ANGERS WEY THOMSON. o.csccca evinces vias ocecien 259 
MEMO DR AU ATIIES: 640cnvecwsasiccansoasets bees 259 
BPCLAy CSRIET NGOS, o.c)y ciaicins wa,nigyyio'ie's-vis elaieie sieges 25 
smenhosha Tvening News <0 sii siiccdsecseee 251 
meokute, a. Gate Cay ces.cctrvcsesecees Ssminke 29 
LADETEY scceses Si aenich adainlas wikis aalebeA Same 262 
Loucks and Hurling Studios ............... 332 
Louisville Courier Journal .........00.00000 233 
McGraw-Hill Publishing Co. ...... Front Cover 
Manh Gl Stal WOIET: 0.cicisscainesisienicpewesielcns 220 
DIGHE ates cece vinenaiassmennaneenaee Facing 312 
Marshalltown, Ia. Times-Republican........ 29 
Mason City, Ia. Globe Gazette ............. 29 
Materials Handling & Distribution ......... 372 
PUI PARMNOT 6504 cab ccu vine sbentivals waives 259 
Mill & Factory Mlustrated .......00sceccen. 374 
WGN POUITA ARICA TOE Sissons seni stweninenetess ee 259 
ipo Ue a Gr ai 2: a ga 356 
DEORE iiisdss canes MOET CeCe 13 
WDE OREN: 63.0 5s anor sieinseisoenesteeseomen 13 
DIRINCIO SESE si sikessowsescrsweasasabuwenen ens 25 
Munder Corp., Notitan T. Ass...00s0ccescss 320 
Muscatine, Ia. Journal & News Tribune.... 29 
AAIBIG. CP BUS OVI, 50s cvcivcnsniesesuves’s vee 287 
GER YES BOORET \oivoycsaiwiaceeswesawn essen 247 
National Map Co.......... aortas 3rd Cover 
PICUDEARER HATIBE! sisisiaccneicesaceaecuoperess 43 
ING W BULA. TI RCE GO ines ises winenew conuiiuoncats 299 
Newark Bvtnind NEWS: «.0's..ssicesscvceisvacc . 4 
PIR AAO WS o-i-6i5. 5:0 vcse Seances noomatens 29 
DEW VOC TMCS oi cies cs awasceaweclscsivers bance 239 
PNCKREMSHARIMETE (COL nceiiccinisewsecned cee sesyies 197 
Northwest Daily Press Association ........ 37 
DIGWEIEG, HOWE. on wies cakes cee eeeaacd cokeauns 337 


Oelwein, Ia. Daily Register ...cccsesccsecvsce 29 


Ohio Farmer ..... Remi Rcoashan Sip Rohe Aga ene Kenseee 
Oklahoma City Chamber of Commerce .... 51 
Oielahoma Clty Limes. cevescsccvsseteoances vo, OO 
Oskaloots,-Ta. Herald? iicccsceiesienssces ests 
Ottumwa, Ia. Courier ..... Wee Wossisteene atau COO 
PEUNSYIVANIG  FGSMeD 6 ic iceseveccevers aioe 259 
Peoria Journal Transcript ......... aexcunkea 230 
Peery, Tas Chtet ccovesexas ei meleieciene ses Rewewe 29 
Peters Advertising Service, Ltd., Heritage. 358 
Philadelphia Business Progress ............ 2 
POE CE OTANI GO), dc isiccsenssccvcenecuseuds 334 
PHISDULGH PLCGE oc ccccccees eens cad ex¢ese. 5S 
Powers Engraving Co. ...ceseees Renuka dhe. 293 
Progressive Farmer & Southern Ruralist 260, 261 
Providence Journal ...... ‘bscindeiecieas sureeon 245 
TAGIO ARTES ccc ce conven seimecers vv ccwmneces 370 
Radio Mui MeLCHANE cas cciigvadancescseoss 272 
Mankin Co, WR. 6 6c c0sisrccecvs éxeeseeraants - 201 
MOCOPD TOLER TOME ions cdcsices ckcenevieces sevens 59 
EGON ANC, MATGUIS: hii os cciciticcscwocsacéecne 223 
Reiners “Rotoprivit; “Wess cicsccciecactosexecs 340 
MUG PORES ¢.c5<0ca000 seaele viele slelmenmaeweunisices 288 
St. Johnsbury, Vt. Caledonian Record...... 65 
St. Petersburg Evening Independent....... 228 
St. Petersburg Newspaper Service ......... 228 
Dt. PECETSDUER EMMES: in dccgcision ccecbeeb ses 228 
SAIS MGNAGEIMENE sc i6sciccinecsnnns 69, 280, 368 
San Antonio Evening News .........eseeeeee 248 
Salt AGOGO ER DPEIG oo scsiciccs ks cacinceeccanees 248 
San Antonio Municipal Information Bureau 263 
mous City, Ta. Jourtial 20.02. scucccccsdacess 29 
eiotix: Gtty. Ta, BHpGRe: ossccccccsnssemecd 29 
Society for Visual Education .............. 327 
Southern Advertising & Publishing ......... 268 
BOULHCER AETICUNUTIBE is6csc.3 ccc cicresss te 257 
SOUEREED (FOWOIO? —os6s cco dcarsiisneurccaneeds 268 
MOUCRELN  ESNEEL 6ccdeds cdowyorvanccevebsyetes 268 
Southern Stationer and Office Outfitter.... 268 
Standard Rate & Data Service ............. 237 
Stamtota 'Go., Calvise. dec iiksis sigoes-acaiseinese 207 
Sterling Pngtaving Coy ciscics.ccsccusvacccs 295 
Suniner Cor, Ge Lyi cecceodveccconstuncves 209 
Sweet’s Architectural Catalogue............ 79 
Sweet’s Engineering Catalogue ............ 79 
Syeecude Post-Standard <c.csesccsccseseass 240 
POhS Taste ster POSE kc cincscvvicecrusecsds 25 
Topeka Daly Capital <iisec essence vctcesdseses 259 
OWS Br: COUNISY sciiccesccks sacwecneseeneee 13 
Tracy-Locke-Dawson Co. ..........+. 211 


U.S. Printing & Lithographing Co... Facing 288 


Vermont Allied Dailies cscs cciscccecesscvess 65 
Victor Animatograph Corp.......sccsccesse 330 
Washington, Ta. Journal oaiicsccccscsedcccess 29 
WV AINE EAE Nice cagiess ocmecaweemecessne 19 
Waterloo, Ia. Daily Courier .....66600c060% 29 
Waterloo, fas “PLipune a. cccisccaccccosacsess 29 
Western Electric Sound System .......+++- 323 
WUBICG, -1NC.,. "PEPCIVGl Ki wisice vs ceevecineseson 222 
Wilding Picture Service ........0cceccsecevs 323 
Williams & Cunnyngham, Inc. .........+++++ 215 
Women’s Press ......eseeee Srdccecursnenumues 265 
Youngstown Vindicator ........ eebauaueetns 242 


100,000 Group of American Cities...........++ 6 


ng 288 


. 65 
.. 330 


Using Maps for 
Better Selling 


Since the beginning of history, successful generals 
have invariably used maps for planning and di- 
recting their various campaigns. Meports of 
changing conditions on the different fronts have 
been indicated upon their maps and then, from a 
study of each day’s developments, they have out- 
lined the movements of their troops for the fol- 
lowing day. 


The modern business general—the Sales Manager— 
uses the same tools, improved and developed to 
meet his particular needs—Namapco Washable 
Maps. Upon these maps he visualizes each day 
the exact situation prevailing all along his fighting 
front. With the facts before him, he knows how 
and where to use his forces most effectively to make 
each territory produce the business that it should. 
These maps can tell more, tell it quicker, and tell 
it better than any other medium yet devised. In 
presenting all this information in one business pic- 
ture, they conserve mental energy, they save time, 
and inevitably they mean better selling and bigger 
business. 


“Namapco” MULTI-UNIT 


There is practically no limit to the story 
that Namapco Maps can tell. 


Territories for salesmen, dealers and job- 


bers, can be marked off by crayon lines 
or crayon shading. 


Dealers or prospects can be indicated by 
map tacks, with one or two-colored tops 
or with distinctive symbols in various 
colors, with different tacks for special 
types of dealers, financial ratings and vol- 
ume of business. 80 color combinations 
in 5 different sizes are available. 


Factory branches, headquarters of: sales 


divisions, location of jobbers or distrib- 
uting centers, can be indicated by large 
flat-headed tacks, available with numbers 
from 1 to 999. Similar tacks with blank 
celluloid tops (16 colors) can be furnished 
for special markings. 


Salesmen’s routes can be shown by crayon 
lines, with arrows to indicate direction 
of travel, reference to route lists giving 
location each day. 


Map tags or celluloid map rings in various 
colors may be hung on tacks to indicate 
orders in special sales drives, percentage 


MAP SET 


of sales quotas reached, or any other par- 
ticular data about customers or prospects. 
Sales quotas, current sales totals, and 
sales records for preceding years, for com- 
Parison, may be noted with crayon right 
on the map. 


By washing, erasing and remarking, or 
by changing tacks, the record can be 
altered from day to day. 


In short, youcan keep your whole market at 
your fingertips, spotting dead towns, discov- 
ering undeveloped markets, directing your 
whole sales organization most effectively. 


SINGLE MAPS AND SETS TO FIT ANY BUSINESS 


Whether your business is large or small, you can get a Namapco Map or 


Map System to fit it. Wing outfits are furnished in various convenient 
New wings and maps can be 


sizes, accommodating from 2 to 60 maps. 
added as territory increases. 


Tell us what you sell, how and where, and we will show you the 
kind of a map outfit you should have. Use the coupon or write 
on your business letterhead. Address 
Murphy Building, Indianapolis, Indiana. 


NATIONAL MAP COMPANY «=. 


Map Makers Since 1885 
675-9 Transportation Bldg. 


30-9 Murphy Bldg. 
‘ndianapolis, Ind. 


our home office, 30-9 


NATIONAL MAP CO. 
30-9 Murphy Bldg. 


Indianapolis, Ind. 


Send us further information about Namapco Washable Maps 
and the kind of an outfit we should have. We attach infor- 
mation concerning our product, our general method of dis- 


tribution, and the territory in which we sell. 


Chicago, III. 
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Tribune Town—the heart of 
the central states—is a market 
of 12,000,000 people. It is a 
prosperous group of consumers 
closely allied in social culture 
and economic enterprise. A 
kinship of interests welds to- 
gether the people of Tribune 
Town. A network of good roads 
and of steam, electric and bus 
lines unite the territory into one 
community. It is a market mu- 
tually inter-dependent but forti- 
fied in income by: widely diver- 
sified and important industries. 


$5,500,000,000 stand to its credit 


in bank deposits. 2,200,000 pas- 
senger cars give evidence of 
spending power and buying ac- 
tivity.. 

Sales success is made highly 
profitable in Tribune Town 
through Chicago Tribune adver- 
tising. The growth .of the mar- 
ket, the increasing demands and 
aspirations of the people gener- 
ate a driving force’ that swells 
Chicago Tribune circulation and 
advertising response. The vast 
enterprise that taxes the Chi- 
cago Tribune to keep pace with 
the vaulting desires and expand- 
ing resources of Tribune Town 


also gives increasing power to 
advertising in it. 

A single newspaper circulation 
reaching 1,149,501 families— 
practically every other one in all 
Tribune Town—assures volume 
sales at low cost. One great cir- 
culation—the Chicago Tribune— 
blankets with powerful selling 
influence this closely knit, active, 
rich market—Tribune Town. 
Get the complete facts from a 
Chicago Tribune man. 


Chicano Tribune 


THE WORLD'S GREATEST NEWSPAPER 


